Cuicaco, Oct. 6—There is hard- 
w a radio home in the country that 
ill not hear at least one of the 
0,000 radio spot commercials 
heduled by the national educa- 
ion committee of the American 
edical Assn. during the two week 
eriod from Oct. 8 through Oct. 
1. 
f As part of its all-out attempt to 
monvince the American public that 
e government’s health insurance 
lan really is a step in the direc- 
on of state socialism, the AMA 
ill spend $300,000 for radio spots 
n more than 1,600 of the country’s 
000-plus radio stations. The as- 
Bociation’s primary objective by 
fhe time the drive starts next Sun- 
ay is to have spots on at least one 
ation in each of the 1,260 radio 
arkets in the U. S. 
The AMA allocated its radio spot 
dget on the basis of city mar- 
met population, rather than on the 
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Misleading Ads Less 
Frequent: Brockway 


American Medical's Radio Campaign 
Falls for 30,000 Spots in Two Weeks 


power or coverage of the radio 
stations involved. Determination 
of the number of spots to be used 
on each station was made in the 
following manner: 

First, a list of every radio sta- 
tion in the U. S. was compiled, and 
these were grouped by markets. 
In July, when the tabulation was 
made, there were 2,026 radio sta- 
tions and 1,260 radio markets in 
the country. In addition to group- 
ing the stations by market, the 
population of each market was 
shown and the listing was broken 
down as follows: Under 5,000 pop- 
ulation; 5,000-10,000; 10,000-25,000; 
25,000-50,000; 50,000-100,000; 100,- 
000-300,000, and over 300,000. 


w In each market having more 
than one radio station, the station 
with the highest time rate was 
selected as a base. Then the total 
(Continued on Page 78) 


New York, Oct. 5—“What man- 
gement expects from internation- 
ml advertising is the same results 
at it expects from domestic ad- 
ertising—that it build sales and 
asting good will for whatever 
anagement has to sell,” James 
. Curtis, president of Coca-Cola 
xport Corp., told 600 registered 
ests at the second international 
dvertising convention sponsored 
ly the Export Advertising Assn. 
Mr. Curtis further expressed the 
monsensus of management repre- 
pntatives when he added that “in 
Pality, international advertising 
Annot limit itself to such a nar- 
Dw function any more than can 
pmestic advertising. Domestic ad- 
prtising is a social force. Inter- 
ational advertising is a_ social 
brce on the international level. 

“All of us in _ international 
Fade,” he said, “will do well to 
Pmember that American products 
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109 | cerned,” he said, 


xport Advertising Called Social 
orce at the International Level 


and the advertising used to pro- 
mote their sale probably do as 
much to form impressions of 
America as any other influence. 
An honestly made and honorably 
sold product calls for advertising 
of the same character. It has taken 
domestic advertising a long time 
to outgrow the half truths and 
deceptions of its early days. 


ws “Management expects interna- 
tional advertising to follow the 
example of the domestic profes- 
sion. Let’s remember that those 
we want as our overseas friends 
judge us by our advertising as 
well as by our products and our 
business behavior.” 

Hobart C. Ramsey, president of 
Worthington Pump & Machinery 
Corp., emphasized the value of ad- 
vertising in helping to improve 
living conditions. “Good adver- 
tising,”’ he said, “can open up mar- 
kets and improve the standards 
of living for whole communities, 
both here and abroad. 

“Most companies do not invest 
sufficient funds in their foreign 
advertising,” Mr. Ramsey said, 
“simply because they lack knowl- 
edge of their foreign market poten- 
tials. More on-the-ground research 
is needed. Too often, also, Amer- 
ican companies gear their adver- 
tising to short sales programs. Ad- 
vertising should be geared to long- 
range sales efforts and backed up 
with adequate organization.” 


99| mw Mr. Ramsey declared that local 


penetration problems can _ be 
solved only by using local media. 
“So far as my company is con- 
“we are not so 
much interested in how many 
readers a publication has as we are 
in whom we will reach by means 
of its advertising pages. We be- 
lieve advertising should be slanted 
to individual markets, and that a 
knowledge of the needs and tem- 


(Continued on Page 106) 
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PENNANT-WINNING PHILS... 


THE DAY AFTER—Eight Philly team mem- 

bers and their manager all smoke Cam- 

els, according to this Philadelphia News 

ad Oct. 2 after they won the National 
League flag. 


FCC Plan: Limit 
Network Time in 
Most TV Cities 


WASHINGTON, Oct. 6—DuMont 
Television Network and American 
Broadcasting Co. protests over TV 
networking allocations erupted to- 
day into a proposal by the Federal 
Communications Commission that 
would limit the amount of time 
most TV stations could devote to 
any one network. 

The commission said such a 
rule, to apply in one-, two- and 
three-station markets, would be 
used until more TV stations are 
constructed. 

At present, 37 of 40 intercon- 
nected markets have fewer than 
four TV stations. The FCC said a 
spot survey last May showed that 
one network got 65% of the time in 
17 one-station markets, and that in 

(Continued on Page 107) 


DMAA Members 
Optimistic, But 


Fear Cost Rises 


Pledge Cooperation in 
Treasury Drive; Snyder 
Reports on Production 


New York, Oct. 6—An address 
by the Secretary of the Treasury; 
the election of L. T. Alexander, 
manager, direct mail division, E. I. 
du Pont de Nem- 
ours Co., as pres- 
ident, and 24 
panel sessions on 
various aspects of 
direct mail, fea- 
tured the 33d an- 
nual conference 
of the Direct 
Mail Advertising 
Assn. here this 
week. 

More than 
1,000 delegates 
were on hand for the sessions at 
the Roosevelt Hotel. Their mood 
seemed fundamentally to be op- 
timistic about the future of direct 
mail, although clusters of delegates 
worriedly discussed increasing 
costs, the tight paper situation and 
mail rates. 

To promote savings and help 
limit inflation, John Snyder, Sec- 
retary of the Treasury, called on 
all members of the DMAA to aid 
in promoting the Treasury De- 
partment’s forthcoming payroll 
savings plan. 

“Our initial aim,” he said, “is a 
50% participation goal through a 

(Continued on Page 8) 


L. T. Alexander 


Last Minute News Flashes 


CBS Sues W. E. Long Agency for $1,000,000 


Cuicaco, Oct. 6—Columbia Broadcasting System and Station WBBM 
have filed a $1,000,000 damage suit against W. E. Long Co., Chicago 
agency, claiming that Long has interfered with exclusive contracts be- 
tween the network and some of its staff artists. CBS claims that Long 
circulated a brochure offering transcribed spots made by persons under 
exclusive contract to CBS and WBBM. Attorneys for Long claim that 
the transcriptions were made with the permission of CBS—in fact 
were made in CBS’ studios here—and that CBS was paid for them. 


Foote, Cone & Belding Gets All of BOAC 


New York, Oct. 6—British Overseas Airways Corp., London, has 
placed all of its advertising account for worldwide promotion with 
Foote, Cone & Belding here. Cecil & Presbrey formerly serviced the 
account. Unconfirmed reason for the change is that BOAC prefers pay- 
ing in pounds sterling rather than in dollars. Foote, Cone & Belding 
International, London, has had BOAC in the eastern hemisphere for 


several months. 


Bond Appointed Ad Director of Benrus 


NEw York, Oct. 6—Harvey M. Bond, formerly advertising manager 
of Helbros Watch Co., has been appointed advertising director of Ben- 
rus Watch Co. His successor at Helbros, which will start a new network 
radio show soon, will be named in a few days. 


Cruttenden & Eger Named by Nox-Rust Chemical 


Cuicaco, Oct. 6—Nox-Rust Chemical Corp., manufacturer of rust 
preventives and mastics for automobile undercoatings, has appointed 
Cruttenden & Eger to handle its advertising. Magazines and business 
papers will be used, though details have not yet been worked out. 

(Additional News Flashes on Page 107) 
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Tells Central Four A’s 
History of Committees 
Checking on Ad Claims 


Cuicaco, Oct. 6—Advertising 
agencies themselves should coop- 
erate in condemning false, fraudu- 
lent and misleading advertising, 
and not leave the job up to the 
Federal Trade Commission or 
other outside groups, according to 
Lou Brockway, executive vice- 
president of Young & Rubicam. 

Addressing the annual meeting 
of the Central Council of American 
Assn. of Advertising Agencies on 
the topic of ethics in advertising, 
Mr. Brockway outlined the work 
that has been done by a number 
of organizations that study and re- 
port on advertising practices. 

The FTC, from 1937 to 1939, set 
aside alfbut 15% of all ads ex- 
amined for further study of what 
might be considered misleading 
claims. During the last three years 
this same federal agency, although 
examining a much larger number 
of ads, held out only 4% of these 
ads for further examination. 


a Although this would seem to in- 
dicate that false claims in ads had 
diminished since 1937-39, Mr. 
Brockway warned against so op- 
timistic a view. Actually, the fact 
that a more highly competitive 
business condition existed ten 
years ago, might have something 
to do with the more favorable 
showing today, he suggested. 

The FTC only looks for false or 
misleading claims in ads, he con- 
tinued, but the Consumer Commit- 
tee on Consumer Relations in Ad- 
vertising tries to find out the pub- 
lic attitude toward advertising 
without regard for the category 
into which the criticism may fall. 

Based on a small number of 
questionnaires that have been 
compiled in the committee’s latest 
survey, only 61% of the respond- 
ents thought advertising was in 
good taste, he said. Four per cent 
had no opinion, and 35% thought 
advertising was in bad taste be- 
cause of extravagant claims, 
pseudo-scientific claims or out- 
right falseness. 


ws Although it may be too soon to 
draw conclusions, he added, if the 
early returns are any indication of 
the final report, there is consider- 
able cause for deep concern. 


(Continued on Page 103) 


Outdoor 


Beginning on Page 37 of 
this issue and continuing to 
Page 76, ADVERTISING AGE 
presents a special editorial 
section devoted to outdoor 
advertising, with particular 
emphasis on new develop- 
ments in the field, case his- 
tories of successful users of 
the medium, and a host of 
pictorial examples of outdoor 
advertising art and copy. 


ie 
Sa ea = | 
ube ia . 
pel Soeee ea ee 
as eg os Mad : naga 
ie are aie we 
coup rh aa ea ty 
OT Aenea ae 
SS eaeare ‘ Eh ae 5 e ‘ ‘ 
on | 
silane Pec ' a 
ee ae ae war J 2 
ae eee tf Ae 
pares ceed : 7 : a 
So ge 2 idee chipsets , M 
ee a pep er ae 
- fob toe a } 
a (no sak Smee fang sageall tan 
am me, seer seats acai Tene eae pep emanate ys 
q | : . ay 
. > = ” 
Bx. eee P 
ee a> oe. _) 
hy | SEs? ate a 
, aa ig “9 ae 
ti os. + +4 “il # 4 
Pa ee . < Pe 
wid ia is oa Bae oe is de PY a 
eee s. ages 
oe. | MBBS) or 
4 ; a, road a 
ee a te as - 
eee Pi | 7 : 
ae a —- CY 2 
: os ieee 
2 ee | 
vit aiiiell 
ce yin | 
=. ee ae 
ee eae 
=i ee 
Pe on 
thre aaa) 
es . ; 
= | i 
0  , e  ee  eee S ee a ee a ee en 
as came ie eee ed Seren 
Bi esr ee ; ce 
oe . 
ow. 
an’ 5 ae 
oe } LMS ag 
ee Yass es 
Petar nae Bee 
"SE pains » eH eee . 
BI sa iets a 
iS wien leew coe 
5 RETEST Ba 5% 
PONG 5, eee 
UT DEN eNO MIU en 
bates ds Sloe eee ae 
ee et ae ene 
= Geen B35 rey 
Si ba iio tly 
oa anaes bh en fy Ore 
ar q 
ee hoi pedal | es 
Ree ak rent | aia a ccc a a er eee ‘ 
a me 7 ee : 
BS a Cae 
a tne re ee a 
ees a a 
ee ea 
aan a gis: i | as et 
Ae ea ae ae 
Sune ai . 
Pe lt oh omit ie wet 
Sata eRe | oy 
ahs foe | 
errs | oo 
: ae "34-2 eta 
ge ne ay a aie 
haha ieee Soy es 
; ie rely hoe 
“ = 2 aoc Due! a res 
Fe kg 
rr i oe 
< - ni 
en 104 | — 
oe ¥e i ee 
peeks _ 
i ee 
& ; 
: G 
Fo dst 
Aer ik Palas a Btions 100 
IE inp ce: oe What Theyre Say- | ee | 
eegsenk sen e MY Personal ..26 = ing. ......0++40]2 XUN 
ee tae ae : 
fi ane’ 
pees aA Ree Uk : , : Ee 
; WA Rh ae ga 4 . Bch eee Si 
eer ae ee ee Raerslea, tiassil i ren cat, Soe ae er eee eee SOS ns. ieee «= ae penne een ey eee ey AE gece was is Ng lei ari sive a A ; ie ee 2 


2 


Ad Specialties 
Hurt Little By 
Metal Shortage 


Fewer Exhibitors at N. Y. 
Show, But Premium Group 
Hears Optimistic Talks 


New York, Oct. 3—Despite 


present or impending shortages | 


of metals and other critical mate- 
rials, there will be plenty of pre- 
miums and advertising specialties 
“of one kind or another” available 
during the coming year. 

This assurance was given by 
Frank H. Waggoner, executive 
secretary of the Premium Adver- 
tising Assn. of America at a meet- 
ing held in connection with the 
annual Premium and Ad Special- 
ties Exposition being staged this 


week at the 71st Regiment Armory. 

He said that while the Korean 
War had given business a bad 
case of the jitters, “much of the 
panic is gone today, thanks to the 
good news from Korea.” He de- 
clared that “there is a green light 
ahead for premium advertisers” 
and pointed out that concerns 
which used premiums during 
World War II “are out in front 
today.” 


a John M. Davidson, association 
president and manager of the pre- 
mium department of the Colgate- 
Palmolive-Peet Co., told the meet- 


ing he didn’t know how the re-| 


strictions of a wartime economy 
would affect the premium busi- 
ness. 

“While we cannot demand more 
than our fair share of materials,” 
he continued, “we are entitled to 
carry on our business without un- 
due government interference.” 

Mr. Davidson outlined a three- 
point platform which he said man- 
ufacturers should follow: 

1. Manufacturers which are sell- 


ing a given percentage of their 
products to premium customers 
should continue to maintain that 
percentage in these times. (He de- 
rided the view that the premium 
field provides a good “dumping 
ground” for a manufacturer’s 
product in peacetime, and an out- 
let to be abandoned in a tight 
economy.) 

2. Manufacturers should ask 
reasonable prices. 

3. Premium makers have the 
obligation to live up to their de- 
livery-date promises. 


se S. H. Lebensberger, vice-presi- 
dent and member of the board of 
Cappel-MacDonald & Co., and 
formerly vice-president of the 
Lebensberger Advertising Agency, 
Dayton, O., warned that the U. S. 
cannot achieve military prepared- 
ness and carry on business as 
usual. 

Declaring that various materials 
will be in short supply and that 
additional government controls 
will be imposed following the 
November elections, he urged pre- 
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“They never seem fo stop working on all those lowa-wide orders 
pulled by the Des Moines Sunday Register” 


This won't surprise advertisers in the Des Moines Sunday 
Register. 

This big paper (7th among Sunday papers in general 
advertising linage) is famous for ad action . . . and no 
wonder! Criss-cross, up and down, everywhere in this big, 
wonderful state it goes—dominating a market of 2,500,000 
people. In 86 of the 99 counties its family coverage ranges 
from 50% to 100%—and nowhere else is it less than 25%. 

The market? Urban spending exceeds that of San Fran- 
cisco or Boston! Farm spending simply can’t be equalled 
anywhere. Total spending: a thumping 5 billion per annum! 

If you want action in Iowa, advertising in the Des Moines 
Sunday Register is the way to get it. Milline rate only $1.57. 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 
ABC CIRCULATION March 31, 1950: 
Daily, 372,051—Sunday, 540,192 


THE DES MOINES REGISTER anv TRIBUNE 


Gardner Cowles, President 
Represented by: ; 
Osborn, Scolaro, Meeker & Scott 
New York, Chicago, Detroit, Philadelphia 


mium and ad specialties makers 
to draw up plans for three even- 
tualities: business as usual, an 
economy short of war, and “Op- 
eration World War III.” 

Mr. Lebensberger also appealed 
to the premium industry to assist 
America’s propaganda effort by 
selling democracy. He proposed the 
development of a premium which 
could be distributed overseas to 
“excite interest” in democracy. 


s Meanwhile, visitors to the ex- 
position—few in number the first 
day—found the products of 230 
manufacturers on display in 180 
booths, 31 fewer than last year’s 
total. They found most of the 
items on display to be fashioned 
from plastics, glass, china, wood, 
textiles and other non-metallic 
materials. 

Arthur Tarshis, exposition man- 
ager, attributed the decline in ex- 
hibition booths to cancelations by 
metal goods manufacturers. One 
appliance exhibitor told AA he 
had originally contracted for two 
booths, but that with the recent 
tightening in the appliance situa- 
tion, he “wanted out entirely.” He 
said he was finally persuaded to 
keep one booth. 

Mr. Tarshis said that new prod- 
ucts makers—all of them using 
non-critical materials—had offset 
some of the cancelations. He said 
this indicates the flexibility of the 
industry and its ability to meet 
“any situation that comes along.” 


a Interviews with half a dozen 
exhibitors representing some of 
the largest companies in the pre- 
mium field indicated almost unani- 
mous lack of concern over at- 
tendance figures. J. Howard King, 
president of the Spotswood Spe- 
cialty Co., Lexington, Ky., said the 
show was attracting “more people 
interested in buying” and “fewer 
tramps and sample snatchers.” 

Another exhibitor explained that 
there are perhaps 300 “real buyers 
—the fellows with big companies 
who talk turkey—and they’re 
here.” 

Many premium outfits were not 
taking orders at the exposition, be- 
ing “sold out until the end of the 
year.” They said they were ex- 
hibiting because “it’s the wisest 
thing to do. Any time a name out- 
fit doesn’t appear at a show like 
this, it’s likely to be forgotten 
about.” 


a The consensus was that the pre- 
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of gas range ads Public Service Co. off 

Northern Illinois is running in newspapers) 

in suburban and outlying Chicago areas 
served by the utility. 


RECIPE-RESULTS--This is one in a = 


mium business is booming, “wi 
customers anxious to get anyt 
they can and preparing for 
eventuality in the internatio 
situation.” 

“If things continue the 
they are now,” John W. Kilb 
executive vice-president 
treasurer of Robbins Co., At 
boro, Mass., told AA, “there is 
reason why there won’t be lots 
premiums available.” 

George F. Waite, sales mana 
of the Robbins premium and au 
motive division, said the Kor 
situation had forced his comp 
to be “more selective in the c 
tomers we do business with.” 


Robbins Leaves Sun Outdoor | 
to Form Own Business 


Cotton Robbins, president of S 
Advertising Co., Chicago, as 
Oct. 1 has resigned to organize hi 
own business, Cotton Outdoor Ad- 
vertising Co., at 231 S. LaSalle St, 
Chicago. 

Sun will continue under the di- 
rection of other officials of the con; 
cern. 


To Conner, Jackson, Walker 


True-Flex Laminates Inc., Oak; 
land, Cal., has named Conne 
Jackson, Walker, McClure, 
Francisco, to direct the advertisi 
of its line of hollow glass fishi 
rods. Pickwick Sales Co., affiliat 
sales agency of Conner, Jacksoi 
Walker, McClure, will handle na; 
tional distribution of the rods. 
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|A Misunderstanding 
Almost Robbed Me 


--- but then, 


John proposed to me 


4 


ea ? 
That Happened Bakind Ka OH! 


I opened the conference room door, 
and saw John M *, one 


of our big accounts. 
liat : ‘ 
ksom He was wearing a blue silk foulard, 
e nag With scowl to match. Although I am 
is. 


one of the country’s best-known ad- 
vertising women, I was not prepared 
to stand up under the fascinating 
charm he exuded. Such big shoulders! 
Such a piercing glance! Such big bill- 
ing! What strange alchemy of fate 
had brought us together?t 

He spoke first.* “I thought this was 
supposed to be a proposed schedule 
of advertising for my company,” he 
breathed softly, tossing a sheaf of pa- 
pers on the table. 


HOPELESSLY TANGLED... 


Still hopelessly tangled in the web 
of his poet power, I replied: 
| “Well, you see . 

Gently, he interrupted me. “I'm 
sure our little account is not profit- 
able enough to justify your spending 
alot of time on our simple little 
problems . 

“Oh, no!” I protested, weakly. 

“No?” 

“IT mean, 


yes!” I stammered. He 


* smiled at my nervousness, revealing 


+ the tantalizing curve of pearly fangs.’ 


"Name supplied over our dead bodies. 

tAlchemy had nothing to do with it. The media schedule 
Was three weeks overdue, and the account executive 
had been extremely perturbed. He no longer gave me 
© cheerful ‘good morning!” 

+Always let the client speak first. 

fAny resemblance to real clients, living or otherwise, 

Purely up to you. 


(This gripping story takes 4 minutes to read. 
You should find it entertaining—perhaps even profitable.) 


“I hate to be bothersome, as you 
know,” he went on. “But may I. . 
dare I...couldI...” 

“Please do!” I said, encouragingly. 

“... could I ask what in the name 
of Sam Hill is The Wall Street Jour- 
nal doing on this so-called advertising 
schedule?” 

He had popped the question! 


“Don’t let the name fool you! 
Don’t think The Wall Street Journal 
is read only by the bulls and bears 
in the ticker tape canyons. Why, the 
financial people—the bankers, brokers 
and others—account for only 15 per- 
cent of Wall Street Journal sub- 
scribers.# 

“As a matter of fact, I've looked 
into your own private life—your busi- 
ness private life, I mean.” I blushed 
alittle, but pushed on. “I talked with 
your own secretary and she told me 
what I had suspected right along, 
that you are a subscriber and there 
isn’t a day goes by but what you spend 
at least 30 minutes reading The Wall 
Street Journal from cover to cover. 
And that’s not all. Your department 
heads and Vice Presidents read it, too. 
The same thing is true in most other 
companies—the ones you want to sell. 


= As a matter of verified fact, 66.62% of The Journal's 
subscribers ore engaged in industry and commerce; 
18.07% in the professions, education, government, 
etc.; and only 15.31% of its circulation goes to sub- 
scribers in all lines of financial activity. 


“All over the United States, busi- 
ness men are reading The Journal. 
That’s where they get their complete, 
up-to-the-minute business news. It 
now has more than 153,000 subscrib- 
ers. Why, that’s over four times as 
many as eight years ago. 


“I know what you want. Dare I say 
it? Yes, I will! You want sales from 
the biggest market in the world—the 
American business market. You want 
your salesmen calling on the people 
who can buy your products. You'll 
not find a salesman that can put your 
story before your best prospects as 
effectively as your Wall Street Jour- 
nal advertising dollar.” 


MONEY COMES 
BETWEEN US... 


He winced. I could see that my 
words had reached the real John. 

‘Advertising dollar?” he asked, 
pained. 

“Don’t worry,” I reassured him. “It 
costs less than you think to advertise 
in The Wall Street Journal. You see, 
circulation growth has been so great, 


The Wall Str 


; on ‘wae Street. aie 


advertising cost per-thousand-sub- 
scribers has actually been reduced by 
more than 50% in 8 years’ time!” 


John cleared his throat. 
propose ...”’ he began. 

Modestly, I averted my éyes. My 
heart was singing strange, exotic mel- 
odies. How would this Moment end? 

“May I propose,” he continued, 
“that this schedule be put into effect 
as rapidly as possible?’’* 


“May I 


MY ADVICE TO OTHERS... 


When I think about What Hap- 
pened Behind That Door that won- 
derful day, I can only offer this advice 
to others who may find themselves in 
my position: 


If your client advertises to 
business, The Wall Street 
Journal should head your 
list. 


Be sure you're right. Then stick to it. 


x The proposal was eccopted and they lived hoppily 
ever after. (Typical of The WSJ and its advertisers, 
once wedded.) 


eel Journal: 


415 Bush Street. San Frenciere 
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Newsprint Price 
Rise Expected, 
NY Check Shows 


New York, Oct. 5—Higher 
newsprint prices are expected be- 


this, a check by AA in the local 
market reveals. With the Canadian 
dollar continuing to gain in value 
against the American dollar in a 
free market, it is considered in- 
evitable that the price of news- 
print will rise not less than $5 or 
more than $10 a ton. 

So long as the Canadian dollar 
remains on a free exchange basis, 
it was said, there is not likely to 
be any increase of newsprint 
fore the end of the month. prices because of the higher ex- 

Mill representatives, suppliers. change value of American dollars. 
and publishers generally agree on| It is considered probable here that 


the free exchange move is in- 
tended on the part of the Dominion 
government to demonstrate the 
Canadian dollar’s higher value be- 
fore official repegging. 


s Canadian export regulations re- 
quire American publishers to pay 
U. S. dollars for newsprint, which 
is one of the major Canadian ex- 
ports to this country. About 75% 
of newsprint consumed in the U. S. 
comes from Canada. Expected 
U. S. consumption this year is 
estimated at between 5,500,000 and 


6,000,000 tons. During the past 
few years consumption has gained 
at an annual rate of about 6% 
while production both for Can- 
adian and U. S. mills has not in- 
creased more than 2% annually. 

Several suppliers and publishers 
told AA that mills have been “set- 
ting the stage” for a price increase 
for several weeks by referring in 
correspondence to higher labor, 
transportation and production 
costs. Present contract prices are 
$100 to $105 a ton, depending on 
delivery zone. 


OOKS like mom’s got her work cut out for her, fall cleaning her athlete’s 


den. And a bit of a storage problem, too. 
If all the closets, attics and trunks were bared, the collection 
ment in BOYS’ LIFE homes would be something fabulous. 
58.7% of boys own baseball gloves 
27.4% of boys own footballs 
27.4% of boys own baseball bats 
25.8% of boys own basketballs 
17.1% of boys own baseballs 


plus assorted sports gear of every conceivable nature . . 
arrow to outboard motor and sleeping bag. 


And as dad is the first to admit, there’s a boy behind the hand 
that made the purchase. 


. from bow and 


* - * 


To reach the boy behind the sale, use the one 
magazine with the greatest boy influence. Add boy 
power to your '51 schedule with 


Boys Life 


THE NATIONAL MAGAZINE FOR BOYS 


A great selling force in the youth market read by 
1,800,000 boys each month. 


PUBLISHED BY THE BOY SCOUTS 


2 PARK AVE., NEW YORK 16, N 


of sports equip- , 


OF AMERICA 
7 Ve 
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Non-contract prices on news. 
print for spot shipment from U. §, 
mills of relatively small lots range 
from $170 to $175 a ton, f.o.b, 
mill, with deliveries ranging from 
two weeks to 60 days. If contract 
prices advance so will spot prices, 
dealers say. 


ws The scare buying that developed 
immediately after the Communist 
invasion in South Korea has pretty 
well simmered down. In August, 
spot sales of newsprint were made 
at $200 a ton (AA, Aug. 21). 

Recent quotations on foreign 
newsprint have been reported at 
$133 plus freight from Germany 
to New York, and $168 delivered 
in San Francisco from France 30 
days after booking of order. 

Few local buyers are interested 
in foreign paper because of the 
hazards involved in water trans- 
portation. Longshoremen at for- 
eign ports are said to damage rolls 
with bale hooks; frequent dock 
strikes add warehousing costs to 
the buyer’s bill; quality variations 
have been experienced, and ship- 
ment by water often tends to 
dampen paper stock. 


a A Washington development dur- 
ing the week, of particular interest 
to local paper suppliers and pub- 
lishers, is the report that the Sen- 
ate small business committee’s 
staff has started a survey of news- 
print supplies. The committee has 
received complaints from small 
weekly publications that suppliers 
have told them that if newsprint 
allocations are imposed in the first 
quarter of 1951, allotments may be 
cut as much as 40%. 

If the committee’s staff survey 
bears out these complaints, Sen. 
Sparkman (D., Ala.), committee 
chairman, told reporters, a sub- 
committee will be appointed to 
conduct a full inquiry. 

Another development that has 
suppliers and publishers worried 
is the statement made here on Oct. 
4 by Rep. Celler (D., N. Y.) that 
“price controls on newsprint must 
come if Canadian producers in- 
crease their prices as a result of 
the freeing of the Canadian dollar 
to achieve higher valuation.” 


Problem of Blacklisted 
Talent Still Unsettled 


Last week’s efforts on the part 
of American Federation of Radio 
Artists and others to decide what 
to do about radio and TV talent 
accused of Communist or leftist 
backgrounds (AA, Oct: 2) led to 
a plan for authorization of an all- 
industry committee to decide on 
the next move. 

The committee will probably in- 
clude members representing Afra, 
Television Authority, National 
Assn. of Broadcasters, American 
Assn. of Advertising Agencies and 
the networks. No date has been 
set for a committee meeting. 


Pittsburgh Papers Struck 


A strike of the AFL mailers’ 
union last Monday halted publica- 
tion last week of all three Pitts- 
burgh daily newspapers—Post-Ga- 
zette, Press and Sun-Telegraph. 


HOW TO MAKE 
A BILLION DOLLARS 
LISTEN TO YOU 


Advertise in CANDY 
INDUSTRY. Read and 
referred by more of the 
leaders in the billion-dollar 
candy industry. 
First in the Field 
Biggest audited circulation * 
. .. Greater reader preference 
. «- More advertising 


(Send for impartial 
surveys with proof) 
Get new market data study today. 
*Of any publication published monthly 
or more frequently. 


Canby [InpusTRY 
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107 W. 43 $t., New York 18, N. Y. 
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the Negro 


TUR accurately reports Negro life 
within the framework of American democracy 


i 


Five years ago this month the first issue of EBONY appeared on 
the newsstands. The new picture magazine was published with the 
aim of reflecting the brighter side of life for the 15 million Negroes 
in America, of mirroring their hopes, ideals and accomplishments. 
Through the camera’s eye, EBONY saw the Negro in his everyday 
life as an average American with warm, heart-felt pride in his fam- 
ily, his race and his country. 

That new concept of journalism in the Negro field has resulted 
in a most phenomenal publishing success. In five short years EBONY 
became the most widely read Negro publication in the world and 
stands supreme today as the editorial force of highest standing and 
stature in its field. 


'L AM is to the Negro field what LIFE 
and LOOK are among white publications 


From the beginning, the publishers of EBONY were convinced that 
Negroes needed and wanted more than a “protest” organ. They 
sensed the desire for a publication to chronicle in a positive, in- 
formative and entertaining way the remarkable story of Negro 
progress as solid citizens in all income levels. 

EBONY attained its uncontested editorial leadership in its field 
by graphic reporting of the story of brown Americans who have 
helped make the United States the glorious democracy it is. Every 
issue of this handsomely edited and printed picture magazine is 
filled with absorbing, inspiring and entertaining stories that are 
eagerly read by every member of the family. In the Negro commu- 
nity it is considered much as Life and Look in white neighborhoods. 


Ai long last... 


JOHNSON PUBLISHING COMPANY, Inc. 


as a national publication 


WHY TM THE 
BAD BOY OF BOXING 
4 By Ray Robinson 


of force and stature! 


Negro and white both rely on @asitha 
as the national authority on Negro life 


Since its first issue, EBONY has been the most widely quoted and 
reprinted Negro publication in America. Leading white magazines 
have recognized EBONY as the place to go for facts about the 
Negro. Its articles set the pace in the Negro field and are constantly 
copied and quoted. Entire stories have been reprinted by Life and 
Look while other articles have been used as news stories by wire 
services such as Associated Press and United Press. EBONY’s 
editorials are thoughtful and provocative and are the talk of the 
Negro community. One editorial about the Negro’s stake in Amer- 
ican private enterprise was reprinted by Reader’s Digest for its 
millions of readers. Both Time and Newsweek have regularly used 
EBONY stories in their columns. To counter Soviet propaganda 
about U. S. Negroes, the State Department's Voice of America has 
broadcast EBONY material on its world network. 


Picture story technique has boosted 
aa@ circulation to the highest of 
any Negro publication in the world 


EBONY ’s success in the past five years is proof that the Negro was 
ready and waiting for a picture magazine like EBONY. Its circula- 
tion soared to more than 350,000 (A.B.C.) each month, highest in 
the 120-year history of Negro journalism. Still climbing, this cir- 
culation is more than 80% solid newsstand sales month in and out. 
Minus high pressure subscription promotion or other sales gimmicks, 
this consistent circulation shows EBONY’s acceptance as the best- 
selling publication in Negro communities everywhere. A 10-city 
survey of newsstand magazine sales in Negro areas shows EBONY 
outsells all other magazines. Such solid circulation proves the 
strength, virility and continuing appeal of EBONY to Negro 
buyers with money to spend on nationally advertised products. 


Vi R@ readers have money to spend 
The richest, highest spending part of the $15 billion Negro market 
(estimate by Secretary of Commerce Charles Sawyer) is tapped by 
advertisers in EBONY. Most of EBONY'’s circulation is in North- 
ern urban areas, where Negroes are proven buyers of brand name 
products. Consider these startling figures on EBONY’s readership 
taken from a 1950 survey by the Daniel Starch research organization: 


© 28% of EBONY's readers earn more than $4,000 a year 

© 36.2% own their own homes 

© 41% own new cars and 22.3% own television sets 

© 27% have been to college 
These are the new postwar Negroes with more jobs, more money 
and more to spend than any Negro generation in American history. 
Here in one package is a vast, new virgin field for merchandising 


products, a wide open market that represents in terms of population 
24% of Washington, 10% of New York, 16% of Philadelphia. 


am advertisers are among the 
“blue chip” companies of America” 


In planning advertising budgets and merchandising campaigns, 
many of the “‘blue chip” corporations of America have recognized 
that their coverage is incomplete unless they reach the Negro mar- 
ket through the top medium—EBONY. Companies that have ad- 
vertised consistently in EBONY include: 


* General Foods © Pillsbury * Remington Rand 
© Best Foods * Carnation Milk * Zenith 

* Armour * Elgin Watch * Chesterfield 

* Lucky Strike * Quaker Oats * RCA Victor 

© Squibb © Johnson & Johnson © Admiral 

* Colgate © Pet Milk * Borden's 

* Seagram's * ipana * Kotex 

* Hunt's Foods © Beechnut © Schlitz 


the big 5th Anniversary issue of EBONY is now on the stands-examine 
for yourself this phenomenal expression of American publishing! 


PUBLISHERS OF EBONY +++ NEGRO DIGEST:~+-+ TAN CONFESSIONS 
1820 S, MICHIGAN AVE., CHICAGO + 55 W. 42nd ST., NEW YORK * 427 W. 5TH ST., LOS ANGELES 
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Chicago Movie Chain 
Shows Football Game 
Via Theater Video 


Cuicaco, Oct. 3—Chicago audi- 
ences watching the Illinois-Ohio 
University football game via thea- 
ter television last Saturday greeted 
the performance with mixed re- 
actions. 

Officials of Balaban & Katz, 
theater chain which presented the 


game at the State-Lake and Tivoli 
theaters, said they were sat- 
isfied with the attendance and re- 
sponse. However, spectators set up 
a howl when the film transcription 
at the State-Lake broke down in 
the second half, and others said 
they found the image disappoint- 
ingly fuzzy. 


ws Admission fee for the spectacle 
was $1.20. At the downtown State- 
Lake movie house, morning au- 
diences watched the movie and 


stayed for the football game. At 
the south side Tivoli, doors opened 
just before game time, but the 
football audience stayed on to 
watch the movie. 

Attendance at the State-Lake 
was about 1,500, half of the thea- 
ter’s capacity. At the Tivoli, which 
holds 3,400 persons, paid attend- 
ance was about 600. 

B&K officials said they were 
pleased with the turnout, particu- 
larly because of the competition 
which theater video faced here. 


All of the four local TV stations 
aired four other games. 

Also, crowds were drawn to 
watch Northwestern play Iowa 
State in suburban Evanston, and 
Notre Dame play North Carolina 
in nearby South Bend. In addition, 
many teen-agers were out watch- 
ing the numerous high school and 
prep school games. 

Big Ten officials are keeping 
close watch on the theater TV 
football experiment. B&K will 
show all University of [Illinois 


Sports Ed 
turns 
Ad-Man’ 


“lt shouldn’t happen 


to a nicer guy. 


The Dallas Morning News 


CRESMER & WOODWARD, INC., Representatives 


New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles 
w%& RADIO-TELEVISION STATIONS WFAA-TV 


* TEXAS ALMANAC 


Advertising Age, October 9, 19 


home games this season, and th 
results are expected to influence 
the Western Conference’s attitud 
toward television next season. 


a Two systems are being used in 
Chicago. The downtown theate; 
televised the game via film tran. 
scription, and the film was on the 
screen seconds after the action 
took place. In the south side movie 
house, no film was used, and the 
action was flashed on the screen 
immediately. 

Despite the accident in the film 
transcription process, Balaban & 
Katz will continue experimenting 
with both methods this fall, and 
eventually expects to select one 
of the two systems for all theater 
television showings. 

The film transcription method 
also was used in a Detroit movie 
house, where the Michigan State. 
Michigan game was thrown on the 
screen. 


Lewis Allen Weiss 
Resigns as Don Lee 
Net Board Chairman 


Los ANGELES, Oct. 3—Lewis 
Allen Weiss, board chairman of 
the Don Lee Broadcasting System 
and a top official of the regional 
web for the major portion of a 
20-year period, has resigned, thus 
clearing the way for the network’s 
new owner. 

Mr. Weiss said that he would de- 
vote his time to other business in- 
terests and hobbies, after taking a 
vacation. 

Public Administrator Ben Brown 
and the attorneys for the Thomas 
S. Lee estate are expected to have 
observed the formality of approv- 
ing Mr. Weiss’ resignation by Oct. 
6, the deadline for determining the 
highest bidder for the $9,000,000 
estate. 

Mr. Weiss joined the Don Lee 
organization in 1930, as vice-presi- 
dent and general manager, and 
built the network up to an or 
ganization of 16 stations. 


@ He left after two and one-h 
years in order to accept the posi 
tion of general manager of Sta 
tion WJR, Detroit, but return 
to Don Lee in 1936, following t 
collapse of the original network 

Though most of the Don 
stations had shifted to CBS, Mr, 
Weiss affiliated the regional we 
with Mutual and began a vigoro! 
campaign to rebuild the network 
which now has 45 stations in t 
western states. 

He has been a member of t 
Mutual board of directors for te 
years and served as chairman fr 
1947 to 1949. His place on the Mu 
tual board is expected to be fill 
by a representative of Don Lee’ 
new owners. 


George O’Connor Joins Watt | 

George E. O’Connor has left the 
Rural New-Yorker to join Watt 
Publishing Co., New York. He will 
assist Hugh Thompson, eastern ad- 
vertising manager. 


Cone Names Gerard V. P. 


J. A. Gerard, formerly export 
sales manager of Cone Automatic’ 
Machine Co., Windsor, Vt., has 
been promoted to vice-president 
in charge of sales. 


PRESS 
CLIPPINGS 


News items, advertisements from 
U.S. newspapers and magazines. 
BURRELLE’S PRESS CLIPPING BUREAU 


Telephone: 165 Church Step 
BA 7-5371 New York 7 
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cate DEAR VARIETY 
a | THANK YOU! 


CHARLES VANDA 
THANKS pYA= 
You! 


OSE 1 
Director-producer-writer: Wright 
30 Mins., Mon.-thru-Fri., 5 p.m. 
WCAU.TE, Phile. WARREN WRIGHT 


THANKS YOU! 


dult Charles Vanda, v.p. in charge of 


the the show shapes up as Grade A 
pld- moppet fare. Program features a 
worm puppet which relates serial- 
ized animal stories. To test audi- 
the ence pull, program shows drawings 
sent in by youngsters about various 
the activities of “Willie,” as well as 
the suggestions for unique ties, which 
the puppet wears. Three film car- 
toons break up “Willie's” appear- 
ances on the video screen. 
Wright, who also directs Snellen- 
n of| burg’s hour-long “TV Jamboree,” 
s in|does the voice and the puppet 
seg- | Manipulations. He has a pleasant, 
‘ainer | informal and seemingly extempo- 
spot-|raneous manner, and avoids the 
ar-|irritating loud gags sometimes 
andy-| found on children’s programs. 
1 the}; The worm puppet occupies most 
» the| of the screen with tall grass as a 
n, &|background. Cleverly contrived, 
dard|the puppet manages by its move- 
1his|ments to hold visual attention 
while it tells the stories. Wright's 
day | voice is the compelling behind- 
her/ scenes factor. Since its inception 
that}two months ago, “Willie” has 
to|caught on and outrates “Howdy 
ring | Doody” locally, according to the 
the} figures from the American Re- 
pe @| search Bureau. Recently the sta- 
mej|tion postponed the program be-| po 
yner | cause of a lengthy United Nations 
me | telecast, and the switchboard was 
* swamped with complaints. Strictly 
for juves, its adult appeal is slight, 
but oldsters forced to attend a 


THANKS YOU! 


ed up by staffer Warren Wright, gr 


xport ns,| program with their toddlers won't 

matic | tie find it hard to take. Gagh. 
has jnil- | 

ident - 


“Willie” is just one of the locally produced 

programs in WCAU-TV's 17-hour day — the WC AU = V 
biggest and busiest schedule of any tele- 

vision station in America. 


CHANNEL 10 


CBS Affiliate 
Represented by Radio Sales 
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]WT's Johnson Calls 
Family Insurance 
Coverage Too Low 


Cuicaco, Oct. 3—The average 
American family today is greatly 
under-insured, according to Arno 
Johnson, vice-president and di- 
rector of media and research, J. 
Walter Thompson Co., New York. 

Addressing the American Life 


BLONDES! BRUNETTES! REDHEADS! 
—MEET 1,000,000 WOMEN! 


Here's your chance to reach the members 
of Aunt Ellen's nationally known needle- 
work club. The WORKBASKET is their 
bible. A fabulous market . . . numbering 
over 1,000,000 home-makers who control 
the purse strings. ..availableto advertisers for 
the first time. Exciting success stories and 


sample copy. Send 
AUNT ELLEN’S = your letterhead. . 


428 Handcraft Bullding, Kansas City 16, Mo. 


Convention’s annual meeting to- 
day, Mr. Johnson presented figures 
to show that families moving up in 
the income scale since before the 
war have not increased their in- 
surance coverage commensurately 
with their income betterment. 

Families in the $2,300-$3,000 in- 
come group used to spend $97.45 
a year for insurance, Mr. Johnson 
said, but now family men in that 
class spend only $63.75. 


s Life insurance in force has 
gained only 18% since 1940, com- 
pared with “real dollar” gains in 
national productivity of 57% and 
a 52% improvement in personal 
consumption, Mr. Johnson said. 
He believes the life insurance 
potential now is 24% times greater 
than before the war. A person 
making $3,000 to $5,000 a year 
should “be able and willing” to 
spend $144.76 a year for life in- 
surance, Mr. Johnson told the life 
insurance executives. About 60% 
more insurance protection is need- 
ed, he said, to bring family pro- 
tection up to the prewar level. 


DMAA Members 
Optimistic, But 
Fear Cost Rises 


(Continued from Page 1) 
person-to-person canvass in every 
major industrial plant. It is par- 
ticularly important to arouse the 
nation now to the need for thrift 
in view of the very large defense 
outlays in prospect.” 

The Secretary pointed out, how- 
ever, that the country is in a better 
position economically today than 
it was at the beginning of World 
War II. 


a “Civilian supplies of food,” he 
said, “are ample, with food produc- 
tion in 1950 estimated at 38% 
above the prewar five-year av- 
erage. 

“We are better equipped now 
for industrial production. In a 


record program of modernization, 
business has spent over $100 bil- 
lion for plant expansion in the 
years since the war. Agriculture, in 
addition, has spent $15 billion for 
new machinery and equipment to 
increase farm output. 

“Steel production currently is 
at an annual rate of more than 
100,000,000 tons, 11,000,000 tons 
more than we turned out in 1944, 
the highest war year. At the pres- 
ent rate we are producing about 
13,000,000 tons more per year than 
the entire steel capacity of the 
rest of the world.” 

Following the Secretary’s talk, 
DMAA President Harry Porter of 
Harris-Seybold Co., on behalf of 
the association, pledged the sup- 
port of the organization in help- 
ing to promote the Treasury De- 
partment’s payroll savings cam- 
paign. 

Presentation of 61 awards for 
winning direct mail campaigns in 
the association’s 22nd annual com- 
petition was made by Dr. Robert 
A. Love, director, evening and ex- 
tension division of the College of 


There is always time to mark the next 


milestone with a diamond. 


For an engagement, an anniversary, 
or for singling out some special memory, 
the eloquent beauty of the diamond truly 


expresses what is in the heart. 


Advertising for De Beers Consolidated 


Philadelphia 


Mines, Ltd., encourages the purchase of 
diamonds that are worthy of the hon- 
ored occasion. And, in the interests of 
the consumer, each advertisement urges 
consultation with a trusted jeweler. 
We have been associated with De 
Beers since 1939. 


N. W. AYER & SON, INC. 


New York Chicago 


Detroit 


San Francisco _—_ Hollywood 


Boston 


Honolulu 


“| people are facing a tight pape 


Advertising Age, October 9, 1g 
‘ 
the City of New York. 


= Innovations in this year’s con 
petition were the selection of 
grand award winner—the cam 
paign submitted by Abbott Lab 
oratories, North Chicago, I1l.—t¢ 
gether with 48 winners in vario 
classifications in different ind 
tries. 

Speaking at one of the pan 
sessions on the needs of smal 
business, J. M. Russakoff, presi 
dent of Vanguard Advertisin 
New York, declared that adver 
tising people have done too littl 
thinking about the little fello 
in business. 

He suggested that advertisin 
men set up clinics of local busj 
ness and advertising men to stud 
local small business conditions, and 
that the DMAA appoint a com 
mittee to study the possibilitie 
of helping small businesses to ad 
vertise. 


@ Viola R. Noble, publicity direc 
tor of Clarke’s, Tulsa departmen 
store, said effective selling copy “i 
phrased in terms of the reader. 
it gives the reader back to himse 
in terms of what makes him ti 
what desires and ambitions he ha 
which the advertised item wil 
satisfy.” 

“Somebody has said there ¢ 
three reasons,” she continued 
“why women buy: the man-snar 
ing urge, the neighbor-snubbing 
urge, or the money-saving urge., 
At Clarke’s we try to make th 
the key to all copy. In our copy 
sheet filled out by buyers and 
turned in to the advertising d 
partment, we ask for selling fea 
tures—we want the answer to 
what the item does for the ¢c 
tomer.” 


a A session called “Circles of In 
formation” saw convention del 
gates conferring with experts on 
paper, house organs, copy, 
search, testing, public relations 
layout and illustration. 

One representative of a pape 
company told AA that direct ma 


situation, with mills unable td 
handle all orders and deliverie: 
far behind schedule. 

“You can’t depend on pricef 
these days,” he said. “They’re like 
ly to jump at any time.” He said 
direct mail concerns are findi 
that shortages of basic materia 
have caught them in a two-wa 
squeeze: They aren’t getting 
sheet of paper “as bright as be 
fore”—and it costs more. 


a The recent Fortune article, “ 
Anybody Listening?” which too 
institutional copy to task (A 
Sept. 4) came in for discussion a 
the house organs table. Feeling 
was that if the public relation 
director could handle the institu 
tional ad problem exclusively, the 
bad points would be eliminated! 
“But you can’t tell that to the 
boss,” one editor pointed out. ' 

Comics book techniques in house 
organs were considered too far 
removed from traditional concepts 
to work, even though they have 
been successful in other fields. 

Along with Mr. Alexander 4s 
president, the association named 
the following officers: Boyce Mor- 
gan, -Boyce Morgan Associates, 
Washington, as American vice) 
president; Harry Woodly, advertis-) 
ing manager, Northern Electric) 
Co., Montreal, Canadian vice-pres- 
ident; Ellis Bishop, advertising 
manager, Royal Typewriter Co, 
New York, treasurer; and Alice 
Drew, Westport, Conn., advertis- 
ing consultant, secretary. 


NPA May Exempt Paper 
Members of the pulp, paper and 
paper board industry last we 
came away from a meeting with 
the National Production Author 
ity confident that the government! 
will allow the paper industry ™ 
handle its own allocation prob 


lems—at least for the present. 
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You could argue for days pro and con— 
and still not reach a decision. 


But for an advertiser, the decision is 
clean-cut. The lady whose eye he wants to 
catch is the one in the bottom picture. 


She’s an unusual young woman. Just 23, she’s 
married and has a family. Right now and 

in the next few years, she'll be spending lots 
of money on herself, her home, her family. 


Little wonder every advertiser wants to 
reach this young woman with buying on her 
mind and money in her hand! 


And it’s so easy to catch her eye! Where? 
In the pages of the magazine she reads— 
Modern Romances. 


More than 8 million women read Modern 
Romances. Seventy-seven percent of them 
are married, and 72% have one or more 


children living at home. 


Advertisers are becoming more and more aware 
of the importance of the young 

married-woman market. And Me ou, 
Modern Romances provides =: , & 


the youngest married 


market of them all! , %), | ‘Sa 


Get the whole story from 


modern romances 


America’s Youngest Married Woman Audience. 


DELL PUBLISHING COMPANY, INC., 261 Fifth Avenue, New York 16, N.Y. 
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WHY ARE RUSSIAN TARAS 


BETTER | TMAR QURS ! 
Fighting _ Bob montgomery: 
rr trom Hollywood 


a! 2D ANOTHER ROOSEVELT 
MAKES HIS PITCH 


2. crusade 
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-gets To 


the 


near 


of America 


The heart of America has no latitude 
or longitude. It isn’t in Rand McNally 
because it isn't a place. It's families. 


They live all over. Big cities. Small 
towns. Farms. And they live well. 


They're the kind of people that a 
salesman wishes he could call on per- 
sonally. They're the kind of families that 
a sales manager thinks about when he 
thinks of market leadership. As they 
buy, so buys the nation. 


Four million of these families (and 
nobody knows how many millions of in- 
dividuals) read The Saturday Evening 
Post every week. 


They read other magazines, too, of 
course. But there is ample evidence to 
prove that they have a very special 
affection and respect for the Post and, 
as a result, have more confidence in 
its advertising pages. 


Advertisers know this. As a result, 
during the first nine months of this year, 
they placed 508 more pages of ad- 
vertising in the Post than in any other 


leading weekly magazine. 


They got to the heart of America. 


" 


A comprehensive survey of weekly 
magazine reading reveals that: 


Readers spend more time with the Post 
Readers return more often to the Post 
Readers believe the Post is more reliable 


Readers have more confidence in products 
advertised in the Post 

Readers pay more attention to advertising 
in the Post 
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The Problem of Cooperative Advertising 


In what he himself described as a “nervy” speech, and one which 
it undoubtedly required some courage to make, Alfred Stanford, 
advertising director of the New York Herald Tribune, reviewed the 
question of manufacturer-retailer cooperative advertising before the 
Assn. of National Advertisers’ meeting, and suggested that perhaps 
the way to solve the problem is “to toss the system out.” 

Mr. Stanford said (somewhat too hopefully, we fear) that news- 
papers don’t like co-op, retailers don’t like co-op, and manufacturers 
don’t like co-op advertising. In the present period of relatively easy 
sales and near-shortages, he added, it should be relatively easy to 
eliminate allowances of this kind. 

Furthermore, he contended, advertising has finally come of age, 
with an important assist from self-service selling—‘“it has entered 
the final stage of making the consumer the king-pin of business.” 
And: “You must know that the only dealer influence that you don’t 
have to buy over and over again is consumer influence—people seek- 
ing to buy your wares at the merchant’s store.” 

In general, most advertisers will agree with Mr. Stanford. But only 
in general. And a good many won’t-agree at all. 

The fact is that despite its headaches, many manufacturers like 
cooperative advertising; some, indeed, would rather see their mer- 
chandise advertised over the name of a local dealer than without 
this “added support.” 

Certainly the abuses of cooperative advertising should be cleaned 
up, and quickly. But it is too much to say that it should all be elim- 
inated. There are instances in which it could not be eliminated or 
even sharply,curtailed without doing severe damage to a merchandis- 
ing situation and perhaps also to an advertising classification. 

Whether to use cooperative advertising or not is, and always will 
be, a decision to be reached by each individual business. 

But there should be one criterion which every advertiser recog- 
nizes—and enforces—with regard to it: 

Every nickel assigned to the job of cooperative advertising ought 
actually to be used for advertising—and for no other purpose. 


Is the Sellers’ Market Slowing Down? 


A couple of months ago we suggested that it was the part of wisdom 
and common sense for business to pursue a business as usual policy 
unless and until it became clearly evident that such a policy could 
no longer be pursued without interference with the defense effort, 
or the yital interests of the country. 

Events since seeni to demonstrate the value of such a policy. 

Too many businesses, it seems to us, stopped doing what they 
would normally do when the Korean situation developed, without 
starting to do anything constructive. They delayed normal decisions, 
they vacillated, they put off carrying out decisions which had pre- 
viously been made. In short, they adopted a “wait and see” policy, 
which in plain language means “don’t do anything today which you 
can possibly put off until tomorrow.” 

Under any.circumstances a “do nothing” policy is not likely to be 
wonderfally effective; under the peculiar circumstances of today, 
such a policy can well be disastrous. 

For example, there are unmistakable signs that panic buying, scare 
buying and hoarding are at, or very nearly at, an end. There are fur- 
ther indications that the sellers’ market is cooling off. To be sure, 
there are no signs that business won’t be extraordinarily good, but 
it will not be too surprising if many businesses which have been 
“reluctantly” taking orders in recent months should soon find them- 
selves more than willing to have an order come in. 

It is the part of wisdom to continue operating as though every order 
may require hard-hitting, aggressive salesmanship. 


POP-UP 
TOASTERS 


fon NCE 


—Electrical Merchandising 


“After all the cartoons I’ve sold about them, | feel it’s only fair that | buy one.” 


What They're Saying 


That's Not News 

Can’t quite remember whether 
we ever dreamed up a “That’s Not 
News” classification for some of 
the stuff that turns up in print, 
but consider it done... 

Our first candidate for this cate- 
gory is a full-page advertisement 
by the Old Colony Trust Co. It’s 
a photograph of the company’s di- 
rectors—25 of them—ranged along 
their vast table. The caption: 
“Each of our directors is making 
use of the services of Old Colony 
Trust Co. or has named it to serve 
under his will.” 

In effect, this seems to me much 
like word that Messieurs Procter 
and Gamble are willing to lather 
up with Ivory or that Sulzberger 
reads the Times. But I realize, 
perforce an outsider, that I may 
be making these comments too in- 
nocently. For all I know, the in- 
tent of the advertisement may 
have been to convey corporate 
astonishment that the directors, 
knowing their company as intim- 
ately as they must, are still will- 
ing to do business with it. 


—Charles W. Morton, in “The At- 
lantic Bulletin” for October, 1950. 


On Spiiiting Intinitives 
The English-speaking world 
may be divided into (1) those who 
neither know nor care what a split 
infinitive is; (2) those who do not 
know, but care very much; (3) 
those who know and condemn; (4) 
those who know and approve; and 
(5) those who know and distin- 
guish. 
—From “A Dictionary of Modern 
English Usage,” by H. W. Fowler, 


Published by Oxford University Press, 
London. 


Editors Outlive Admen 

Weekly newspaper men can ex- 
pect to outlive advertising men by 
three and a half years but both 
occupational classes offer a short- 
er life expectancy than for average 
Americans. 

This is the indication revealed 
by a tabulation of the ages of 429 
newspaper people whose obitu- 
aries were carried in The Publish- 
ers’ Auxiliary last year. The tabu- 


lation can be considered a reliable 
cross-section. 

The average death age shown by 
the survey is 65.5 years. 

According to a similar analysis 
made by ApvERTISING AGE, also 
based on obituaries published 
there last year, the average age 
of 300 deceased advertising men 
and women was slightly more than 
62 years. 

The average American, accord- 
ing to the Federal Security Agen- 
cy, can expect to live to 67.2 years. 
This figure increased from 66.8 to 
the 67.2 figure in 1947-48 and is, 
presumably, still increasing. 


—Article by Art Ehrenstrom in “‘Pub- 
lishers’ Auxiliary,” Sept. 16, 1950. 


Pictures Versus Text 

Confucius once say: “A picture 
is worth a thousand words.” 

Confucius was probably right as 
far as the Chinese are concerned, 
because they have a picture-lan- 
guage. But his saying, true or 
otherwise, only became world fam- 
ous because it was translated into 
WORDS—which could be stored 
in the memory and repeated again 
and again as the occasion demand- 
ed, such as this one. 

What this leads to is the fact 
that there is a time and place for 
everything... 

Industrial editors have long 
known that the unrelieved use of 
a mass of type has a deadening ef- 
fect on reader interest. But how 
many realize that a mass of pic- 
tures without sufficient supporting 
or relieving text, also has an un- 
desirable effect on reader impact? 


—From September, 1950, issue of 
“Quotes Ending.” 


It Pays to Advertise 

That the user on the American 
continent is completely “sold” on 
the importance of advertising and 
will not buy unadvertised goods 
whatever their quality, is reported 
by Mr. Frank V. Brook and Mr. 
John L. Brook, joint managing 
directors, Brook Motors Ltd., who 
recently visited Canada and the 
U. S. 


—News item in “Advertiser’s Weekly,” 
London, Aug. 17, 1950. 
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Rough Proofs 


After reading “Chicago Confi- 
dential” in Collier’s and the daily 
newspapers, everybody in the 
Windy City knows all about gang- 
land’s triggermen except Mayor 
Kennelly. 


The most popular items at the 
advertising specialty show were 
luscious art calendars intended for 
selective distribution to barbers, 
plumbers and automobile repair 
shops. 


Advertisers reluctant to employ 
reds and radicals to represent them 
to the public hesitate to infer guilt 
by association, though they re- 
member that birds of a feather 
flock together. 


Numerous correspondents have 
wondered how Rough Proofs, in 
anticipating the Phillies’ partici- 
pation in the World’s Series, knew 
they would take the National 


League pennant in the final game 
of the season with Brooklyn. 


t 


Missouri Ruralist, which has an 
advertiser who has appeared in 
every issue for 29 years, says this 
is “perhaps” a record. i 

When did promotion men start 
being so conservative? 


t 


% 

Newcomb and Sammons scold 
employers for trying to hire editors 
of their employe magazines at cub 
reporter salaries. The quickest way 
for the editors to improve their 
financial status is to call them- 
selves public relations experts. 


“How in the world,” Wayne Coy 
asked the ANA, “are they going 
to sell enough Gillette razor blades 
to pay the money Happy Chandler 
wants for the World’s Series?” 

That may worry Gillette, but it 
doesn’t bother Happy. 


a 
FCC Chairman Coy is all in 
favor of television color, but is 
making it clear that the commis- 
sion is prepared to crack down on 
programs that are off-color. 


The St. Louis Globe-Democrat 
is willing to transfer its claim to 
the “49th state” to Hawaii or: 
Alaska, but the politicians aren't 
quite so ready to put it to use. 


* 
“Let’s not play peek-a-boo in> 
blind ads. It’s me personally you're | 
dealing with,” says Production 
Girl Fritzi Seeger in a classified 
ad carrying her signature. 
Fritzi has her eyes wide open. 


They say politics makes strange 
bedfellows, but with so many 
joint promotions under way these 
days, a lot of advertisers are 
warming themselves and_ each 
other under the same bed covers. 


Joe Louis took quite a shellack- 
ing at the Yankee Stadium from 
Ezzard Charles, but fortunately he 
had a $100,000 poultice to apply 
to his bruised eye. 


Copy Cus 
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Thousands of the people who 
live here in Montgomery 
County work and shop in 
Philadelphia. Yet statistics 
say this is not Philadelphia! 


Statistics ean stick you! 


— BUT right here on 
the south side of the 
street is Philadelphia! 


Watch carefully when you sell America’s 3rd Market. 


Entirely different in market patterns. Cities and Suburbs 


overlap ! The Inquirer covers both ! 


This picture proves what The 
Inquirer’s been saying all along. 
Official city lines are meaningless 
in America’s Third Market. 


Philadelphia Inquirer circulation 
reaches out beyond the “city”... 
out into the growing, prospering 
suburbs and surrounding towns: 
the vital half of the FOUR BILLION 
DOLLAR Philadelphia market. 


1950 Census figures prove The 
Inquirer’s long-held contention. 


Half the people—half the sales—in 
Philadelphia are outside the city 
area. Today it’s 53% of the entire 
market population. And growing! 
Up 22.7% as compared with the 
city’s 6.5% increase in the last 
decade. 


Schedule The Inquirer. Cut through 
the maze of complicated statistics. 
Get full coverage im important sub- 
urban areas—plus—intenmse cover- 
age within city limits. 


The Philadelphia Pnguirer 


Philadelphia Prefers The Inquirer 


Exclusive Advertising Representatives: ROBERT R. BECK, Empire State Bldg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Blag., 
Detroit, Woodward 5-7260, West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 1127 Wilshire Boulevard, los Angeles, Michigan 0578 
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LOVEMAN’S — Birmingham, Ala. 


Better Homes Week—June !9 to 24 
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Proving once again the local impact behinéor A 


the magazine of greatest home influence! ) 
ies it from Loveman, Joseph & Loeb, Birminghampring 


Ala., and The Boston Store, Erie, Pa. acture 
sonnse? There's nothing like Better Homes Week for pulling iall of v 
the traffic and piling up the sales! ome: 


TABLE FURNISHINGS SALES SKYROCKETED 186%. Above, FRIGIDAIRE COOKING SCHOOL, conducted by Evelyn Lang- SLIGH FURNITURE was featured in this room, built around FRIG 
table-setting display of Lenox china and Heisey glassware ston, drew capacity crowds. BH&G editorial, “Color Schemes—Personally Yours.” featy 
with Tomlinson furniture. 
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_. STORE “for the HOME 


HOUSEWARES SALES SHOT UP 20%. Presto, ond Clu MAJOR APPLIANCE SALES UP 210%. Window display TYPICAL CROWD SCENE in Loveman's Store For The Home WIND 
Aluminum gave demonstrations. above features Tappan gas ranges and Deepfreeze. during Better Homes Week. ond K; 
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THE BOSTON STORE = Erie, Pa. 


Better Homes Week—May |5 to 20 
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singoth stores worked closely with Better Homes & Gardens, 
jrawing ideas from the pages of the magazine itself. 

NCE th packed ‘em in (as did seven other stores this 

hampring) with decorating clinics, cooking schools, manu- 
acturers’ demonstrations and displays. 


1g inll of which proves again the strong local wallop of Better 
omes & Gardens, with its 3,500,000 reader families. 


nd FRIGIDAIRE KITCHEN APPLIANCE—BH&G-advertised— 
featured in window display. 


WINDOW DISPLAY devoted to Westing- 
house and Sunbeam electrical appli- 
ances and Revere Ware. 


; . 
a it 


Serving a SCREENED MARKET 
per ed 


WINDOW DISPLAY featured Quaker lace cloths, Fostoria glass 
and Knowles china. 
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Smith Promotes Marum 

Alfred Marum, formerly as- 
sistant director of industrial en- 
gineering for Alexander Smith & 
Sons Carpet Co., Yonkers, N. Y., 
has been appointed to the new 
position of sales control manager. 


Claassen Joins R&R 

Herbert Claassen, formerly with 
Compton Advertising, has joined 
Ruthrauff & Ryan, New York, as 
radio-TV time buyer. 


Colleen Utter to New Post 
Colleen Utter, formerly adver- 
tising director of Saks Fifth Ave., 
New York, has joined Hand-| 
macher-Vogel Inc., New York, as) 
director of advertising. 


First Army Ads to Buchanan 

Buchanan Co., New York, has 
been appointed to handle the First 
Army recruiting account for the 
fiscal year 1951. A. W. Lewin Co. 
is the former agency. 


| 


creators of 
properly planned 
publicity 


HOLLYWOOD PLAZA HOTEL 
HOLLYWOOD 28, CALIF. 


Gladstene 1131 Teletype L.A. 710 


On the Target 
e The magazine Fortune, in its 
September issue, presented the 


first of a series of articles on the 
subject of communication. Titled 
“Is Anybody Listening?” the open- 
ing article launched a _ furious 
counter-offensive against the na- 
tionwide free enterprise cam- 
paigns, scorching the whole com- 
munications philosophy of Amer- 
ican management as it went along. 

The article is long and not in- 
frequently dull. Its lack of docu- 
mentation suggests that personal 
opinion has often been substituted 
for research. It is notably long 


Employe Communications 


How to Win Friends Among Your Workers 
By Rosert Newcoms and Marc SAMMONS 


on the problems, and woefully 
short on the solutions, although 
subsequent articles in the series 
may take care of that. It exposes 
weaknesses in the structure of 
communication that plant-level 
practitioners in the field have been 
exposing for years. 

In spite of all of that, it is 95% 
correct. In spite of its shortcom- 
ings, the article is the most power- 
ful and convincing indictment of 
management’s methods of mass 
communication yet written. Tak- 
ing the magazine’s upper manage- 
ment circulation for granted, it is 
right on the target. It has already 


AMERICA’S GREATEST COMICS 
20 full pages...35 top comics...1N COLORGRAVURE 


You can now combine the high readership of America’s top comics with the brilliant and com- 
pelling reproduction of colorgravure. That's a combination . . . high reader traffic plus © 
colorful and compelling reproduction of your advertising . . . that will deliver more sales per 


advertising dollar. 


The Sunday Denver Post’s new, colorgravure comic section carries a concentration of 
popular comics that’s never been equaled. In most markets you would have to buy two or 
three papers to get as many really top comics and as intense reader interest. 


Of the 20 most widely circulated comics in America, the Sunday Denver Post carries 
18... plus 17 more top comics . . . all in colorgravure. That’s why The Denver Post Sunday 
Comics are the most widely read selling medium in the entire Rocky Mountain Empire. They 
give you 93°/, coverage of Denver, 68°/, coverage of Colorado, 41°, coverage of Wyoming, 
and a total circulation of 397,454 . . . A. B. C. Publisher’s Statement, March 31, 1950. 
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lly by Moloney, Regan & Schmitt, Inc. 
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stirred up discussion in top level 
groups all over the country, and 
this is not the end. Managements 
that never gave more than a pass- 
ing thought to the topic of com- 
munication are now soberly sur- 
veying the score. The check-book 
Samaritan has been told he’s been 
taken. 


e If it probes deep enough, For. 
tune may find additional hearten- 
ing examples among companies 
that agree with what it has said 
and are doing something about it, 
There is the industry group that 
has banded together to sponsor 4 
series of plant and community 
level training courses in communi- 
cation, so that representatives may 
learn how to install local programs 
of their own. There is the com- 
pany which is merging all its in- 
ternal communications efforts un- 
der one divisional roof. There is 
the company where the industrial 
editor sits in executive committee 
meetings and has a voice in de- 
cisions. There are those companies 
where more than lip-service is 
paid to supervisors as members 
of management, and where super- 
visors are the best means of ef- 
fective two-way communication, 

These are not the remedies. 
They are evidences, however, of 
the intent of some groups to tackle 
their own problems, through their 
own people, in the ways and words 
understood by most. These are 
groups that want no production 
line methods in dealing with the 
human machine. 

If the Fortune series results in 
management doing something 
about its No. 1 problem, over and 
above describing it as such to it- 
self, it will be a public service in- 
deed. Many have read the For- 
tune diagnosis with interest; they 
will now welcome some specifics 
for the cure. 


Caterpillar Ups von Seeger 


Oscar von Seeger, formerly ex- 
port representative in Stockholm, 
Sweden, has been named to the 
new post of assistant divisional 
manager of the export sales de- 
partment of Caterpillar Tractor 
Co., Peoria, Ill. 


Joins Murray Director Assoc. 

George V. Bleier, formerly with 
Roberts & Reimers, has joined 
Murray Director Associates, New 
York, as media director and ac- 
count executive. 


Heinrich Agency Moves 

Don Heinrich Advertising Agen- 
cy, Peoria, Ill., has moved to larger 
quarters at 408 Fulton St. 


RALEIGH 


North Carolina 


38% 
POPULATION GAIN 


1950 over 1940 
(U. S. Census) 


* 
Top North Carolina City in 
Per Capita Income . .. 


$1506° 


Per Family Income . . . 


$6464" 


“(SM Survey, 8/10/60) 
* 
The Raleigh 


NEWS and OBSERVER 


has 100% PLUS coverage of this fast- — 
growing metropolitan, top-quality 
market... 


110,068 Morning 
113,643 Sunday 


(Publisher’s Statement, 3/31/50) 


REP: THE BRANHAM COMPANY 


me || NEWELL Lhitelai | 
S| RR 
= js 
wt vou CAM Dip y c x4 
pe SALES rising |) Wes: 
cal MO comic ADVER | y ae % 
= FROM YOUR A) 
y ri] \ Gi | 
Ea SS. 

IF | 
s | pS Uy, 
ae A < wn IT , ee 
a SA Ke YY aA A | 
% OY ts) C\2 V7 
he <—XE K ELD o% “A 
= ee 
“ie dollar, put er 
ie for more sales per noha an eee a 
ee The Denver Post's new Sunday w! - [_~? nt SC 
: Represented Notionc iy ——————————————_ 


. are 
ction 
n the 


its in 
hing 
r and 
to it- 
e in- 
For- 
they 
cifics 


. YOU’RE NOT SO HOT, HORNET 


Modern manufacturing skills have far outstripped your archaic 


methods of processing raw material for building purposes. Lead- Building Materials Advertisers* 


\gen- ers in the field have also discovered methods of selling their prod- in Business Week 


ucts to far-distant “colonies” of buyers. One of their most successful 
Aluminum Co. of America 
methods of selling to business and industry is the constant use of American Lumber & Treating Co. 
; Armstrong Cork Co. 

Business Week. E. F. Hauserman Co. 
Johns-Manville Corp. 
REASON: Business Week is read by a highly concentrated audi- Kalman Floor Co., Inc. 

: P Keasbey-Mattison Co. 

ence of Management-Men ... executives who make or influence Luria Engineering Corp. 


buying decisions on building materials for their firms. pt “ah te Co. 
: Mills Co., The 
RESULT: Advertising in Business Week is seen by selected pros- National Gypeum Co. 


A : Pittsburgh Corning Corp. 
AIN pects. It produces more sales, at less cost to the advertiser for just hes. 


: = Republic Steel Corp. (Truscon Steel Co.) 
_ ason 
eS Ve big on Steel Craft Manufacturing Co. 


Sun Chemical Corp. (A. C. Horn Co., Inc.) 
Texas Housing Co. 

Unistrut Products Co. 

Zonolite Co. 


-e YOU ADVERTISE IN BUSINESS WEEK WHEN 


* Source: Publishers’ Information Bureau Analysis 


YOU WANT TO INFLUENCE MANAGEMENT-MEN 
A McGRAW-HILL PUBLICATION 
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Advertising Age, October 9, 1950 


READY FOR CHICAGO SHOW—The awards committee and jury for the 18th annual 
exhibition of the Art Directors Club of Chicago have a final get-together. Clockwise 
from lower left: William W. Miller, General Outdoor Advertising; William Johnston, 
Young & Rubicam; Richard Nugent, Nugent Rosmis Studio; Susan Karston, Science 
Research Associates; Ken Stuart, The Saturday Evening Post; Marge Fletcher, Biele- 
feld Studios; Wibb Smart, D’Arcy Advertising Co.; John C. Kies, Needham, Louis & 
Brorby; Valentino Sarra, Sarra Inc.; Edmund Johnson, J. M. Bundscho Inc.; Robert S. 
Dickens, Dickens Inc.; Harvey W. Olsen, Richardson-Sherman-Olsen; John H. Wilmarth, 
Earle Ludgin & Co.; James Sherman, McCann-Erickson; DeWitt O'Keefe, Leo Burnett 
Co.; John F. Whedon, Young & Rubicam; Charles W. Bracken, Charles W. Bracken 


Walter Howe, R. R. Donnelley & Sons; and Lester B. Bridaham, Art Institute of Chi- 


| Studio; Robert Dohn, Foote, Cone & Belding; Tom Hall, Verne Smith & Associates; 


cago. 


‘Business Paper Execs Urged by Harper 


New York, Oct. 3—Successful 
selling is essentially helpfulness, 
Marion Harper Jr., president of 
McCann-Erickson, told members 
of the Dotted Line Club here last 
week on the occasion of the or- 
ganization’s 2lst anniversary 
luncheon. 

Good advertising salesmanship, 
especially in the publishing field, 
Mr. Harper said, consists in help- 
ing the buyer of advertising to 
solve his basic problems. A space 
buyer’s chief problem, he said, is 
to get the most for his money out 
|of his advertising. In this he has 
|many possibilities to choose from 
| in the selection of media. 

It is up to the business paper 
| salesman to give the space buyer 
all facts available so the buyer 
|may make a decision that will 
| meet this problem, McCann’s pres- 
| ident observed. 

In the second place, it is up to 
the salesman to help the buyer 
rationalize and explain his deci- 
sion to his management, Mr. Har- 
per said. Successful salesmen, he 
emphasized, are those who come 
|}up with ideas, suggestions and 
factual data that buyers can use. 


s Business papers, Mr. Harper 
said, are to be congratulated for 
the continuing studies that are 
being made of individual papers 
through Advertising Research 
Foundation in cooperation with 
Associated Business Publications. 
These studies, he said, are adding 
prestige and new values to busi- 
ness papers and are proving their 
value as an advertising medium. 

“Business paper salesmen,” he 
said, “should take the facts de- 
veloped by the ARF surveys, use 
them skilfully, and put their per- 
sonalities into the presentation of 
the data to space buyers and busi- 
ness executives.” 

One of the most important and 
interesting of the facts developed 
by the ARF studies, he said, is 
that “excellence of copy in adver- 
tising pays off. This,” he added, 
“places the responsibility of creat- 
ing productive ads squarely up to 
| the advertising agencies.” 


|@ Mr. Harper suggested that pub- 
|lishers whose papers have been 
surveyed should merchandise in 
as many ways as possible the re- 
sults of the ARF survey. He rec- 


to Take Full Advantage of ARF Studies 


ommended having the top-ranking 
ads photo-offset and sent to agen- 
cies and advertisers with letters 
explaining the ads’ highlights; hay- 
ing blowups made of the ads and 
editorial features and arranging 
meetings with agencies and adver- 
tisers at which editors and copy 
men could discuss features and 
copy; listing the problems current 
in a particular field and discussing 
them by means of a direct mail 
campaign addressed to agencies, 
advertisers and prospects. 

“Get the information to other 
people,” Mr. Harper urged. “Get 
your data into the hands and 
minds of people in copy and art 
departments where it will do the 
most good. Creative departments 
in agencies and industrial plants 
are too often overlooked in pro- 
motion work.” 


‘Chef Milani’ Adds 5 Sponsors 


Five new participation sponsors 
will be added to the “Chef Milani” 
program, on KMPC, Los Angeles, 
9:30-10:05 a.m., Monday through 
Friday. The new sponsors include 
Birds Eye Foods, through Young 
& Rubicam; Highland maple syrup, 
through Hays Advertising; Bor- 
den’s instant coffee, through Ken- 
yon & Eckhardt; Tootsie fudge and 
frosting mix, through Moselle & 
Eisen, and Central California Arti- 
choke Growers Assn., through 
Ralph G. Cahn Advertising Agen- 
cy. Current sponsors on the pro- 
gram are Hunt Foods, Clapp’s 
baby food, Chef Boy-Ar-Dee, 
Habitant soup and Rikki roque- 
fort dressing. 


Two Form Ferroxcube Corp. 


Sprague Electric Co., North 
Adams, Mass., and Philips Indus- 
tries Inc., Hartford, Conn., have 
formed a new corporation, Ferrox- 
cube Corp. of America, 50 E. 41st 
St., New York. It will market Fer- 
roxcube, a new ferro-magnetic 
ferrite used as core material in 
high frequency coils and trans- 
formers. Robert C. Sprague is pres- 
ident and John P. Adams is vice- 
president in charge of sales. 


Bedding Group Names Barber 


Walter E. Barber Associates, 
New York, has been named eastern 
advertising representative for pub- 
lications of the National Assn. 0 
Bedding Manufacturers, Chicago, 
which includes Bedding, Bedding 
Buyers’ Guide & Composite Catd- 
log and Bedding Merchandiser. 
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Fye Specialists 
Discount Video 
Damage to Eyes 


Cotumsus, O., Oct. 4—‘“There is 
no widespread belief among re- 
fractionists that television is con- 
tributing to changes in the static 
refraction of the eye, the status 
of muscle balance, or to the de- 
velopment of such disorders as 
glaucoma and cataract, or to any 
serious impairment of the function 
and structure of the eye,” accord- 
ing to the Institute for Research in 
Vision. 

Ohio State University’s institute 
queried 2,125 ophthalmologists and 
optometrists to determine: 

1. What increase in eye care is 
being caused by TV? 

2. What visual difficulties are 
being found which can actually be 
traced to television? 

3. What advice and help are pro- 
fessional men giving TV viewers? 


a A total of 763 replies was re- 
ceived from refractionists in Ohio, 
Indiana, Illinois, Michigan, Penn- 
sylvania, West Virginia, Kentucky 
and Maryland. Of the 763, 556 re- 
plies were usable. 

Principal findings: 

1. Most complaints by patients 
involving TV appear shortly after 
a set is installed and tend to dis- 
appear with continued use. 

2. Patients consulting refraction- 
ists about video viewing dif- 
ficulties are principally persons 
more than 60 years old—most of 
whom wear multi-focal lenses—or 
viewers suffering from eyestrain. 

3. Opthalmologists and optome- 
trists indicated it is difficult to 
determine whether eyestrain is a 
direct result of television viewing. 
Television viewing, they agree, has 
given set owners’ eyes an extra 
three to five hours’ work each 
week, and many persons who are 
“borderline” eye care cases have 
been made aware of their sus- 
ceptibility to eyestrain for the first 
time. 


| w 4. Complaints of TV viewing 
| patients usually involve tempo- 
rary blurring, night blindness and 
the presence of after-images. But 
there is insufficient evidence to 
warrant drawing any conclusions 
| regarding the effect of television 
in these cases. 

5. About 30% of the respondents 
prescribe special lenses for TV 
viewing. 

6. Tinted lenses are prescribed 
to reduce over-all brightness of the 
screen or to filter out infra-red 
and ultra-violet radiations. 

7. Television is still too young 
to permit sweeping generalizations 
regarding its effect on human eyes. 


Boykin Opens Consulting 
Office; Publishes Monthly 


T. W. Boykin Jr., formerly mer- 
chandising consultant for Bu- 
chanan Co., New York, has 
opened a consulting office on sales 
Promotion, publicity and mer- 
chandising at 51 W. Putnam Ave., 
Greenwich, Conn. Henry H. Jessup 
Jr., previously with J. Walter 
Thompson Co., is vice-president. 

“Private Wire,” a monthly bul- 
letin with a 5,000 circulation guar- 
antee, will be published in con- 
nection with promotion and mer- 
chandising campaigns. 


Appoints Knight Agency 

Paramount Citrus Growers, San 
Fernando, Cal., has appointed Vick | 
Knight Agency, Los Angeles, to 
handle the advertising for its 
frozen citrus concentrates under 
the trademark Cal Fame. Current- 
ly, the company’s output of Val- 
€ncia orange juice is absorbed en- 
tirely by the armed forces, but 
Production is being doubled for 
expansion into the grocery field. 
Media will include newspaper ads 
in color and a television film. 


Promotion Men to Meet 

Newspaper promotion managers 
from the southern and eastern re- 
gions of the National Newspaper 
Promotion Assn. will hold their 
regional convention at the Green- 
brier Hotel, White Sulphur Springs, 
W. Va., Oct. 26-28. 


Smith Agency Names Bowden 

James D. Bowden, formerly ra- 
dio representative of O. L. Taylor 
Co., has been appointed radio and 
television director of Louis A. 
Smith Co., Chicago agency. 


Jager Resigns Cowles Post | Judson Opens Own Agency 
Felix Jager, promotion director | 
of Cowles Magazines, New York, 


fices at 345 Madison Ave., New 


vice-president of Mitchel Beck Co., 
York. He was formerly an account 


New York food broker and import | 


agent. No successor has been| executive of VanDiver & Crowe. 
named. : 

Appoints Herman Emmet 
Morrison Joins Weil Herman Emmet Co., New York, 


Julian L. S. Morrison, formerly | 
with Purdy Co., Chicago iron and 
steel broker, has joined H. J. Weil 
Inc., Buffalo agency, as account | 
executive. 


has been named eastern represen- 
tative of Woodworkers Reporter, 
Grand Rapids, Mich., national 
newspaper of industrial wood- 
working. 


Arthur A. Judson has estab-| 
| lished his own advertising agency, | 
since 1939, has resigned to become! Arthur A. Judson Inc., with of-| 
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Appoints Briggs Agency 

J. Branch Briggs, Philadelphia 
and Washington agency, has been 
named to handle the advertising of 
American Aviation Publications, 
Washington. Trade publications 
will be used. 


Brown-Forman Names Owen 

Thomas S. Owen, formerly agri- 
cultural consultant for Dancer- 
Fitzgerald-Sample, Chicago, has 
been named sales manager of the 
|feed division of Brown-Forman 
| Distillers Corp., Louisville. 


Tacoma Retail 


who give it complete coverage—the 


Over $217 Million 
---up 222% from 1939! 


IN Tacoma-Pierce County—Washington's Second Market 
—business continues a steady upward trend. This com- 
pact metropolitan area offers rich rewards to advertisers 


offered only by the dominant News Tribune. 


Sales 


kind of coverage 


In the rich Tacoma market, 
the News Tribune's 70,500 


metropolitan circulation 


overshadows all other daily 
papers. “Outside” dailies 
deliver less than half the 
recognized bare minimum 


coverage! 


Only The News Tribune Covers Growing Tacoma 


The 7 0 MA 


80,141 


you the 


News Tribune 


Let Sawyer-Ferguson-Walker give 


your Tacoma opportunity. 


Circulation, A.B.C. 


complete facts about 
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Korean War Hasn't 
Curbed Ad Budgets 


New York, Oct. 3—Advertising 
budgets have not been affected by 
the Korean War, according to a 
survey made by Business Week. 

The magazine says that findings 
of its cross-country survey show 
most advertising men feel cau- 
tiously optimistic about the future. 
To hedge against future contingen- 
cies, however, the magazine says, 
some advertising managers have 
worked up alternative schedules to 
use in case of all-out mobilization. 

Most advertisers feel that bud- 
gets should not be cut. This is true 
even of appliance manufacturers, 
the McGraw-Hill publication says, 
most of whom are sticking to their 
advertising guns though they are 
already oversold and on alloca- 
tions. 

No really clear media trend has 
been reported. The barometer to 
watch, Business Week says, “is co- 
operative newspaper advertising— 
ads placed jointly by appliance 


There are 


13,814 


TOURIST COURTS 
you cAN SELL To 


@ In the Preliminary Report of the 
1948 *Census of Business 25,874 
tourist courts are reported. That 
year a total volume of $197,643,- 
000.00 was reported, being an aver- 
age of $7,638.67 per tourist court. 
The 1939 Census Report showed 13,- 
531 tourist courts with a volume of 
$36,722,000.00 (average $2,715.93). 
@ For the past 14 years surveys 
which TOURIST COURT Journal 
has made indicate that there is an 
average of 17.7 rental units to a 
tourist court. This means there are 
457,969 tourist court rental units in 
U. S. tourist courts. 

@ TOURIST COURT Journal, in 
a recent survey, found that 5,718 
tourist courts plan to expand their 
facilities within the next 12 months 
by adding a total of 32,592 rental 
units, 

@ TOURIST COURT Journal also 
learned that present owners and op- 
erators of tourist courts plan to 
build 546 new tourist courts (aver- 
: age 16 rental units) in the next 12 
a months. 

@ These figures do not include an 
estimated 400 other tourist courts 
which will be built by those not 
now owners or operators of tourist 
courts. 

@ Actually, there are four markets 
here. (1) Supplies, equipment, and 
services will be purchased for pres- 
ent tourist court operations. (2) 
Supplies, equipment, and services 
will be purchased for the 32,592 
new rental units to be added to 
present tourist courts. (3) Supplies, 
equipment, and services will be pur- 
chased for the 8,736 new rental 
units to be built by present owners 
and operators of tourist courts. (4) 
Supplies, equipment, and services 
will pur for new tourist 
courts to be built by present non- 
owners. 

@ You will need more information 
on this “prize” market; you may 
need more information on prize- 
winning TOURIST COURT Jour- 
nal (winner editorial excellence 
award INDUSTRIAL MARKET. 
ING, 1950 contest) . . . we'll be 
happy to furnish you more infor- 
mation. 


TOURIST COURT 
Journal 
TEMPLE, TEXAS 


dealers and manufacturers. These 
became an early victim in the ap- 
pliance shortages following Korea. 
Other shifts may come along as ad- 
vertisers change their copy slant 
from sales pitches to more or less 
institutional messages.” 


w There is almost no talk any- 
where of cutting sales forces, the 
magazine finds, but company after 
company admits it is not making 
replacements when one of its staff 
drops out. 


“Guessing the future would be 
a tough job,” the business weekly 
says. “Even for a short-range view, 
most observers are waiting to see 
what the first quarter of next year 
will bring. They point out that 
what’s happened so far doesn’t in- 
dicate much of anything, since 
present advertising campaigns 
were laid months ago. That’s par- 
ticularly true of national magazine 
campaigns, for which printing 
plates alone are made weeks 


ahead.” 


Meadow to Loma Leads Inc. 

Joan Meadow, formerly on the 
staff of O’Brien & Dorrance, has 
joined Loma Leads Inc., New York 
dress house, as assistant to Dan 
Stein, sales promotion and adver- 
tising manager. 


Hold Ad Art Exhibit 

An adyertising art exhibition 
is being held in the Portland, Ore., 
Art Museum, Oct. 3-17. It is 
jointly sponsored by the museum, 
Advertising Artists Guild and the 
Oregon Advertising Club. 
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Linen Club Changes Agency 
Needham & Grohmann, New 
York, is the new agency for the 
Linen Trousseau Club, selling 
household linens on a member- 
ship basis. T. L. McCready, New 
York, formerly handled the ac- 


count, then named Maison de 
e, 
Resigns ‘News’ Post 


Richard A. Goulding, business 
manager of the Daily News, Athol, 
Mass., for the past 15 years, has 
resigned. 
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‘OLS LAKELIEST PROFIT-PRODUCER 


for manufacturers of new-home products! 


Heres why. 


UNLIKE government-curbed mass housing, the rich custom-built market is heading for an 
upswing in 51—and Home Owners’ Catalogs sells this quality market like no other 


UNLIKE mass “shelter group” publications, Home Owners’ Catalogs selectively sells this 
selective market by distributing your sales literature to known consumer prospects only 


UNLIKE the function of mass advertising, consumer catalog distribution via Home Owners’ 
Catalogs provides detailed buying information which influences buying decisions made 


UNLIKE any other printed means you can name, Home Owners’ Catalogs is the most effective, 
most economical distributor of consumer sales literature to the greatest number of 


UNLIKE any other year in its history, Home Owners’ Catalogs is now serving more national 
accounts than ever before . . . distributing more consumer catalogs than ever before (over 
2,500,000) ... binding bigger books than ever before (over 398 pages) . 


UNLIKE all other merchandising aids offered by consumer publications and services, the Home 
Owners’ Catalogs merchandising package is a proven sales-maker with plenty of dealer- 


UNLIKE so many other consumer media, there'll be no rate increase for a ’51 Home Owners’ 
Catalogs program—Standard Rate and Data Service tells the full story. 


medium does. 


—families who are impelled to buy. 


by specific, verified, dominant buying factors. 


qualified home-planners. 


level impact. 


ACT NOW! HIRE HOME OWNERS’ CATALOGS FOR ‘51! 
YOU'LL LIKE WHAT IT DOES TO YOUR SALES! 


RARE SALES OPPORTUNITY ... 
for manufacturers of building materials, 
equipment, appliances, and home furnish- 
ings! 

Write today for full facts on Home Own- 
ers’ Catalogs and the quality housing mar- 
ket. These two brochures are yours for the 
asking: “Now You Know” and “Let’s Sell 
Quality Housing”. 


HOME OWNERS CATALOGS 


Pees 


(THE F.W. DODGE CORPORATION’s 
a CONSUMER CATALOG =. 
s DISTRIBUTION SERVICE \ 
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119 West 40th Street, New York 18, N. Y. 
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Dry Goods Retailers 
Warned Against Ads 
That Spur Hoarding 


New York, Oct. 3—Retailers 
have been urged by the board of 
the National Retail Dry Goods 
Assn. to avoid advertising copy 
slants “which might prompt con- 
sumers to buy merchandise in 
quantities larger than their cur- 
rent needs.” 


The appeal came in a resolution 
calling on retailers to avoid acts 
which might encourage inflation 
and to “accept their full share of 
responsibility” in the face of event- 
ualities which might grow out of 
the international situation. 

Retailers are asked to “insist 
upon the naming of a firm price 
when merchandise orders are be- 
ing placed, thus refusing to count- 
enance one of the most important 
encouragments to inflation—the 
‘blank check’ method of buying.” 


To Geyer, Newell & Ganger 

Gertrude R. Dale, formerly pub- 
licity account representative with 
Hewitt, Ogilvy, Benson & Mather 
Inc., has joined the public rela- 
tions department of Geyer, Newell 
& Ganger, New York. 


WOR Promotes Crawford 

John P. Nell, sales manager of 
WOR, New York, is taking a six- 
month leave of absence because 
of illness. He will be succeeded by 
William Crawford, account execu- 
tive. 


Joins Calkins & Holden 
Thomas P. Crolius, formerly 
with Sindlinger & Co., Philadel- 
phia, operator of the Radox ra- 
dio-TV audience measurement 
system, has joined Calkins & Hol- 
den, Carlock, McClinton & Smith, 
New York agency, to handle ra- 
dio-television research. 


To Chicago Show Printing 

Norman Romsted, formerly with 
Carter & Galantin, has joined the 
production department of Chicago 
Show Printing Co. 
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‘Lorain Journal’ Anti-Trust Decree 
Proposed by Department of Justice 


CLEVELAND, Oct. 3—Federal 
Judge Emerich B. Freed has not 
yet indicated whether he will ac- 
cept the government’s proposed 
decree in the Lorain Journal anti- 
trust suit, or will modify it. 

The Justice Department’s pro- 
posed decree, presented to Judge 
Freed last week, seeks to: 

1. Protect the right of the Jour- 
nal to refuse ads which violate any 
of its bona fide advertising policies. 

2. Enjoin the defendants from 
using that right of refusal to estab- 
lish an advertising monopoly. 


s Thus, the proposed decree is an 
attempt to solve the issue of prime 
interest to admen and newspaper 
executives—will the government 
use the anti-trust laws to force 
newspapers to give free access to 
their columns to anyone who de- 
mands them? 

Under the proposal, the Lorain 
Journal could “refuse to accept 
for publication or refuse to pub- 
lish any advertisement for the rea- 
son that the substance of expres- 
sion contained in said advertise- 
ment would, if published, violate 
any advertising policy of the news- 
paper, provided that said adver- 
tising policy is bona fide, lawful, 
and uniformly adhered to without 
discrimination by the newspaper.” 


s At the same time, the proposed 
decree enjoins the Lorain Journal 
Co. and the defendants from refus- 
ing to accept or publish “in a man- 
ner non-discriminatory as to price, 
space, arrangement, location, com- 
mencement or period of insertion, 
or any other terms or conditions,” 
ads which are: 

1, Placed by an advertiser who 
has used, is using or plans to use 
any medium not controlled by the 
defendants. 

2. Placed by any radio broad- 
casting facility which competes 
with the Journal or any other pa- 
per owned by the defendants. 

Further, the defendants would 
be enjoined from accepting ads on 
the condition or understanding 
(express or implied) that: 

1. The advertiser shall not use 
any other medium or media ex- 
cept the Journal, or 

2. The advertiser shall use the 
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Lorain Journal Co. newspaper or 
other designated media. 

The defendants also would be 
enjoined from: 

1. “Fixing a discriminatorily 
lower price for any advertisement 
or allowing a discriminatory dis- 


count from or rebate upon a price 
fixed for any advertisement ...on 
or accompanied by any condition, 
agreement or understanding... 
that the advertiser shall purchase 
from [the defendant] or any des- 
ignated newspaper any specified 
volume, value, quota or percentage 
of his required advertising.” 

2. Canceling any advertising 
contract or agreement because the 
advertiser uses or plans to use any 
other medium. 


The case. attracted interest 


throughout the U. S. because it 
marked the entry of the Justice 
Department in a previously un- 
tried field under the Sherman Act’s 
provisions for civil suits. 


ws The Journal was found guilty 
(AA, Sept. 4) of “bold, relentless, 
predatory commercial behavior” 
in attempting to establish an ad- 
vertising monopoly in Lorain and 
Elyria, O. 

Judge Freed issued a memo- 


randum at that time which sug- 
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gested the tone of the final de- 
cree. Briefly, he ruled that a news- 
paper may select and bar adver- 
tisers because a “free press” also 
is a private business. But he also 
ruled that a newspaper which re- 
jects ads in an effort to prevent the 
advertiser from using other media 
is guilty of “a vice condemned by 
the Sherman Act.” 

The decree which the govern- 
ment proposed to Judge Freed last 
week phrases these two concepts 
in legal terms. 


Vl. 


Po 


YOU CAN'T BEAT LOCAL 


SELLING IN PACIFIC COAST 
NETWORK RADIO, EITHER! 


| HE LAWS OF NATURE AND LOGIC are all in favor 


y ¥* d 
Saeed " 
a P a i 
= eg bs »! Rated p 
Ss : 
ey 7 
Fgh: ae 


of local selling on the Pacific Coast. Great distances between markets, mountain ranges (5,000 to 
14,495 feet high), and low ground conductivity make it advisable to place network stations within 
each of the many vital marketing areas. The best, most economical coverage for the Pacific Coast is 
obtained with these local network radio outlets. 

Only Don Lee is especially designed for the Pacific Coast. Only Don Lee has a local network 
station in each of 45 important markets (nearly as many as the other three networks combined). 
Thus, only Don Lee offers advertisers all the advantages of local selling and local influence. That’s 
important in selling, and it’s an exclusive Don Lee Network selling advantage. 

With Don Lee, you write your own ticket to meet your specialized marketing problems. You buy 
coverage to fit your distribution. No waste. You buy what you need. 


LEWIS ALLEN WEISS, Chairman of the Board + WILLET H. BROWN, President +» WARD D. INGRIM, Vice-President in Charge of Sales 
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Ettinger Appoints Two 

Thomas D. Raher, formerly with 
Tronnes & Co., has been appointed 
art director of Chester A. Ettinger, 
Advertising, Cedar Rapids, Ia. Gil- 
bert Mickels, formerly with Grant 
Advertising, has been named as- 
sistant account executive. 


Tecnifax Names Hamilton 


Larry K. Hamilton has been ap- 
pointed vice-president in charge 
of sales of Tecnifax Corp., Holy- 
oke, Mass. 


Elgin Watch Names LaBine 


Joseph W. LaBine has been 
named to the newly created post 
of director of public relations for 
Elgin National Watch Co., Elgin, 
Ill. He formerly had been with the 
Chicago office of J. Walter Thomp- 
son Co., Elgin’s agency. 


Resigns Luick Account 


Jim Baker Associates, Milwau- 
kee, has resigned the advertising 
account of Luick Dairy Co., Mil- 
waukee, effective Oct. 15. 


Noxzema Promotes 
New ‘Facial’ Theme 
for Skin Cream 


BALTIMORE, Oct. 3—Noxzema 
Chemical Co. has launched a ten- 
week campaign pushing a new use 
for an old product. 

The company is using 600 news- 
papers and more than 30 maga- 
zines to announce a “new home 
facial” available to women who 


buy Noxzema medicated greaseless 
skin cream. 

Copy informs the ladies they can 
“look lovelier in ten days—or your 
money back”—and invites them to 
follow “four simple steps devel- 
oped by a doctor.” 

These involve using Noxzema in 
the morning as a “cream wash” 
and subsequently applying a light 
film of Noxzema as a makeup 
foundation. Then, at bedtime, an- 
other “cream wash” is advised, 
followed by a light Noxzema mas- 


Only Don Lee can broadcast your sales message to all the Pacific Coast radio families from a 
local network station broadcasting where they live—where they spend their money. It’s the most 


logical, the most economical—the “sellingest” coverage you can get for the Pacific Coast. 


That’s why Don Lee consistently broadcasts more regionally sponsored programs than any other 


Pacific Coast network. 


Don Lee Stations on Parade: KSBW—SALINAS, CALIFORNIA 


The 1000 watts of KSBW give primary radio service to America’s richest produce market—the famed “Salad 
Bowl of the World’ It is the onty network station within this tri-county area, the nearest competing 
network station being in San Francisco, 90 miles to the north. If you want to sei. the wealthy, responsive 
Salinas-Monterey market, you need the Don Lee Station, KSBW. If you want to sell atu of the Coast's 


14,344,810 population, you need the full Don Lee Network of 45 stations! 


The Nation’s Greatest Regional Network 


sage into face and neck. 

According to the copy, four out 
of five women who tested the 
“new home facial” showed 
“marked skin improvement.” 

The ads, which range from frac- 
tional to full pages, wind up by 
offering, for a limited time, the 
85¢ jar of Noxzema for 59¢ plus 
tax. 

Sullivan, Stauffer, Colwell & 
Bayles, New York, is the agency. 


Printers Elect Sperry 


Herbert O. Sperry, president of 
Color Process Co., Philadelphia, 
has been elected president of the 
Screen Process Printing Assn., In- 
ternational. John Key, past presi- 
dent of the association and presi- 
dent of Admiral Screenprint Co., 
Chicago, has been named vice- 
president, and John Simmons, head 
of Chromart, has been elected 
treasurer. 


Will Agency Promotes Ashby 
John A. Ashby, account execu- 

tive of Will Inc., Cleveland agency, 

has been named a vice-president. 


Revolution 
in Textiles 


Revolutions are nothing new in 
textiles but today the pace is 
stepped up to such an extent 
that they are making them- 
selves felt in many related 
fields. New fibers and fabrics 
for industrial, civilian and mil- 
itary uses have come so fast it’s 
hard to keep up with them. 
Today, the roster of synthetic 
fibers includes nylon, ‘‘Orlon,” 
dynel, “Vicara,” saran, poly- 
ethylene, “Fiber V,” ‘“Chem- 
strand,” “Grilon,” ‘Ardil,” 
and lots of others—more than 
twice as many as existed a few 
years ago. 

A broad survey of these fibers 
and their future appears in the 
current issue of Modern In- 
dustry. It is clear and concise 
articles such as these, keeping 
executives abreast of develop- 
ments in their own and other 
fields, appearing continuously 
in Modern Industry that are re- 
‘sponsible for its amazing popu- 
larity among executives. This 
executive acceptance accounts 
for the increase in circulation 
to the point where Modern In- 
dustry is guaranteeing a net 
paid of 60,000 ABC Average for 
the first six months of 1951. 


If you want to talk to top man- 
ufacturers when they are in a 
mood to talk business, adver- 
tise in Modern Industry. 


Modern. 
Industry 


400 MADISON AVENUE 
mon NEW YORK 17, N. Y. 
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This is the Sales Manager 
who discovered the buying power 


of 1,000,C00* MEN who 
read and own 
The Elks Magazine. 


YOU'LL SELL IT... 


Los Angeles + Seattle 


*Dec. 1949 ABC statement— 
928,010 circulation —a substantial 
bonus over guaranteed 850,000 

on which current rates are based. 


iF YOU TELL IT IN 


New York + Chicago + Detroit 


Universal to Back 
‘Harvey’ Movie with 
$500,000 Campaign 


New York, Oct. 4—Universal- 
International expects to spend 
more than $500,000 promoting 
“Harvey,” which it says is the 
most important picture it ever 
made. “Harvey” will open at the 
Astor Theater here in mid-Jan- 
uary. 

Fractional page ads will be used 
in an undecided number of mag- 
azines, Sunday supplements and 
newspapers. The campaign will 
break about Dec. 15 and continue 
for several months. 

David A. Lipton, national di- 
rector of advertising and publicity, 
said eight leading West Coast art 
directors and designers have been 
engaged to create original ad de- 
signs for the production. 


Pennsylvania Newspapers’ 
Financial Linage Measured 


Financial advertising in Penn- 
sylvania newspapers totaled more 
than 1,000,000 column inches in 
1949 and linage this year is ex- 
pected at least to equal that figure. 
ee revenue exceeds $1,500,- 

The estimate is based on a study 
of 54 daily and 17 weekly Pennsyl- 
vania newspapers which submitted 
a detailed breakdown of financial 
ad linage and revenue return for 
1949 and the first half of this year 
to the Pennsylvania Newspaper 
Publishers’ Assn. 


Barber Represents Parks 

Roy H. Park Inc., Ithaca, N. Y., 
has named Walter E. Barber As- 
sociates, New York, as eastern ad- 
vertising representative for Co- 
operative Digest, Co-op Power and 
Farm Bureau News Insert. 


WHY ADMEN GET ULCERS... 


FTER KNOCKING YOURSELF OUT ALL YEAR LONG AND YOU'RE JUST LEAVING 
FOR VACATION’’- SOMEBODY ALWAYS LOUSES UP THE ACT’ 


HELLO NIMBLENOB-~< WE'RE READY TO SET OUT 
| THAT NEW PROGRAM ~ WE'RE GOIN' TO START SOONER 
THAN WE THOUGHT — CAN YA’ BE OVER IN TEN MINUTES 
WE'LL WORK THROUGH TO MIDNITE AND OVER THE 
WEEKEND~/~ 


SS 

S 
SS 
SSSSS 
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Enlarged reprints available upon request 
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For the farm equipment field — your BASIC buy is IMPLEMENT & TRACTOR . . . 


Leading total net paid circulation * Greatest total subscriptions to dealers, 
jobbers and manufacturers %* Highest Subscription Price * Top voluntary 
subscription renewal rate * Consistent leader in advertising volume. 
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IMPLEMENT 
& TRACTOR 


KANSAS CITY 6, MO. 
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Gelling Perscnal 


Hulbert Taft, president, publisher and editor-in-chief of the Cin- 
cinnati Times-Star, celebrating 50 years of service with the news- 
paper, was greeted by more than 500 staff members at a party, 
where he received a copper-coated replica of the Times-Star bearing 
his picture and the signatures of all employes. Five employes whose 
services range from 55 to 67 years were on hand for the occasion... 

Faye J. Smalley Jr., president and manager of KGIL, San Fer- 
nando, Cal., is recuperating at his home from a heart attack which 
will keep him away from business for at least a month... Harry C. 
Butcher, president and manager of KIST, Santa Barbara, made the 
Sept. 16 Saturday Review of Literature with a review of the new 
Hanson Baldwin book, “Great Mistakes of the War.” Mr. Butcher is 
the author of “My Four Years with Eisenhower.”. . 


PRESENTING—George E. Mosley (right), newly elected vice-president in charge of 
advertising and sales promotion for Seagram-Distillers Corp., receives silver coffee 
and tea service from S | O. Youngheart, executive vice-president of Warwick & 
Legler. The gift, given by Mr. Mosley’s friends in the advertising field, was pre- 
sented at a luncheon in New York. Mr. Mosley was formerly advertising manager for 


Seagram-Distillers. 


Robert E. Kintner, president of American Broadcasting Co., will 
have a day in his honor at his home town, Stroudsburg, Pa., on Oct. 
17. Governor James H. Duff will present a plaque to Mr. Kintner, 
citing him as a “Pennsylvania Ambassador.”. . 

Gladys Liggett, first woman member of the Export Manager’s Club 
of New York, celebrated her 25th anniversary with Home Products 
International Ltd., where she is manager of the household and 
chemical divisions... 

Bill Hunefeld, San Francisco representative of KLX, Oakland, 
has been called back to active service. Lt. William G. Hunefeld Jr., 
to make the title complete, reported Sept. 23 aboard the USS Ma- 
goffin, at Stockton, as navigator... 

Charles Farran, v. p. of Griswold-Eshleman Co., is chairman of 
the Cleveland Adclub’s fall and winter clinic meetings... Wisconsin 
chairman for the 1951 March of Dimes is F. James Sensenbrenner, 
president of Sensenbrenner Paper Co... 


TEE TALK—Set to go on the links at the POPAI outing are Paul Godell, Arvey Corp; 
Walter J. Ashe, Consolidated Lithographing Corp.; Chester Thompson, Calvert Dis- 
tillers; and William Zerbo, of Zerbo Inc. 


Procter & Gamble gave a party at the Pierre in New York Sept. 
28 for George Keane and Betty Winkler on the occasion of their 
leavetaking from the cast of “Rosemary,” P&G’s CBS serial. 
Among those at the party were Bob Short, of the radio section, 
P&G; Elaine Carrington, the serial’s writer; Frank Smith, account 
exec on Ivory Snow; Tom McDermott, radio director, Benton & 
Bowles; Roy Bailey, script editor for the agency; and Ralph Butler, 
the program’s director... 

F. Earl Crawford, feature and promotion ad director of the 
Observer, Charlotte, N. C., will serve for the fourth year as general 
chairman of the Carolinas Carrousel, formerly called the Christ- 
mas Festival. Last year the event, on Nov. 16, pulled a crowd of 
350,000... 

Willard A. Pleuthner, BBDO vice-president, long bothered about 
poor church attendance, applied public relations and advertising 
techniques to the problem and came up with a book, “Building Up 
Your Congregation.” Pleuthner worked on the volume for five years 
and was pleasantly surprised to learn that the Pulpit Book Club— 
largest religious book club—is using it as the September selection 
... Larry Hoover, of Time Inc.’s special products division, came up 
with a 425-pound bluefin tuna while vacationing in Nova Scotia... 
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“American Legion Magazine by far outdrew any 
other publication or media in point of reader 
interest reflected through mail inquiries.” 
C.T.—New York, N.Y. 
“,.. we have already received a multitude of 
inquiries from all over the country.” 
J.A.W.—St. Louis, Mo. 


“You will be interested to know that between 
twelve and thirteen hundred orders resulted 
from this ‘write-up’ and the very large majority 
of these orders contained the one dollar or 
money order of that amount.” 

E.B.W.—Detroit, Mich. 


Remamber This When You Have Something 


000,000 MEN READ 


= Cpe ge are 


|Does the Client 
tell the A 


YES! 


(The client) said that American Legion by far 
outdrew any other publication or media in point 
of reader interest reflected through mail inquiries. 


Yes! Especially in a case like this—where the results 
from one unbiased editorial mention in the Ameri- 


can Legion Magazine out-pulled comparable items 


in over 20 national magazines, 50 trade publications 


and a dozen feature services. 


Proof again that over three million men read 


the Legion every month! 


And if you haven’t seen Richard Manville’s 
reports of Legion Magazine readership, drop us a 


line. You’ll find them most interesting if you have 


a product to sell to men. 


What They‘re Saying About The American Legion Magazine 


“I think you will be interested to know that this 
rating in the Legion Magazine topped the rat- 
ings this same ad received in all the other na- 
tional magazines in which it appeared.” 
G.E.M.—New York, N. Y. 


“We are happy to say that the response has been 
one of the heaviest of all the various publica- 
tions.” P.H.S.—Montgomery, Ala. 


“The response was wonderful. We have re- 
ceived hundreds of letters from veterans all over 
the United States and orders are being received 
in every mail.” S.C.F.—Lincoln Park, N. J. 


“You will be pleased to know that the number 
of replies or rather inquiries and individual or- 
ders we received from the readers of the Amer- 
ican Legion far exceeded the number received 
from other publications.” 

R.G.—New Britain, Conn. 


“Frankly, the influx of inquiries from individ- 

uals, dealers, jobbers, and distributors was, ex- 

pressing it mildly, simply amazing.” 
D.C.—Louisville, Ky. 


“Incidentally, readership of your publication 
must be terrific.” S.L.F.—Columbia, S. C. 


“When a single spread in a magazine lures bet- 
ter than a third of a million coupon returns, I’m 
convinced that advertising in that particular 
magazine is read and acted upon.” 

J.S.N.—New York, N.Y. 


**...let me say that the results have been terrific.” 
L.A.K.—Evanston, Ill. 


We have hundreds of statements like these in our 
files. We'll be glad to show you the original 
letters in which the above comments appear. 


to.Sell to Men 
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Ayres Chides Other FTC Members for 


Liberalizing Policy on Headache Ads 


WASHINGTON, Oct. 5—Federal 
Trade Commission accepted stipu- 
lations settling three long-standing 
headache remedy cases today, de- 
spite the fact that Commissioner 
William I. Ayres protested that 
the settlements are unfair to two 
other industry members. 

In what appeared to be a liber- 
alization of its policy on drug la- 
beling, the commission permitted 
Emerson Drug Co. (Bromo Selt- 
zer), Capudine Chemical Co. 
(Hick’s Liquid Capudine), and 
Miles Laboratories (Dr. Miles Liq- 
uid Nervine, Dr. Miles Nervine 
Pills, Dr. Miles Anti-Pain pills) 
to sign stipulations promising to 
include in their ads the phrase 
“Follow the label—avoid excessive 
use.”’ 

Commissioner Ayres protested 
that disclaimers of this kind are 
never considered adequate in cases 
where products are suspected of 
causing dangerous results when 
used in excess. 


ew Ayres, the only remaining old- 
timer on the commission, said the 
change in policy may place B. C. 
Remedy Co. (B. C. Remedy) and 
Standback Co. (Standback) at a 
competitive disadvantage because 
similar cases against these prod- 
ucts were closed in 1946 only after 
they agreed to change their for- 
mulae to eliminate acetanilid and 
bromide, considered by FTC to be 
the dangerous ingredients involved 
in all its headache remedy cases. 

“It is not sufficient to say that 
the respondents in the earlier cases 
can be put in status quo by being 
relieved of the conditions of the 
settlements in those cases,” Com- 
missioner Ayres contended. 

“They have made fundamental 
changes in their products by re- 
moving the dangerous ingredients, 
and have since built their adver- 
tising and good will on the new 
products. 

“These were major changes, 
doubtless at great cost, for which 
the commission was responsible. 
They were changes, however, 
which in the light of the present 
action, were unnecessary.” 


a Commissioner Ayres contended 
that it was particularly inappro- 
priate to accept stipulations in the 
three current cases because there 
had been extensive hearings over 


**Golden Belt 


of the South Cy 


ta 


The BIG THIRD « 
of North Carolina 


The heart of TOBACCOLAND, USA. 
Tobacco Auction season in full swing 
NOW. Growers are petting Highest 
Prices in History—IN CASH. 


Golden Belt 1949 Retail Sales: 


$639 Million® 
30% of N. C. Total 
* 
Golden Belt 1949 Farm Income: 


$466 Million” 


58.9% of N. C. Total 
“(SM Survey, 6/10/80) 


Sell this’ prosperous region PLUS 
area WITHOUT WASTE... AT ONE 
LOW COST, with 
The Raleigh 
NEWS and OBSERVER 


110,068 Morning 
113,643 Sunday 


(ABC, 3 mos., 3/31/50) 


REP: THE BRANHAM COMPANY 
5 A AA ARR, 


a five-year period. “I cannot agree 
with the commission’s action in 
thus disposing of the proceeding on 
a basis which does not give full 
effect to the record of evidence 
which is now available,” he ar- 
gued, 


He said he is anxious to avoid 
“needless delays” but that it has 
never been FTC’s policy to settle 
for a mere “warning” statement 
in cases where there is failure 
to reveal facts material with re- 
spect to the consequences which 
may result from the use of the 
commodity. 


# In its original complaints, FTC 
charged that the products, when 
used in excess of the recommended 
dosage, may cause skin eruptions, 


| 


| 


mental derangement and collapse, 
and may be dangerous if admin- 
istered to children. 

Trade sources estimate that the 
litigation cost more than $1,000,- 
000. Before settlement was ar- 


ranged, Kenneth A. Bonham, pres- | use 


ident of Emerson Drug Co., hailed 
the agreement as “virtually com- 
plete vindication” of the position 
his company has taken during the 
seven years of litigation. 

He pointed out that the agree- 
ment will not mean any changes | 
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in labeling and packaging. “It 
means simply this,” he said: “In- 
stead of the phrase, ‘Caution: Use 
only as directed,’ in our advertis- 
ing, we will substitute the phrase, 
‘Follow the label, avoid excessive 

“While we are satisfied with the 
outcome,” he said, “we naturally 
regret the great outlay of money 
and energy required to bring about 
a result which might have been 
obtained far more expeditiously 
and certainly less expensively 


Newest and greatest Wieboldt Store, in Evanston, sparks 
further community growth... with its huge double-deck 
parking structure...its restaurant open 7 days a week 


a de 


-».and its food super-market. 


SALES OPERATING 
CONTROLS 


Specific, flexible, practi- 
cal, usable. 541,604 city 
blocks walked and ana- 
lyzed 445,456 retail out- 
lets and 3,037 shopping 
centers and streets lo- 
cated, to evaluate the 
sales potential of each 
of nine great markets. 


TEN MARKET 
STUDY 


_ Includes general charac- 


teristics, vacation activi- 
ties, product rank at 
consumer level for gen- 
eral household items, 
food items, cosmetics 
and toiletries in ten 
major markets. 
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Chicago HERALD -AMERICAN 


COMMODITY 
SURVEYS 


A market-by-market di- 
rect-interview survey of 
commodity brands 
stocked by both chain 
and independent outlets. 
These surveys cover 15 
commodities. 
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through informal negotiation.” 


s He said agreement was possible 
as a result of new procedures re- 
cently adopted by the reorganized 
FTC. “The new, cooperative ap- 
proach is welcomed,” he added, 
“since it tends to safeguard both 
consumer and business interests 
without undue expenditures of 
taxpayer and corporate funds.” 
Walter A. Beardsley, president 
of Miles Laboratories, said: “We 
congratulate the newly reorganized 


FTC on its efforts and desire to 
dispose of these old cases. The 
agreement will save the govern- 
ment and industry much time and 
expense.” 

Under the agreement, Miles will 
substitute the new phrase: “Fol- 
low the label, avoid excessive use,” 
for “Use only as directed.” 

There was some feeling in trade 
circles that the new phrase is more 
attractive from the merchandising 
standpoint than the warnings pre- 
viously used. 


$15,000,000 Motorola Ad Drive Includes 
First Three of NBC's ‘Star Revue’ Series 


Cuicaco, Oct. 4—Motorola Inc. 
has started as the first sponsor 
of NBC-TV’s new comedy extrava- 
ganza, “Four Star Revue.” This 
Wednesday night series, carried 
opposite Arthur Godfrey (CBS), 
features, alternately, Ed Wynn, 
Danny Thomas, Jimmy Durante 
and Jack Carson. 

The company is backing the first 


three programs, after which it will 


air “Star Revue” every three 
weeks. 
With this major television ven- | 


ture, Motorola’s largest fall ad- 
vertising campaign moves into 
high gear with an anticipated bud- 


29 


daily on 100 stations in video 
| aes, Radio time also is being 
| used in 26 non-television areas. 
| Video and radio spots and motion 
picture trailers are available for 
dealer placement. 

| Ruthrauff & Ryan handles radio 
and television for Motorola. Copy 
| in consumer magazines and busi- 
| ness newspapers and outdoor ad- 


vertising are placed through Gour- 


get of $15,000,000. Supplementing | fain-Cobb, while Warwick & Leg- 
the TV is a heavy spot radio drive | ler is the agency for the radio-TV 


of from two to ten announcements 


THE “GOOD OLD DAYS" — 1883 


The Lion Store on “Dinner-Pail Avenue” dis- 


played its merchandise in bushel baskets on 
the sidewalk...grossed only $16 a day. 


\ 


It's always happened that way when progressive, neighborly William A. 
Wieboldt opened a department store: it became the nucleus of a new com- 
munity. Like the first store on Milwaukee Avenue, Chicago, back in '83 
(they called it “Dinner-Pail Avenue” in those days). 


All the money that Wieboldt and his bride could scrape together — $2,600 
—went to open that little store; a few years later it burned to the ground. 
Wieboldt built another store on the same site. Today, the only physical 
vestige of that first venture — the foot of a gilded lion that had rested over 
its door —serves as a doorstop in the office of Wieboldt’s eldest son, now 
Chairman of the board of Wieboldt Stores, Inc. But there is tangible 
evidence, too, of Wieboldt’s enterprise: six “giant” stores in Chicago and 
its suburbs with combined volume of more than $60,000,000 annually. 
Each of these saw a neighborhood grow up around it—and each gave 
impetus to the growth. 


William A. Wieboldt had faith in his community's future. But today’s busi- 
ness man has more than faith to rely on—he has facts. He can keep in- 
formed of a city’s growth — of changing buying habits and shifting markets. 


Your Hearst Advertising Service man has his finger on the pulse of local 
conditions. He will supply you with complete, accurate information on the 
ten major markets where over half the nation’s buying income is centered. 
Total, classified data on-the-spot: Sales Operating Controls, Commodity 
Surveys, Market Studies and Analyses. Contact your closest H.A.S. man 
today... for greater localized profits tomorrow. 


KNOW YOUR NEWSPAPER MAN TO KNOW YOUR MARKETS 


Herbert W. Beyea, General Manager 
959 8th Avenue, New York 19, N. Y. 


Offices in Principal Cities representing 


New York Journal-American 
Baltimore News-Post American 
Pittsburgh Sun-Telegraph 


Albany Times Union 
San Francisco Examiner 
Detroit Times 


Boston Record-American Advertiser 


Copyright 1950 by Hearst Consolidated Publications, Inc., Hearst Advertising Service Division. All rights reserved. 


William A. Wieboldt, 
retired founder 
of Wieboldt's. 


Los Angeles Examiner 
Chicago Herald-American 
Seattle Post-Intelligencer 


| manufacturer’s newspaper promo- 
| tion 


Ascher Names Bachman A. M. 

Elizabeth Bachman, formerly 
assistant advertising manager of 
George A. Breon & Co., has been 
appointed advertising manager of 
B. F. Ascher & Co., Kansas City, 
Mo., ethical pharmaceuticals. 


Schenley Names Roberts 

F. Alex Roberts has been ap- 
pointed Ontario sales manager for 
Canadian Schenley Ltd., Valley- 
field, Que., distillers. He was for- 
merly export manager of Canadian 
Industries. 


A Unique 
‘Christmas Card” 


¢.an ordinary 3 
Christmas 
Card! 


Fragrant 
BAYGERRY 
CANOLES 


Original Greeting Idea 
of Executives ... Now 
Available to All! 


A wonderfully original way 
to wish your mailing list a 
“Merry Christmas!” Fragrant, 
bayberry-scented candles 
capture the very spirit of the 
Yuletide. More than a greet- 
ing; more than a gift...a 
oe of good luck since early 
colonial days! 

Two candles and miniature 
reeting card in beautiful gift 
ox, ready to address and 

mail anywhere in the U. S. 
for only 5¢. 


SPECIAL OFFER TO EXECUTIVES 


EMERY INDUSTRIES, INC. 
5802 Mariemont Avenue 
Cincinnati 27, Ohio 


PRICE PER CASE OF 48 BOXES 
$16.00 per case 
15.50 per case 
14.00 per case I 
Shipped only in case lots or multiples thereof. Sorry, no 
C.0.D. orders accepted. Prices F.0.B., destination 
© Please send free sample without obliga- 
tion to me. ‘ 
© Attached is my remittance for 
cases. Please ship prepaid on 
shipping date. 


Please rush sample of this distinctive “Christmas Card.” 1 
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The mass migration to the West during the last ten years has been one 
of the greatest population shifts in history. In this period, almost 

1% million people have been added to the Los Angeles market — now 
America’s third largest market. The Los Angeles Times has more than kept 
pace. In circulation and advertising gains over 1940, The Times has outstripped 
every other Los Angeles newspaper and, percentage-wise, has exceeded the 
phenomenal growth of the Los Angeles market itself. The Times has the 
largest daily and home-delivered circulation in the West and leads 


its field in every major classification of advertising. 


LOS ANGELES 


los Ang 
1940 pc 
1950 pc 


REPRESENTED BY CRESMER AND WOODWARD, NEW YORK, CHICAGO, DETROIT, ATLANTA AND SAN FRANCISC® Source: 
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los Angeles, Orange Counties: 
1940 population, 2,916,403. 
1950 population, 4,330,962. 

}€@ Source: U. S. Census 1940; 

U. S. Census (Prelim.) 1950. 
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GAIN — 73.40% GAIN —100.57% 


DAILY SUNDAY 


Los Angeles Times circulation: 
1940—Daily, 227,302; Sunday, 395,955 
1950—Daily, 394,134; Sunday, 794,163 
Source: A. B. C. Publishers’ Statements, 
March 31, 1940 and 1950. 
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GAIN —117.13% GAIN — 162.17% 


DAILY SUNDAY 


Los Angeles Times Total Advertising: 
1940 (Ist Seven Months) 

Daily, 6,979,946; Sunday, 2,620,847. 
1950 (1st Seven Months) 

Daily, 15,155,755; Sunday, 6,870,998. _ 
Source: Media Records. 
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Ac vert 

Annual Reports Are Shattuck Joins Chirurg Co. Handles Universal Tests | Norman Hopps Joins KNBH Appoints John Galilee Lewis 
Benjamin Shattuck, formerly| Jack Lacey Advertising Agency,|, Norman Hopps, formerly with; John A. M. Galilee, of the Assn. * 

M ystery to Many, ad supervisor of Metropolitan Life| Tampa, Fla., has been appointed the NBC Hollywood guest relations| of Canadian Advertisers, has been “hon 

- Insurance Co., New York, has| by Landers, Frary & Clark, New staff, has joined Station KNBH,| named project manager for the na'ned 

sa Survey Reveals joined James Thomas Chirurg Co.,| Britain, Conn., manufacturer of Los Angeles, as assistant manager | forthcoming Canadian Advertising Vitamh 

Er New York, as account executive| Universal appliances, to handle of the advertising and promotion! Research Foundation study of Vernon 

= PirrssurcH, Oct. 6—Less than|@nd merchandising specialist. test campaigns in Florida. department. -~— car cards in Vancouver, oo - 
i 18% of the nation’s shareholders sl “ 

2 understand the financial sections| Linn On Leave to Navy Brewer Joins Wayne & Co. Shields Names Ray Austrian pense 

of annual reports they receive| George Linn, supervisor of| Dudley E. Brewer, formerly in| Shields Inc., men’s jewelry man-| Murphy Joins Grant Agency Beaud 

; from companies in which they sales promotion of Electric Storage | the advertising department of | ufacturer, has named Ray Austrian Thomas R. Murphy, formerly aud 

i eieee aio temnehed di Battery Co., Philadelphia, has been | Georgia Power Co., has been ap-| & Associates, New York, to handle | advertising manager of South- L. E 

- y invested, according | granted a leave of absence for ac- | pointed public relations director) its advertising. Magazines, trade| western Co., Philco distributor, has over, 1 

to a survey being conducted by/ tive duty with the Navy Depart-| of Tucker Wayne & Co., Atlanta, publications and newspapers are| been named an account executive Tred si 

Reuter & Bragdon Inc. ment in Washington. ' agency. scheduled. 'for Grant Advertising, Dallas. tising | 

Returns to date on the survey, : ver tisir 


which has not been completed, 
also indicate’ that approximately 
95% of shareholders fail to attend 
annual meetings because it isn’t 
convenient for them to do so, not 
because they are not interested in 
ce the company’s activities or have 
7 such confidence in the company’s 
management that they don’t feel 
it is necessary to attend. 


ws The questionnaire, which is 
adaptable for use by any company 
desiring to query its shareholders, 
asks questions like the following: 
Did you read our company’s latest 
annual report? Do you believe 
ine shareholders would benefit if 
7 management periodically informed 
the investing public of the com- 
pany’s current earnings and pro- 
gress, by releasing factual data 
to newspapers, financial publica- 
tions and insiitutions, trade pub- 
lications, or community leaders? 
After the tabulation and analysis 
of replies to the questionnaires 
‘is completed by National Market 
Analysis Inc., a guidebook titled 
“What Shareholders Want to 
Know” will be published by 
Reuter & Bragdon here and made 
available to all interested share- 
holders. 


= Publishes Drug Annual 

e Topics Publishing Co., 330 W. 
42nd St., New York, has published 
the 1950-51 edition of the “Drug 
Topics Red Book,” an annual 
price-reference book. The book is 
divided into four sections—phar- 
7 macy and professional data, prod- 
: uct information, manufacturers’ 
catalog and the merchandising 
guide section. 


WLIB Names Seitman 

Charles E. Seitman, previously 
‘ account executive of WMGM, New 
* York, has been appointed director 
“a of sales of WLIB, New York. 
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...why Capper’s Farmer knows 


the BIGGEST BUYERS BEST! 


Fist, who are the biggest buyers? Rural families—the 


ones who live beyond big city ties. Year after year, they 
account for more than half of America’s dollar sales. 
Who knows them best? Well, if you take the number 


of contacts and closeness of contacts, consider this: 


Capper Publications is America’s largest rural 
publisher. It has the largest rural circulation. It has the 
most rural publications. It has the biggest rural staff. 


We repeat rural for a reason: no Capper magazine is 


the offshoot of big-city publishing—not one! All the staff, 
all the facilities of Capper Publications are directed at 
one goal—KNOW RURAL AMERICA. 

This is the organization behind Capper’s Farmer—just 


one of the Big Ten Capper’s Farmer advantages. 


Cappers Farmer 


Topeka, Kansas 


bs fence (ky 1 With p 4 1. Largest rural publisher in America 
you =< a Louisville 2. Richest farm market in the world 
a nse ms 3. Best coverage buy 

jes © 4. Quality circulation 


5. No mass small town circulation 
6. Farm-tested editorial material 


who ly a as mu 7. Reader confidence 
z peop ndise as all ' 8. Merchandised editorial content 
. Kentucky vege _— 9. Market dominated by farmers 
; boy®- our 
Aim to kill, crippling, » 10. Most quoted farm magazine 
without & Peters 
up job, Ask us or Free 
for the facts. 
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Lewis to Walker Vitamin 


Thomas P. Lewis has been)! 
named export manager of Walker 
Vi‘amin Products Inc., Mount 
Vernon, N. Y. He was formerly as- 
sistant of Maltine Pan-American 
Co. and assistant foreign sales 
manager of Chilcott Laboratories. 


Beaudin to Charlop-Fradkin 

L. E. Beaudin Shoe Co., Han- 
over, Pa., manufacturer of Beau 
Tred shoes, has placed its adver- 
tising with Charlop-Fradkin Ad- 
vertising, New York. 


| Christmas Buying to Set New Records: Reiss 


| 2% times as much playhouse items | goods sales which marked the first | 


New York, Oct. 3—All signs, when they go to suppliers, at least 
indicate a record splurge for the smaller, unprotected ones are 
Christmas, Joseph Reiss, Reiss Ad-| getting ready to. Toy makers look 
vertising, predicts in his current | forward to their first billion-dol- 
monthly bulletin to clients. lar year. 

In the toy line, he says “buyers “All along the line the pressure 
seem to have caught the panic of| is to fatten inventories, especially 
consumers with one chain ordering | in soft lines. The decline in soft 


at a crack as were purchased | half of 1950 has 
throughout 1949. If buyers don’t! stopped.” 


have their hats in their hands The inevitable restrictions on 


definitely 


credit and production will hit all | against 


durable goods, especially homes, 
autos, and television sets, Mr. Reiss 
says. 


ws “Seldom before,” he points out, 
“has keen merchandising been so 
important. Aggressive selling of 
new ideas, new styles, at as low 
prices as possible, promises big 
rewards. 

“Although stocks of staples seem 
certain to increase, only a main- 
tenance of turnover can protect 


costly markdowns, for 
competition is stronger than ever. 
Manufacturers with ample stocks 
and slow-moving lines already 
have begun campaigns urging the 
unwary to stock up.” 


To VanSant, Dugdale 


The Second Army has appointed 
VanSant, Dugdale & Co., Balti- 
more, to handle its advertising for 
its next “official” year. Advertis- 
ing, concentrated on Army and 
Army Ait Force recruiting, has 
been started. 


Blair Joins Lamb & Keen 

Jimmy Blair, formerly with 
WCIC, Washington, has joined 
Lamb & Keen, Philadelphia, as 
television director. 


at the St. Clair Hotel 
Artists Guild Club 


for reservations: call 
SUperior 7-3320 


. 
* 


moderator 


Dick Lewis 
moderator 
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U.S. News € World Report 


has now crossed 


the 400,000 mark 


Nima in net paid circulation 
ve 

~ IMPORTANT: 

PEOPLE e 


U.S. News ¢ World Report 
is the only 


major weekly magazine which : 
has doubled its circulation 


since 1945 


More useful to more readers 
More valuable to more advertisers 
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EDWARDS & DEUTSCH 
Kitheoyuyplaing 


CHICAGO 
Producers of Quality Posters for over 50 years 
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AA Reviews Progress in Outdoor Advertising 


Outdoor Association 
Has Stabilized Industry 


OAAA Has Standardized 
Posters, Materials and 
Increased Efficiency 


Cuicaco, Oct. 3—The Outdoor 
Advertising Assn. of America and 
its predecessor outdoor trade as- 
sociations have had four general 
objectives: 

“1. To provide for the American 
business community an efficient 
and economical instrument of dis- 
tributing, merchandising and ad- 
vertising. 

“2. To insure, through stand- 
ardization of practice, facilities 
and structures, a readily available 
and flexible scientific advertising 
medium. 

“3. To conduct the business with 
due consideration of the public 
interest and welfare. 

“4. To advance the common in- 
terests of those engaged in the 
business of advertising.” 


ws Though the objectives have 
been phrased in various ways 
since the International Billposters 
Assn. of North America was 
formed in St. Louis in 1872, the 
IBANA’s and its successors’ ac- 
tivities have been instrumental in 
creating acceptance for the out- 
door medium. 


Today, in the four-story building 


(completed in 1948) at 24 W. Erie 
St., the association’s four depart- 
ments operate in support of the 
objectives. 

The research and development 
department is concerned with 
standardization and improvements, 
the public policy department han- 
dles assignments in its field and 
the business development depart- 
ment creates sales aids and copy 
ideas for members engaged in sell- 
ing local accounts, and also com 
piles case histories. 

The general administrative de- 
partment handles administration 
and supervises the publications 
division and other activities of the 
organization. 


® The Outdoor Advertising Assn. 
of America also has supported the 
establishment of independent or- 
Zanizations for the purpose of 
building the outdoor medium. 

In Atlantic City in March, 1931, 
six yearseafter the OAAA adopted 
its present name, the association’s 
board of directors heard a report 
from a special committee appoint- 
ed the previous year. 


and trade at Harvard University 
‘in 1931. 


a The project was sponsored 
jointly by the Assn. of National 
Advertisers, the American Assn. 
of Advertising Agencies and the 
OAAA. In 1933, as a result of the 
findings of the Harvard project, 
the Traffic Audit Bureau was 
formed. 

Purpose of the Traffic Audit 


(Continued on Page 41) 


NOAB ‘50 Volume 
Up 11-12% From 
That of Year Ago 


New York, Oct. 4—While na- 
tional volume in outdoor adver- 
tising was rising to a record $83,- 
000,000, (according to OAI esti- 
mate) other facets of the outdoor 
business reflected the same in- 
crease. 

The National Outdoor Advertis- 
ing Bureau, that unique coopera- 


(Continued on Page 48) 
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Outdoor Has Record 
Year; ‘51 Even Better 


National Volume Sets 
Peak at $83,000,000; 
New Users Appearing 


New York, Oct. 5—Outdoor ad- 
vertising volume is at an all-time 
high. 

In 1950, national volume alone 
will be more than $83,000,000. Tra- 
|ditionally, national volume runs 
about 70% of the industry’s total, 
and on this basis total outdoor ad- 


As a result of the report and the 
Atlantic City meeting, Outdoor Ad. | 
vertising Inc. was established as | 
a sales and promotion agency for 
the medium in the national field. 
OAI is owned by plant operators 
and is supported by the payment 
by plant operators of a 5% fee on 
their national advertising billing. 

For many years prior to the 
1930s, disputes had arisen between 
advertisers or agencies and out- 
door plant operators over the “cir- 
culation” of outdoor posters. In- 
itial attempts to solve the problem 
culminated in a research project on 


| BEST ART OF THE YEAR—Winners of the three top awards in 
Pp and Exhibit of Outdoor Adver- 
| tising Art, sponsored by the Art Directors Club of Chicago, are 
| shown here. At top, the gold medal winner, a Ford poster by 
| Walter Wilkinson, produced by U. S. Printing & Litho Co. Agen- 
the relationship between traffic | cy is J. Walter Thompson Co., Wallace W. Elton, art director. In 


the 1950 National C titi 


Drive a FORD and 
FEEL the difference 


is the third award, 


nats 


painted for Coca-Cola by Lyman Simpson 


and produced by Gugler Litho Co. Agency is D’Arcy Advertis- 
ing Co., with Wilbur Smart the art director. 


. . 
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vertising for 1950 should be in the 
neighborhood of $118,000,000. 

Further, 1951 looks even better. 
Commitments (sure gauge in the 
outdoor field) must be made well 
ahead of time, and Kerwin H. Ful- 
ton, president of Outdoor Adver- 
tising Inc., told AA that commit- 
ments are now running 10% ahead 
of last year’s record rate. 

Mr. Fulton emphasized that this 
gain was being made while busi- 
ness as a whole has been nervous 
about the future. Further, OAI’s 
determined drive on certain classi- 
fications has very nearly leveled 
off the three winter months, which 
used to represent a valley. Kleenex 


_|was one of the products OAI sold 


on outdoor’s use during the winter, 
and Kleenex is now a year-round 
user of the medium. 

OAI, which has the unique 
function of selling and promoting 
the medium to national advertisers 
and agencies, is in a unique posi- 
tion to see what’s happening in the 
business. 

First, how does the record 
$83,000,000 national volume break 
down? 

The leading classification is still 
automotive, longtime outdoor 
leader. Autos, gas and oil, tires- 
batteries-accessories, etc., still ac- 
count for 38% of outdoor volume. 

Next is beverages. Soft drinks, 
beer, wine and liquor account for 
29% of outdoor national expen- 
ditures. 

Third is food, a fast-growing 
classification, which in 1950 rep- 
resented 19% of outdoor volume. 

Other classifications (cigarets, 
appliances, etc.) account for 14%. 


@ These are national classifica- 
tions; outdoor advertising is used 
locally by utilities, department 
stores, theaters, bakeries, banks 
and dairies, and many others. 

In 1950, many a top national ad- 
vertiser used posters. Such com- 
panies as Chevrolet, Ford and 
Standard Oil; Kellogg Co. and 
Heinz, Coca-Cola and Wrigley 
were present as usual. 

Also, in 1950, there appeared 
such relatively new users as Philip 
Morris & Co. (which launched a 
test drive in New England); Proc- 
ter & Gamble, which went strongly 
into outdoor for the introduction of 
Cheer in the Syracuse and Kansas 
City areas; Campbell’s tomato 
soup, and Lever Bros.’ Lux. 


s Behind outdoor’s boom are sev- 
eral basic factors. These are some 
of those detected by OAT: 

1. An increased number of cars, 
meaning greater outdoor circula- 
tion; coupled with this, a steady 
trend to self-service stores and 
bigger supermarkets, with parking 
facilities. This means people travel 
farther to shop, and are exposed 
to more outdoor advertising. 

2. Record employment, with a 


consequent mass of people shut- 
the center is the second award, painted for Atlas Supply Co. 


by Nick Hufford and produced by Continental Litho Co. McCann- 
Erickson is the agency, Herbert Noxon, art director. At bottom 


tling to and from work, and more 
money to buy; a growing tendency 
to outdoor recreation — tourist 
travel, motels, cabins— all point 

(Continued on Page 44) 
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LYNCHBURG 


VIRGINIA’S 


TH 


LARGEST 
METROPOLITAN 


ARKET 


It has .05 of the Nation's 
population and .05 of its 


retail sales! 


Lynchburg is an ideal 
market for a poster cam- 
paign and a must for the 


national advertiser. 


Outdoor Advertising cov- 
ers this market best and 
most economically. Write 
for details on how we 
merchandise your prod- 
uct and help you get the 
most results for your 
product out of this 
BOOMING MARKET. 


We service Central Virginia — 
Lynchburg and sixteen towns. 


VIRGINIA 
OUTDOOR 


ADVERTISING CO. 
INC, 


| dort put a cold. 


in your pocket 


THE NOSE THAT GLOWS—AIll copy on this black light bulletin for Kleenex is painted 

in fluorescent colors, while the background is done in regular flat black paint. To 

dramatize the “don’t put a cold” theme, the large nose on the illustration is 

painted red. Although the red is noticeable by daylight, it is at night under black 

light that a dramatic glowing red effect is achieved. The box of Kleenex tissues, 

although really flat, has been given a three-dimensional effect by making it 
jut out beyond the end of the bulletin. 


Black Light Displays Increase; 
Biggest Development Since Neon 


Cuicaco, Oct. 4—Black light 
painted bulletins have become the 
biggest thing in outdoor advertis- 
ing since the advent of Neon light- 
ing some 25 years ago. 

Despite the newness—the first 
black light bulletins dating back 
to early 1949—the use of black 
light displays has spread rapidly 
throughout the U. S., and even in- 
to some foreign countries. Al- 
though the exact number of black 
light bulletins in use is not known, 
estimates range from 700 to 1,000 
installations in the U. S. alone. 

What is black light, and what 
are some of the factors that ac- 
count for its rapid growth? 

Black light bulletins make use of 
oil-base paints which have been 
mixed with specially ground 
chemicals that absorb invisible 
near-ultra-violet radiations. When 
these paint mixtures are placed 
under a black light, they glow, or 
fluoresce, providing an unusual 
and colorful effect. 


s Under normal illumination, or 
daylight, the black light bulletins 
appear to be the same as any other 
painted bulletin. At night, how- 
ever, when they are exposed to 
black light, they can be made to 
look completely different. 

When first introduced, black 
light displays presented some 
problems. First was the inability 
to develop fluorescent paints that 
were weather-resistant. Standard 
repainting time for regular out- 
door bulletins is usually four 
months, but the first fluorescent 
paints developed, in many cases, 
wouldn’t last even four weeks. 

Fading of the paints has been 
overcome, to a great extent, and 
Lawter Chemicals Inc., Chicago, 
which furnishes most of the paints 
used on black light displays, cur- 
rently offers 12 different colors 
which it claims are weather-proof 
and fade-resistant for from four 
to six months. 


ws These paints, which the com- 
pany calls Luva-Lite (Luva for 
Lawter’s Ultra-Violet), come in 
invisible green, lemon yellow, two 
shades of white, medium orange, 
aqua green, bright green, deep red, 
blue, light blue, flesh and invisible 
red. They range in brightness in 
order shown, invisible green being 
the brightest and invisible red the 
least bright. Cost of the paints is 
from $30 to $50 a gallon. 

The “invisible” colors are so 
named because they are neutral, or 
near-white, in daylight or under 
incandescent light, but take on a 
color glow under black light. By 
blending them in with non-fluor- 
escent background colors, hidden 
messages can be used, which can 
be seen only under black light. 

Still another early problem ex- 
perienced in the development of 
black light displays was the high 
cost of mercury vapor spotlight- 
type black lights. This was over- 
come by the development of tubu- 


lar fluorescent type black lights 
which shine through ultra-violet 
filters. Usually eight of these units 
are installed on a 40-foot painted 
bulletin. Cost of the units averages 
about $35 each, not including in- 
stallation. 


= Some of the problems concern- 
ing black light displays that still 
are to be solved: 

1. Training display painters in 
the proper techniques for mixing 
and applying fluorescent paints. 
The effectiveness of the paints 
under black light depends to a 
great extent on the proper ap- 
plication by the painter. Two coats 
are recommended when fluores- 
cent paints are used. 

2. Developing good copy ideas 
and design. Much of the unique- 
ness of black light displays comes 
from the ability to contrast colors, 
make hidden messages appear, and 
give the effect of animation. These 
effects can only be achieved by 
proper design, so that in daylight 
fluorescent and non-fluorescent 
paints blend, while under black 
light they present a sharp con- 
trast, and significant portions of 


the display seem to “jump out” of. 


the bulletin. 


ws The best three-dimensional ef- 
fects under black light are pro- 
duced when the more brilliant 
fluorescent colors are used on 
dark-toned, non-fluorescent back- 
ground colors. The illusion of 
depth can be heightened by shad- 
ing over portions of the fluorescent 
areas with non-fluorescent paints. 

Most black light displays are 
lighted alternately by black light 
and regular incandescent light. 


Advertising Age, October 9, 195) 


was the inability to demonstratg 
to prospective advertisers how thé 
displays would look. To overcome 
this, Lawter Chemicals developed 
a kit containing ten bottles of 
fluorescent water-color paints ig 
ten different shades, and a sma 
six-watt black light. ; 

With the kit miniature displays 
can be painted and then showy 
under the black light, so that @ 
prospective user can visualize what 
the actual bulletin will look like 
To date the company has distrib- 


FLUORESCENT BACKGROUND—This RCA Victor black light bulletin on Chicago's 

Outer Drive has a background painted in fluorescent lemon yellow. Copy and the 

heads of the three people watching the TV screen are done in different colors of 

regular paint and show up black against the fluorescent yellow background under 

black light. Characters and copy on the TV set screen also are painted in fluorescent 
colors. 


Actually, the black light is kept 
burning all the time, while the 
regular light is operated by a 
flashing mechanism. When the reg- 
ular light flashes on, the display 
has the same appearance it does in 
daylight, but when the regular 
light flashes off the full value of 
the fluorescence is brought out. 


# In selecting locations for black 
light displays, particular attention 
must be paid to the amount of ex- 
traneous light in the area. If too 
much regular light is thrown on 
the face of the black light bulle- 
tin, it will lose some of its effec- 
tiveness. Where it is not possible 
to eliminate excess light in a cer- 
tain location, outdoor advertising 
companies recommend using only 
the brightest fluorescent paints. 
Another difficulty faced by 
black light proponents in the early 
stages of black light development 


uted about 5,000 kits to artists and 
art departments of outdoor ad- 
vertising companies, advertising 
agencies and advertisers. Price; 
about $19. 


Phillips to Consolidated 


Hudson Phillips, an associate of 
H. A. Bruno & Associates, New 
York, has been appointed director 
of public relations for Consolidated 
Vultee Aircraft Corp., San Diego, 
Cal. He has been acting director 
since mid-June. Before joining 
Bruno, which handles the Convair 
account, Mr. Phillips was a finan- 


cial writer for the Associated Press 


in New York. 


Aldred to Ashley & Crippen 


Joel Aldred, formerly an an- 
nouncer with Canadian Broad- 
casting Corp., Toronto, has been 
appointed sales representative of 
the motion picture division of Ash- 
ley & Crippen, Toronto. 


in Seattle. 


Sales representatives: 


New York and Chicago 


FOR MODERN TRENDS IN OUTDOOR ADVERTISING 


A combination of black light, third dimension and futuristic 
structure, against a landscaped background was effectively de- 
veloped in this new paint display for Northern Pacific Railway 


ee. 
Sunset Outdoor Advertising Co. 
1015 Eastlake Ave., Seattle, Washington 
SEATTLE - TACOMA - EVERETT - BELLINGHAM - ABERDEEN - HOQUIAM - OLYMPIA 


*’ 
The Finest in 


GEORGE THOMPSON & ASSOCIATES 
JACK DUKER, San Francisco 


a ee 


Poster and Bulletin Advertising 


Member of 
THE STANDARD GROUP 
of Outdoor Advertising 

Companies 
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Executive Offices: Cincinnati 12, Ohio * Sales Offices in Principal Cities * PLANTS: Baltimore, Md. + Cincinnati, O. «+ 


Photograph by YLLA 


TO REACH FOR YOUR PRODUCT 


CREATED BY U-S FYVEOMATIC SALES APPEAL 


EYE-O-MATIC design and color reproduction add sight and touch appeal to your 
Labels ... Wrappers . . . Folding Cartons . . . Displays... Posters... Calendars . . . 
Advertising Literature. Write for examples applicable to your business. 


THE UNITED STATES PRINTING 
AND LITHOGRAPH COMPANY 


* Mineola, N.Y. + Redwood City, Cal. + St. Charles, Ill. 
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EYVEOMATIC 


Sales Appeal 
adds sales impact to the 
merchandising of automobiles — 
appliances—ice cream mix— 


— 


cigars—and hundreds of other 
highly competitive products 


7 


All U-S merchandising planning, creative designing and color reproduction 
are focused on one objective—to automatically register sales impressions 
on the eye. Every U-S job is designed to utilize fully the eye appeal of 
color to help clinch the sale where sales are made—at the retail level. 
U-S facilities are geared to produce packaging and advertising materials 
with the EYE-O-MATIC sales appeal needed in today’s competitive markets. 
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FRESHER SMOKES—Revolutionary new Bayuk ‘‘Phillies” 
Cigar pack triple seals cigars for fresher smoking. Cello- 
phane seals each individual cigar, then each carton of 
five cigars and finally each pack of five cartons, 25 cigars 
in all. U-S produces carton and 5 pack display container 
which effectively merchandises this new idea in cigar 
packaging and multiplies unit sales many times over. 


GORGEOUS! WONDERFUL! STUNNING! GREAT! 
Hollywood superlatives and screen personalities combine 
to sell the super qualities of a fine automobile on outdoor 
sters and indoor miniatures produced by U-S for the 
peer lth Division, Ford Motor Company. These 
adjectives describe the fine quality of color work inherent 
in these ahd other U-S produced outdoor and indoor 
poster campaigns. Agency—Kenyon & Eckhardt, Inc. 


EXTRA 
VALUE 


MONSTRATION 


A LABEL PLUS—The novel design of the new Ten- “EXTRA VALUE’’—The theme for these Kelvinator 
B-Low label permits the use of extra area for illus- displays tips off the reason for their production by 
trated recipes. The extended portion of the label U-S. With U-S facilities it is possible to plan a co- 


on which assorted recipes appear wraps around the ordinated display program for a complete line of 
can under the regular label. Homemakers can cut products—achieve a greater degree of effectiveness 
off and file the recipes. The use of labels for and enjoy all the economies and other advantages of 
better merchandising has been pioneered by U-S dealing with one source which assumes undivided 
for many years. responsibility for the final results. 


IMPULSE created by EYE-O-MATIC appeal is dramatized ly ao 

on the reverse side of this page by a U-S lithographic re- esbuiidaeaeatiaians 
roduction of a direct color photograph by YLLA, noted . Coe 

Reagwien-here animal photographer. Eo iene Ses? Sane aig 


A report to advertisers and their agencies by 
UNITED STATES PRINTING AND LITHOGRAPH COMPANY 


eae 
1950 W' 


awarded 
William 


Out 
Stal 
of fl 


(Ci 
Bureau 
tion e 
form o 
field si 
the Au 
for prii 

Althe 
large n 
ed disp! 
World 
man se 
try du: 
reports 
had re 
where 
effectiv 


ain 1 
the Ou 
tion at 
Dame. 
both tl 
sociatio 
OAI, p 
sociatic 
Purp 
maintai 
outdoo1 
and tra 
require 
ing. 
As or 
activiti 
summe: 
employ 
two-we 
held in 
from 8 
one-we 
about { 
instruct 
guest 1 


ein a 
work, t 
ed labc 
anchoré 
publish 
and off 
on pub 

Earli 
indicate 
ganizat; 
formed 
1872. E 
Cincinn 
Toledo, 
organizt 
posters 


@ The | 
posters’ 
ed by t! 
presente 
Among 
commit) 

“That 
each m 
to infor 
same 0: 
sponsib] 
protect 
“That 


es eee ae OE Et Ns Sy ONE Oe ae ie aN be Gena 1 2S Pe ys at cng Teg: SSOP Ae wd ey Re ee PSE Fae RINNE Ne IN eee ue pe tame ee 
4 : Advert 
: : b : i. an 
; ) : ar ‘ ror fem : RS a Sian ere ea eee as eu aa : 
% rea lees : rou i ee ee ia ee a a me Tee © ad le ore 2 Licaied : Rr othe ran, oes =f sees cd Saas ; 
os BRS ON, Taae : eee ed ee . en it ape $ ee a en am 4 ’ e 
a i ae : ‘ : , ane ah: 2 see - ee oe 5h eae: ene ae ee : a 
og iy age : sa 3 te ral ee : FeeeWek & 
‘ oo rea : ae pare ah: Se ett 
| . ane ee ee | 
is | (Cc uv “a ; 
| . Hf or ey aA a gs 
. _ & S\ . 7 - 3 
; aie a ; ° es a y ; q 
pie : ie 2 ; : 5 
sae ; iS i ie 4, 
5 ‘ mb pala a . pew ah 
} : 7 
max” r 
a ‘ ‘ 7 ee 
ae oo 
i, A e oe 
| a — - iene 
ei | ei * 
| & 4 oe Seutt 
o ’ “ “ | 
\ s 
-* i, ~ é 
ors ‘ 
; | 
wi 
j 
re -s>)), Bus 
| A ) Oa a r ‘ oe ice 
. a oF a ame A i peed a Me SoMa ot Loa e ; OSHS AE na te ea 
ae ~~ yh Mehinatonr — Oe Pics nie ‘ $r BO Oe eb a a 
; ~ me , ae Tyireetcs he ee en ; : : . ; “F ee Pas ‘ eres NG. Mea 
fy ne os 7 me - * a Qa 7 ss pl aaa ee rt a he es mer” i as 
i go i oe Bs . eee. 45/2398 i ie : " Bees eae 
sth eee byte = ee P eee ee ‘ og Te le aa ae 
rel Ic ae wae ae Lenk S ie ieee ~ G@ethkebrmaton ers 
a aie ‘N Ti cigeeeetl J 7 ; Leg Bu ' eee et mo ae tt HOW To Ger MOST © MONEY “worm ‘ gs Maretes 
a —e + ; ware Lae cy = ‘ a ake 4 7 . a ad a eS ek ee q “S jontaT maw AFL HS . PRIOERATORS k Pea 
os . a Fe : ow ; non = Mi ¢.> ; ape ‘ s, 4 nee: 
a Tn & < MmaBI, : _ SOIR bs A : » Se SE oF : i Gi ”y ne te he ‘es p, = ' Ld ¥ Gus the ee ee 
. ; P —_ ee ais 
iy tee uae = . ; 7 C ~ -‘ ‘ Ne . <> ee Pane, | —awenh el * SPACE HES oote 
er * “| fae » , es or: =  ) a ~* ped > Fh 4a = e* y ee 
ay Far a : : ” “ > Pr , y = f) a5 y jmo ——-, 7 . 
— wie _ fj <3 oo —=— 7 ‘Zi 
: on # 7A ' 7 Bs : cm | ——— Bos FE 
ste pal & ‘Re — ~~. “ ape « x , 
7 i ‘ f han 40928" cy, : ° a “ f - = it : - ~ a 
a Se en Se ee” $ £ —- .. ‘ 
. . - of e? Ss Sa a . ‘Te ? ya i} ; 4 
‘ wal Se ef SoS iS 2" . ~ »*~ alll 
—6>— + 2a = ‘ oe 2 waare Ee 
; : taal v- . , aa ~ 2 o y wr some j 
‘ : is © tee ies / <a ee te ~ ° z a “ : ; * Loman o 
: _ ie _ & _— morn + si Ys | } ah 
ai e 7 Ne to a aS ill . i iw, 7 —eecce = i Rega i ~-; eee . ; ae 
~, “ . rer ah eS Ey 4 Sapaeaty, orn co rn an : : Pe 
-- ‘ .*? - Ye, ‘ fe a alee , : , Sei a —m=-e Fa] ey a i ae ache ; 
ee oe ‘ ual See te eee fe Pees pose | ae ee oe a a 
ee me re ; en x" i , Siva 4 & a et aes Dade | 
vi “ pera ~ a. ie a aes ae a _ 7 ee a oe NCTE eS j 
, — - 2 - 7 Es sat . E i A 2 | 
Ses Sten. ~ ' | : 
gsi oe ne Oe ae a* * . 
F i / 
ee 
ee | 
ee 
Fane 
pa 
te 
oa 
ae = oc 
ae er 4 bi : geet; ? 
Seek: pe Soak 5 PT yay a, aa . * [Ee a aE, oe al ee y ee 
vs ree . Parca Adee: . a ey 
a ‘ / o ee Rf ; : te 
ic sl : hg if ; tt pa 
mm  pHILl Ghh he . 
ae . ’ pon ve : : : 
ees . 
a a ae re 
ny Se sealed . «hi f ’ 
ae, content" 5 sored y BM ' f 
ie | the ow t a P 
Ss 1 ‘x ; > im | ® i qj. é 
es 4 er t li Pe P 
a> i “y $ , ; j ; 
bi + : ee 
7 » 2 rs | é ae 
Se NS = a Se * ; 7 - Pi 
Ree Sek Ae fs | | 3 
é; Sa: = hy Y tio oy Xx, ie ts - P | ; Sk oat 
FS ee ek ms . a Ame 
So, Sh ee a Ss ’——~—Pe eee 
SRR es ee 
by ee ee Re “« “gt Se 
; epee ae ae 
See oe < See 
ce Ru Snaged 5 es SA gee PS Bee 3." 
oe a a Se aa a He 
= Res JERS RR ET RR a ra eee eae a Sear. ees 
at gh a oes Ss a AGES ae ohn Ske ees Soe PRE 2 od 
a mae 
Sane i‘ ¥ : ‘ * ‘ ‘ ; . : " ‘ 3 aes Bee tie 
AE i Sk i es ble i ae ee ee i eu ee ee Pas OEIC a A nee mere ek oka, ae See eee se oO Smarr TNS, =, SU ameRE eae Tal de Tg ie i mae Dee tele coi geal od cr 
i Mibeiio. bide pale CPN a eee aie i ae om Se dee ie eee mn Lr mn rim) erreur emer ty cee FO ITN a eee ne a ee ergy ree) Oe PU hg eRe ye SOME k= 
Ns SO es eee eT ee me RE on een Re eae ; 


| 
| 


. adie es 


eae. 


1950 WINNER—This poster won the Kerwin H. Fulton Medal, 
awarded annually by the Art Directors Club of New York. 
William Allured was the artist, William Strasser the art director, 
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BECAUSE THEYRE Bias Built $ : 


J. Walter Thompson Co. the agency, and Gugler Litho Co. the 
producer. The award was established by the 


in 1934. 
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Outdoor Ad Assn. 
Stabilizes Work 
of the Industry 


(Continued from Page 37) 
Bureau was to conduct circula- 
tion evaluation studies and per- 
form other services in the outdoor 
field similar to those supplied by 
the Audit Bureau of Circulations 
for printed media. 

Although the TAB had audited a 
large number of poster and paint- 
ed display plants before the start of 
World War II, it performed yeo- 
man service to the outdoor indus- 
try during the war in offsetting 
reports that wartime restrictions 
had reduced traffic to the point 
where outdoor displays were in- 
effective. 


a In 1941, the OAAA established 
the Outdoor Advertising Founda- 
tion at the University of Notre 
Dame. Funds were contributed by 
both the national and state as- 
sociations, regional councils, the 
OAI, poster lithographers and as- 
sociation members. 

Purpose of the foundation is to 
maintain a central library on the 
outdoor medium, conduct research, 
and train students in the use and 
requirements of outdoor advertis- 
ing. 

As one phase of the foundation’s 
activities, it has conducted special 
summer classes for sons and male 
employes of plant operators. The 
two-week courses, which were 
held in 1947 and 1948, enrolled 
from 80 to 95 each year, and the 
one-week course this year enrolled 
about 80 students, who received 
instruction from 43 instructors and 
guest lecturers. 


# In addition to its instructional 
work, the foundation has conduct- 
ed laboratory and field tests on 
anchorage of cantilever structures; 
published an accounting manual 
and offered counsel to the OAAA 
on public policy matters. 

Earliest authenticated records 
indicate that the first national or- 
ganization in the outdoor field was 
formed in St. Louis, in August, 
1872. Eleven men, from Detroit, 
Cincinnati, St. Louis, Providence, 
Toledo, Chicago and Kansas City, 


organized the International Bill-| 3 


posters Assn. of North America. 


® The problems faced by the “bill 
posters” of that day were suggest- 
ed by the resolutions adopted and 
presented at that first meeting. 
Among them were these solemn 
commitments: 


the malicious covering of bills, to 
gratify private animosity of op- 
posing bill posters, and that we 
will endorse no bill poster guilty 


of this offense; and that the mem- 
bers of this association will use all 
legal means to bring bill posters 


guilty of the same to justice. 


“That a uniform scale of prices 
for bill posting would be benefi- 
cial to the trade.” 


es According to records compiled 
by E. Allen Frost, OAAA counsel, 
in 1939 and published in “Out- 
door Advertising, Its Genesis, De- 
velopment and Place in American 
Life,” a year after IBANA was 
formed there were 23 additional 
members. 

By 1877, six state associations 
had been formed. By 1884, the 
membership had increased to 75. 
But within a few years, the as- 
sociation “fell into decay and a 
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few years later became a memory 
of the past.” 

Several of the state associations 
continued, however, and in 1891 
these associations, plus 15 operat- 
ing companies, organized the As- 
sociated Bill Posters Assn. of the 
U. S. and Canada, It was this or- 
ganization which eventually be- 
came the OAAA. 


@ Prior to the organization of 
trade associations in the outdoor 
industry, the life of “bill posters” 
was somewhat hectic. No bill post- 
er could give his “client” assur- 
ance that any poster stuck up on 


service in a 


231 S. LaSalle St. 


Cotton Bulletins Associates 
Offers CHICAGO experience and 


@ A FEW GOOD LOCATIONS AVAILABLE @ 


new setting 
Cotton Robbins 


FR. 2-0575 


ny 
DRIVE! 


ON EVERY MAJOR HIGHWAY in the Pacific 
Greyhound Lines’ territory these striking signs 
carry the Greyhound sales message 


motoring public. 


Go GREYHOUND 
and RELAX». > 


to the 


AS NIGHT FALLS, “Scotchlite” Reflective Sheeting makes the Greyhound dog, slogan and coach 


leap into glowing brilliance in the headlight beams of every passing car. Impact is terrific! 


“The public’s reaction to our signs made with 
‘SCOTCHLITE’ Sheeting has been spontaneous and gratifying” 


Says F. W. Ackerman, President, 
Pacific Greyhound Lines 


“‘We have received many favorable comments on 
these sparkling reflectorized signs from our drivers, 
our agents and, most important, from the public,” 


writes Mr Ackerman. 
Advertisers everywhere 


are discovering the deep, 


lasting impact of signs made with flashing ““SCOTCH- 
LITE” Reflective Sheeting They present your sales 
message with an arresting brilliance no other sign ma- 
terial can match, bring forth spontaneous comments 
wherever they’re erected. Colors are vivid; impact is 
dramatic. And the impression made by these sparkling 
signs means extra sales every time! 


NO LOST AUDIENCE during nighttime hours . 
of “Scotchlite” Reflective Sheeting means “ 


the eye-catching brilliance 
insured readership’”’ for your 


displays Colors are deep and vivid by day, bright and glowing at night! 


WW. 


REG. U.S. PAT OFF 


Score ure 


REFLECTORIZED LETTERING and emblems on 
fleet units mean round-the-clock advertising, 
good public relations and extra safety for 
vehicles and drivers. “‘Scotchlite” Reflective 
Sheeting is easy to cut and apply, adheres 


TRADEMARKS and pictures of products can 
be reproduced in their original colors! With 
“Scotchlite” Flat-Top Sheeting and Transpar- 
ent Process Paints you can paint multi-colored 
reflecting messages on a single base color of 
reflective sheeting! 


WRITE FOR DETAILS of how this new sheeting 


“That it shall be the duty of 
each member of this association 
to inform other members of the 
Same of all delinquents or irre- 
Sponsible parties, that they may 
Protect themselves against loss. 

“That this association deprecate 


” 


can give your signs the “insured readership 
that has meant bigger returns for enthusiastic 
advertisers all over the country. Address Dept. 
AA-105, Minnesota Mining & Mfg. Co., 
firmly to bare metal or painted s Paul 6, Minn. 


Made in U.S.A. by MINNESOTA MINING & MFG. CO., St. Paul 6, Minn., also makers of “Scotch”’ Brand Pressure-sensitive Tapes, “Scotch” Sound Recording 
Tape, ‘‘Underseal’’ Rubberized Coating, “Safety-Walk” Non-Slip Surfacing, ‘“3M’’ Abrasives, ‘“3M’’ Adhesives. 
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walls would remain there for any 
particular period. Frequently a 
rival bill poster would cover a 
given poster minutes after it had 
been put up. Often a bill poster 
would cover his own posters. 

Primary reason for this state of 
affairs was the fact that posters of 
various sizes had to be attached to 
walls, ash cans, board fences, 
buildings, barns and anything else 
which could carry such a poster. 

It was only logical, however, 
that bill posters eventually would 
realize the importance of arrang- 
ing for locations with owners so 
that advertisers could be assured 
the posters would be exposed for 
fixed periods. 


ws When such assurance could be 
given, volume increased. More and 
better locations were sought. Since 
barns, building walls and fences 
were not always located in the 
best position, eventually bill post- 
ers began to build their own struc- 
tures, which for many years were 
known as “fences.” 

At an early date, the show bill 
printers and lithographers stand- 
ardized their product in terms of 
sheets, which were 28x41”, less 
allowances for overlap. 

Show bills and posters could be 
four sheets high and one sheet 
long, although many were com- 
posed of eight sheets, 12 sheets, 
16 sheets or 24 sheets. In time, the 
24-sheet poster became the stand- 
ard; white borders were added to 
set off each poster from others 
in the same location, and sheet 
steel panels were used in place of 
wood boards. 


s Throughout the early history of 
the outdoor industry, with its in- 
tensive competition, the associa- 
tion played an important role in 
standardizing outdoor displays and 
establishing a code of ethics among 
its members. 

In 1897, the Associated Bill Post- 
ers Assn. of the U. S. and Canada 
became the Associated Bill Post- 
ers of the U. S. and Canada. A 
year earlier, however, a rival or- 
ganization known as the Inter- 
State Bill Poster Protective Assn. 
had been established. This organ- 
ization rapidly added members and 
soon changed its name to the In- 
ternational Bill Posting Assn. Be- 
fore 1900, however, many of its 
members joined the OAAA’s 
predecessor organization. 


ws The remaining members of the 
International Bill Posting Assn. 
changed the name in 1899 to the 
International Distributors Assn. of 
the U. S. and Canada, and put the 
distribution of merchandise sam- 
ples from house to house on a com- 
mercial basis. The group flour- 
ished. 

In i906 the two organizations 
merged, under the name of-As- 
sociated Bill Posters & Distributors 
of the U. S. and Canada. Also in- 
volved in the merger were the As- 
sociated Bill Posters Protective Co. 
and the Billposter & Display Ad- 
vertising Publishing Co. 

The new organization stepped 
up its promotion of the medium; 
increased the number of salesmen 
or “official solicitors’; pushed 
through a controversial classifica- 
tion and grading of its members’ 
poster plants and, by 1910, had 
worked out charts showing the 
number of locations necessary to 
give an advertiser “coverage” in 
the various cities. 


# As rate differentials were es- 
tablished and the idea of “show- 
ings” and coverage won accept- 
ance, advertisers devoted more at- 
tention to the medium. 

By 1912, advertising posters had 
supplanted advertising bills. Art 
work and lithography had im- 
proved and posters had become an 
accepted advertising medium. The 
trend toward a 24-sheet poster was 
evident, although 68-sheet, 12- 
sheet and 16-sheet posters still 


were in demand. 

In that same year, partly be- 
cause of the unsavory implica- 
tions of the word “billposting,” the 
organization changed its name to 
Poster Advertising Assn. Inc. Dis- 
tributing was discontinued as part 
of the national service. 


a The Poster Advertising Assn. 
members spent more than $100,- 
000 in inspecting and classifying 


the 3,000 member plants, and an- 
other $1,000,000 in rebuilding | 


plants using steel posting surfaces 
in place of the wooden billboards, 
according to E. Allen Frost. 

The increased use of automobiles 
was in part responsible for the 
growth of the medium. But the as- 
sociation itself also undertook an 
educational program. Members 
displayed a series of posters on the 
Nativity, the life of Gen. Grant, 
the Boy Scouts and several on the 
theme “go to church.” This public 
service activity was an important 
factor in increasing the prestige 


of the outdoor industry. 

In 1916, when the Landis de- 
cree resulted in the discontinuance 
of solicitorship licenses, Poster Ad- 
vertising Co. was formed by a 
group of the solicitors who agreed 
to sell advertisers on outdoor ap- 
propriations in competition with 
the general agencies. 


= About the same time, a number 
of agencies formed the National 
Outdoor Advertising Bureau, to 
place the business of NOAB mem- 
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ber agencies with plant operators, 
In 1918, NOAB made arrange- 
ments with the Thomas Cusack 
Co., a large operator, to place 
NOAB business with plant opera- 
tors. 

In 1925, Poster Advertising Assn, 
and the Painted Outdoor Adver- 
tising Assn. merged and adopted 
the name Outdoor Advertising 
Assn. of America. In the same 
year, General Outdoor Advertis- 
ing Co. was organized and took 
over the placing of NOAB busi- 


* Adivator. GOA’s exclusive new power source 


for Motion Bulletins. The Adivator is the first 


standardized motion device. It’s designed to give 


three different types of motion to any bulletin. 
Long-lasting. Easy to install, maintain. 


Here product use is demonstrated by slices 
of bread falling from loaf to plate. It’s sim- 
ple, realistic . .. and because it moves, it’s sure 
to command attention everywhere! GOA’s 
new Adivator* motor is designed to provide 
three different kinds of motion to any painted 
bulletin. It gives you 18 hours of trouble- 
free action, day and night! 
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Drs, ness, as well as handling the direct ; general advertising agencies. OAI, mutual problems of specifications | tacks on outdoor advertising. after the war, national advertisers 
ven sales of Poster Advertising Co. was organized in the same year to| and standards in posters. 5. OAAA members during the| contributed 1,000,011 posters or 
ck In 1930, as a result of the Mack) handle national sales and promo-| 3. The association has worked| past years have consistently sup-| Painted bulletins in support of 
ace decree, General Outdoor Adver- tion. with manufacturers of lighting| ported public service campaigns| public service campaigns; local ad- 
ra-§ tising Co. discontinued national ? equipment, time switches, paint,!and made available thousands of| vertisers contributed 502,406, and 
sales and the NOAB again began| # Since that time, the OAAA has| brushes, adhesives and other items| posters for the display of War|the outdoor advertising industry 
sn. to place its member agencies’ busi- | worked continuously in pursuit of| used in the outdoor industry to| Bond, safety, Red Cross and other| contributed 384,150. 
er- ness directly with the plant op-| its four objectives. Typical are the | make such supplies and equipment messages. From January through 
teqf erators involved. __ | following activities: flexible and readily available. July, 1950, for example, various| ® The association had planned to 
ing Partly because of the drop in| 1. The “Loewy design” gray| 4.OAAA members and state as-| public service campaigns utilized| hold its annual convention this 
me national outdoor ad volume from| trim panel was adopted as stand-| sociations have found it necessary | 58,137 posters, and space was val-| year on Sept. 18, but postponed 
‘is-§ $50,000,000 in 1927 to a low of] ard in 1946. to be alert to proposals for legisla-| ued at $896,255. the meeting indefinitely, according 
0k f $22,000,000 in 1931, the association| 2. The OAAA and poster litho-| tive restrictions on the medium,| 6. Between Dec. 7, 1941, and the| to a letter from D. W. Vander- 
si- adopted a policy of recognition of| graphers have cooperated to solve | elimination of posters or other at-' end of the Victory Loan Drive | water, because: 


1. Members should not be taken 
from their home cities at a time 
when the crisis brought on by the 
Korean conflict might create sud- 
den emergencies. 

2. “The headquarters staff 
should not be occupied with con- 
vention arrangements at a time 
when all their services may be re- 
quired” to prepare materials to be 
used in the government’s suit 
against the association and Gener- 
al Outdoor Advertising Inc. (AA, 
June 30). 

Chicago federal court has set 
Nov. 6 as the deadline for OAAA 
and GOA to file answers to the 
government suit charging them 
with anti-trust activities. 


‘Cleverness’ in 
Outdoor Posters 
Scorned by Weir 


New York, Oct. 4—Walter Weir, 
president of the agency bearing 
his name, yesterday decried the 


TSPECTACULAR LOW COSTS ere leverne" in coy an de 


He conceded that clever posters 
attain a high reading, but insisted ie 
they do nothing for the advertiser’s nate 


‘ Ae a \ au " cash register. 
> 9 aa Cs ane i Re a The true function of a poster, 
| wy = on he declared, is not to move the 
5 Mane Sp ees public to say, “Wasn’t that a clever 


poster,” but rather to get across 
the product’s salient selling point 
and cause people to remember the 
product. 

Mr. Weir also rejected the idea 
that outdoor is simply a reminder 
medium. “Posters are the perfect 
outdoor showroom,” he said. “If 


/ 
: 


GOA black light painted bulletins have 
proved sure-fire “black magic’ in building 

sales wherever they’ve been shown! For the fo SP Enriched ‘ap i advertisers will think of them not 
black light technique as developed by GOA os * a: : hi Ti p =-TO p : , P uiee calien, Gar ale sonal 
lends itself to any product or service. You an P” *. jg Better Bread vee ree 
can be sure of catching and holding attention 
. . . making an impression on your custom- 


ers that will last! 


a The only time cleverness is 
okay, in his view, is when the ob- 
jective is improved public relations 
and not increased sales. 

Before an advertiser goes into 
the outdoor field, Mr. Weir said, 
he should find out the one major 
reason why the public buys his 
product. Then he should sum this 
reason up in ten words or less, 
thus coming up with a perfect 
poster caption. “If people are to 
lean toward one particular prod- 
uct,” he said, “the advertiser must 
plug one selling idea that can be 
given repetition.” 


GOA has long led the field in the development of new He also advised that poster il- 

techniques . . . working out new ways to put the latest lactantinns Se as true te Hie a0 pee 
nical ad 5 , sible. Selling a product is a real- 

technical advances to work selling for you! Your GOA istic transaction,” he explained. 


representative can show you many ingenious ideas 
based on the newest developments. Black Light, Mo- 
tion, Three-Dimensional, Cut-out and Lighted Lettering 
. .. all these techniques and combinations can be used 
to give your advertising spectacular sales impact! And 
these GOA special treatment bulletins will fit the most 
modest advertising budget! 


Toy Council Issues Book 


Toy Guidance Council Inc., New 
York, has announced publication 
of its annual Toy Yearbook, ready 
for distribution Nov. 1. The year- 
book is distributed by 1,200 retail 
toy stores to approximately 3,000- 
000 consumers. It contains 200 
toys selected by authorities in the 
field. Mat service details as well 
as copies of the yearbook may be 
obtained from the Council, 1124 
Broadway, New York. 


‘Vision’ Adds to Statt 


Doris Sanders, formerly promo- 
tion manager of Liberty, and Art 
Whitcomb, previously merchandis- 
ing manager for Time, have joined 
Vision, New York, new Latin 
American news magazine. Miss 
Sanders will be advertising pro- 
motion manager and Mr. Whit- 
comb will work on the advertising 


¥%& Covers 1400 leading cities and towns. sales staff. 


For full information call your nearby GOA branch office today. 
Or write: General Outdoor Advertising Co., 515 S. Loomis St., 
Chicago 7, Illinois. 


General Outdoor Advertising Co. 
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Outdoor Has Record 
Year; ‘51 Even Better 


(Continued from Page 37) 
to more outdoor life. 

3. Improvement of the medium 
— better outdoor structures, im- 
provements in creating attractive 
and better copy; a tendency for 
advertisers to use the medium on 
a long-term basis, with many in 
all year; relative lack of duplica- 
tion, meeting a desire of adver- 
tisers; and moderation in rate 
increases. 


= Technical developments in the 
medium (many of which are cov- 
ered in detail elsewhere in the 
issue) are proceeding. In other 
years, outdoor developed non- 
wrinkle posting and rain-lapped 
posting, improvements which en- 
abled plant operators to better 
their service. In 1950, the major 
advances seem to be Day-Glow 
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MEDAL—This is the Kerwin H. Fulton 

award, given annually in New York for 

outstanding achievement in outdoor ad- 
vertising art. 


and Black Light. 
Day-Glo is a new fluorescent ink, 
giving a brilliant color. It is suit- 


| able only for lettering, but not for 
| the pictorial part of the poster. Its 
application has so far been limited 
to posting, because—in the patois 
of the outdoor business—it is “fugi- 
tive,” it fades after a time, and 
while it retains its original proper- 
ties long enough for a posting, its 
span is too short to be used in paint 
bulletins. 

Black Light is the current dar- 
ling of the industry. Its use has 
been much improved recently. 
Basically, black light is secured 
through the use of fluorescent and 
phosphorescent oil to give painted 
bulletins special night effects. The 
paint is activated by use of mer- 
cury ultraviolet light reflectors. 

Finally, the OAAA developed a 
new panel for posters in the post- 
war period. This panel is now 
coming into general use in many 
parts of the U. S. 


ws Almost no other medium faces 
the challenge of television, adver- 
tising’s billion-dollar baby, with 
the unalloyed confidence of the 


outdoor advertising business. So 


Original Engraving 
by Henry Gugler 


Fine Craftsmanship 


since 1883 


GUGLER LITHOGRAPHIC CoO. 
HOME OFFICE: MILWAUKEE, WISCONSIN 
SALES OFFICE: New York « Chicago * Seattle ¢ San Francisco 


Los Angeles * St. Louis « Atlanta * Detroit * Dallas * Minneapolis 


PUBLIC SERVICE—The outdoor industry has done notable work in shaping public 
opinion on behalf of public service causes, in cooperation with the Advertising 
Council. Here is a current poster, devoted to the Girl Scouts. 
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far, OAI reports, the inroads of TV 
are negligible, and its considered 
answer (remembering that out- 
door has a unique relation to other 
forms of indoor advertising) seems 
to be that “the effect on outdoor 
will be the least of any major 
medium.” 

When America’s front door 
opens, outdoor men say, their 
medium takes over. It reaches the 
audience at a different time and 
place. TV may cut into appropria- 
tions, but outdoor men think the 
reductions will come from indoor 
media. 

As elsewhere in advertising, the 
outdoor medium is watching and 
weighing the future, particularly 
if there is a war in it. It feels con- 
siderable assurance. For one thing, 
industry executives point out, the 
outdoor industry stands in a much 
sounder position today than it did 
at the outset of World War II. 

It is stronger and more unified 
organizationally; economically it is 
healthier and more prosperous. 


s During the last war the indus- 
try’s efforts, in collaboration with 
the War Advertising Council, were 
the most extensive in the medium’s 
history, and gave it valuable ex- 
perience in membership coopera- 
tion. Organizational techniques 
were perfected which will assist 
the industry to go into public serv- 
ice quickly should a _ national 
emergency occur. 

Secondly, the revelation of out- 
door’s power to influence thinking 
and action was lost neither on the 
industry nor on government and 
business. Members anticipate their 
industry will be slated for an even 
bigger job of public service ad- 
vertising in a future emergency. 
Since the war, the industry has 
broadened and diversified its vol- 
ume, so that its base is much better 
distributed than ten years ago. 
This diversification has been in- 
tensively developed by the indus- 
try’s sales »rganization, Outdoor 
Advertising Inc., and OAI execu- 
tives feel the spread of business 
will enable the industry to adjust 


satisfactorily to any future eco- 
nomic dislocations. 

Finally, with the increased pro- 
ductive capacity of the U. S., out- 
door men reason that consumer 
advertising will play a larger role 
in any future war economy than in 
World War II. Changes in the 
economy will find outdoor in a 
better position to do its part as an 
agent of distribution, and _ they 
regard the medium as an indispen- 
sable guide to public thought and 
action in an emergency. 


Bipad Elects Rogers; Allen . 
Will Address NARD Meeting 


The Bureau of Independent Pub- 
lishers and Distributors, meeting 
in Chicago Sept. 27, elected Wil- 
liam S. Rogers, general manager, 
S-M News Co., New York, as 
chairman. James C. Donnelly, 
Pasadena, Cal., wholesale distribu-. 
tor, was elected co-chairman. Re- 
elected were Allan Adams, secre- 
tary of Fawcett Publications, 
Greenwich, Conn., as Bipad sec- 
retary, and Roland Bachman, J. O. 
Stoll Co., Chicago, treasurer. 

The group authorized Mr. Adams 
to represent the organization at 
the annual meeting of National | 
Assn. of Retail Druggists in Long 
Beach., Cal., Oct. 15-19. He will | 
speak to the druggists on “Maga- | 
zines, a Profitable Line of Mer-| 
chandise.” 


Ansul Changes Theme 


Ansul Chemical Co., Marinette, 
Wis., is stressing a new “brand” 
theme in its current trade publica- 
tion ads for Ansul dry chemical 
fire extinguishers. A pioneer in the 
dry extinguisher field, Ansul felt 
the need to acquaint concerns with 
the advantages of this type of ex- 
tinguisher. J. A. Cormack Agency, 
Milwaukee, handles the account. 


Industrial Admen Elect 


Carl Murray, Napko Paint & 
Varnish Works, has been elected 
president of the Industrial Ad- 
vertisers Assn. of Houston. Other} 
officers are: Robert N. Aylin, Ay- 
lin Advertising Agency, vice-pres- 
ident; Ken M. Rice, Gulf Publish- 
ing Co., secretary, and John T. 
Doughty, Southwestern Engraving 
Co., treasurer. 


SETS A RECORD—National outdoor advertising volume—which normally accounts 
for about 70% of total volume—will hit a record $83,000,000 in 1950, compared 
with the previous (1949) peak of about $78,000,000. Six years ago volume was 

less than 40% as large. 


) 
= " a | os oa eS z i 
ve : a 4 i i — 4 ped bs A ee . cae 
3 = ‘ aa eda | a ee ——_ 
a + ae ’ . : ss oo a 4 Sa = a "i 
a , OS aa e 
aoe x i $ . “a 
x com OG =~ wit - 
a 4 . ae iy Bi . 
” off 3 ie ; “ “  * 
+ | | 7 oe ee ee: z 
“a ; 4 re ae se 
P : \ ma : = o ag ¥ a i» og 
: ey Sr BOS ot on GIF | 
F { : 4 w= z ee . E | 
2 & 5 cal | —# i \~ > epee : ae oe <4 & ' 
; : -_o/_ i “= a Ba, : ai ti > at : 
: = ~ AG Ee ye ’ 
rf Say + Paes <A 
; a 119% 4 ae oY wn _ ee 
ae | — ot i ae ES Oy 
, Z nd - 
= Lit | HO ae aS ae 
Z 2X em +. AN ne ae 
: 5 Seg * Rave’ y 
! if “4 ; SSN . 
oe Aha fi » Oe > by fe ; 
+, Foe f “,‘s y SSeS 
r } ; Phi ue ant 
ees H 7 ti ¥ 
sift ; a “ ; 
= Vib AT Beinny | 
es ; ' 4 
ar" 
rok £ 
i 
: | Pp 
Ss | 
) a ee 
; 
oe 
ei? 
: OM Ee. lias PO ae 4 Ps 
! a eon = 7“ 
ae ys as Oe tee: : ign a Pe, Mg et 
ire —- ae * he. = 
a Be gage ‘ : ie 
ae Mh ‘ 25 4 
iba 5 ta a : “ 5 
: | % ‘ yr’ y ot 
4 3 a oes aa og 
vi. a © 4 Ca a ee oa 
<% =  & . 
— lll a ‘ % 
: a Sore eee ae it i 
* . BR Ros Pe ‘ ce 
| *, as at r wis <5 Be 
: | , x 3 ie a ‘pat ‘ : 4 
i 4 at ie Ree ys : i 5 ee 
aay: : nig as 2 . - o = 2 % 7 3 
oe ee i ihe ig ee oe if a 
ot * Bins Ro TS aaa ane Roy ep: eT 4 
=. } as : » sei er. a ie ae ere 
ae a ee a 
; ty * Ae ee eth Ping et sea ors 
ae Ame ee ne es Pe Sa % : 
Pat ; hag es ie meets (ince Rod (aie Pee, red a 
= | | Sy . 48 eae Gee anata ake Die : on | 
ss eM iG 2 Sal - . q 
i } i eet ie Pike Oh ; gees 
ze } 65 ‘es ig = ee a ¥ ee Seer : ar * 4 
bu | \. Te ee ets eae 5  g 
on | ‘ aS See ee ge 
se i! , oo ae One leaks 
i r% eet} 
. c me < i oe ree <i tie oof a 
. hy a Ae B® ree ye Se : 3 oD é rs $ 
i Be ae Ae eres aes . es @ 
aa 1, E eae : me 5 S Oe Ob L pr be dee % 
a i res £ a : a 
= | ' . aii “ r 
noe | ‘ ” Le 
o h 
| pe 
| PO 
‘ 4 
u 
a ' To m 
es \ Donne 
ae illustr 
i. be story 
& co 
, Pe : 
‘é ‘ a 
: 
So rs > 4 
re | Be ORE 
, / gies pg BAe Bcc ae ; 
Sy! i: eee fl [Seas apart 
wm | ae ae pS Se Bete ' 
| | hee es 6 eee Pe Ss 
) giaore | wee Se eS 
~ Sees Pe a Bec eae Rane i 
mig ARR Or Sree ee $y ae Petes Re SS ' 
4 NATIONAL SALES VOLUME i arenes Lh BSS: AS ER a 
Pera | Sno | ees | 
Bin SAS: toned SO NS Pee SOO Reese eee = he 
e Laemee is | Seen gee, I > Saeemee Sees 55 
F eatin Bk Beene Boe oe eee 
. gpa) | Ere I eee § ees 
RARE PERN aha eee Ree ecko Rt etet or 
' Bee bad Pees Bee 
HERR Rs, ped aS * a Fie Hike? : * ? oa =e i 
. Spearestaeteroe team Boor ieettey oak ipa aed Hees, Shey “iis aa daa he 
hi Soe Ra eres Ul: etter Maude IR ame 
ies | — ies a Meta Saar ff Georges 9 SC iieme ae Best ae 
P SLSR Gees a % cape oie passer’ eee Paes By Be 
, SASS Se | BR BS Heth oe BB ae oo? El ea eee i Sense 
: See 78 | Saas FS I See? | Aes 0 fee aes 
Bieta = aps Saises rnd ey Oi eee 9 Seeds nea i Sencar 
" eae Pee ie eS BS ag Bee Bee 
Z | Bes: SS aaa oN ERS Pe eae Bo Bes 
z H Santee tat Te BERNE SERN aa: Saas A SS El aia By Sores 3 
| ESE BS ee SASS Ms I Bee sees Bet 
? i eeasirs 8 ve SEO BGR Bee Bh eee: 
4 Srnec. | a ee: | Beene ae: |. Nae Ske | ieee Bl ce 
| Set. Gre aoe Bees foie | See eee | Ree Bee 
tte Bg. ie eae I eae i, ponies toss SNe ER Breil isos cae: Estee Ret 
: Gicccame: | eee SO | Beemer | cca | Rakes” I oie See I eee eas 
a pete ccm, Ba teteee So Sitvgate cet Rate AR eR 3 Mea BES PS EES 
; SEUSS RE ers Be a Bee ek. | Shee 9 Pears 
ay eran | eo oa I a ee as ps: CE Biot Pore re Bee 
a Semmens see ok Mes SA ES renee Fea Hiv acide BMkes 
: Reo | eee | gue: Ueto | Saas! | aay (secon) 
a Deen | cements Ie Ree Bros a | Sees | ee 
ee Pees | Taeercuiee | Sic. | eames § Stine 9 he aa Be anes 
we Hie: | crane | Rete | Seay | Ca: | Ree: | See” 
re Sena | Sec wmne | Gieemc eS Raney te SSR | RGN BP Semen 
ie Pea sf kia Betas A Peete tit td Betts ti eS batts Peeawrie:. it 
dis tnns z : ‘ . . sis peat ee 
“sb ‘ 
1944 1945 1946 1947 1948 1949 1950 
7 
ee 
ys . 
a r. 
pace | . 
a8 o 
: ae . > * ® 
scp ett a 5 og De 4 9 el aa a fos alee coe pa a S| Pee AS ees Sey eat ries Wak ll he Z s ? ? 9 ¥ . i ons « o a . 
ag 7 ee ee ge ae REE Se co RS eee ee Sh eee, PRE Bel. tet (ee eee ee Fae CRS a Sea ee ee aE. ie ae ad IN eee eae Bran er ae te see Sorte ees ee Re eee ke Me oh |” (Ae aty RON ee or es eee ares ee ae i eek tl er ese 
OS eae Pals ie oe akc oe aes Rene eer ee ae ee ees rs Ae ink ah ame Ea ewes) conten) Dich hicsaee ices eae Ges i Se ear se eat ee ‘iepiugilenies ae F Lek OS Se Ait Mage ah le ert eh <A ae 
ee a ee Pl pei eRe Oe Ay 6 Soe 8 oe, aera ns ae PRE cer ie ERT eae eles Maal a Ree ee Ra Te mE er e- Se er i ee ee ee ‘ ve q ? ‘ 


1850-1950 
SA Century 


OF CREATIVE SERVICE 


To mark its y, John 
Donnelly & Sons has published a large, beautifully 
illustrated book, “Advertising in Public.” The 
story of outdoor advertising from the very 
beginning, the book already promises to be- 
come a collector's item. If you are engaged 
in the business of advertising, you may 
have a copy — simply by writing to 
John Donnelly & Sons — 3134 
Washington St., Boston 19, 
Mass. 


eae * 


AND THE CROWD STILL FOLLOWS 
“THE KNIGHTS OF THE BRUSH”’ 


HAT'S what the poster hangers were called in those days — "The Knights 
of the Brush."’ And wherever they went, with bucket and brush and paper, 
along came the crowd. Those were the days, a century ago, when John Donnelly, 
founder of John Donnelly & Sons, placed his first poster for his first 
outdoor advertising client. 

From then until now, John Donnelly & Sons has been in a business that 
attracts crowds, a business that compels attention — the business of outdoor 
advertising. And throughout its one hundred years of advertising in public, 

John Donnelly & Sons has led the way in a medium that graphically communicates 


ideas to the public, ideas that stimulate action, ideas that stimulate sales! 


Donnelly Adv. 


REACHING PEOPLE OUTDOORS IN KEY EASTERN MARKETS 
BOSTON - BALTIMORE - NORFOLK - SCRANTON 


WORCESTER * PORTLAND + NASHUA + BURLINGTON 
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NEW LONDON+ NEWPORT NEWS © PORTSMOUTH 
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Roadside Sign Business Shows Steady 
Gains; Millions Invested in Medium 


Cuicaco, Oct. 5—The roadside 
sign business, once a losing prop- 
osition to operators, and looked 
down on by haughty competitors, 
has become a stable business. Na- 
tional advertisers have made it 
a multi-million dollar medium. 

In the past year or so, more 
large manufacturers and distribu- 
tors—particularly those with val- 
uable franchises—have _ signed 
contracts to rent thousands of dur- 
able steel signs on main-traveled 
roads. 

Automobile manufacturers con- 
tinue their steady use of the me- 
dium. Since Ford pioneered in 
large-scale use of such signs a few 
years ago, all the auto makers 
have become steady customers of 
the companies offering sign serv- 
ices. Pontiac Motor division of 
General Motors Corp., for example, 
is probably putting more dollars 
into roadside signs, through one 
operator, than any other advertis- 
er invests through any other single 
advertising organization. 


ws Ford and several others are ex- 
perimenting with new designs of 
signs. Besides Anheuser-Busch, E. 
I. du Pont de Nemours (paints) 
and other large users in various 
fields, many regional advertisers 
have begun to use the medium in 
the past year or two. 

A $2,000,000 plant is now lo- 
cated in Hastings, Minn., devoted 
solely to producing laminated steel 
roadside signs visible to motorists 
night and day. 

The owner of that plant, and 


the lessor of nearly 100,000 big 
signs (valued at about $100 each), 
is National Advertising Co., Wau- 
kesha, Wis. This is the company 
that Minnesota Mining & Mfg. Co. 
put together about a year and a 
half ago out of several smaller sign 
companies, at a cost of $8,000,000. 


s Today there are three methods 
available to advertisers for con- 
ducting a roadside sign program: 

1. The method of gathering to- 
gether a group of the most re- 
sponsible sign maintenance com- 
panies and putting over a program 
of uniform responsibility that is 
acceptable to all. From time to 
time, roadside sign operators form 
syndicates regionally or coast-to- 
coast to solicit and handle large 
accounts. 

2. Outright purchase of signs. 
Some manufacturers, like Burma- 
Shave, purchase uniform signs in 
quantity and maintain them on 
roadways. Some ship their own 
signs to dealers and distributors, 
either free or at reduced prices, 
leaving the _ responsibility for 
erection and maintenance to deal- 
ers. 

3. Contracting through National 
Advertising Co. to have it produce, 
place and maintain the signs on 
a monthly rental basis. 


w Current clients of the latter 
company include Chevrolet, Ford, 
Pontiac, Buick, Chrysler, Oldsmo- 
bile, U. S. Rubber, Du Pont 
(paints), Anheuser-Busch and 
many others. Some use as many 


MAMMOTH—Old Forester bottle is 13 
stories tall and appears on a wall of the 
Architects Building in downtown Los 
Angeles—said to be the largest painted 
wall in the U. S. Traffic count shows the 
wall is viewed by 2,500,000 persons a 
month. Charles W. Stumpff, division man- 
ager for Brown-Forman Distillers Corp., 
Louisville, Ky., said the bottle, if real, 
would hold 28,465,527 jiggers of bour- 
bon—enough for a highball for every 
person in 11 western states, plus Texas. 


as 10,000 signs. 

The signs are not considered 
competitive with 24-sheet posters, 
spectaculars or painted bulletins 
in urban centers. Lee Larson, vice- 
president and director of sales of 
National, explains: 

“Our medium is not designed to 


Telephone VA. 2888 


“Everything is up to date in KANSAS CITY” 


> FOR the kind of market coverage that 


stands out, FOR clean-cut, new, unclut- 
tered streamlined bulletins and spectaculars, 
get in touch with... 


ELECTRICAL ADVERTISING, INC., 3126 Main Street, KANSAS CITY, MO. 


Advertising Age, October 9, 1950 
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its such 
good salt! 


COAST WINNERS—Winners of the Max Schmidt Memorial Award for outdoor ad- 

vertising, held in connection with the Advertising Assn. of the West this summer, 

were these posters. The Chevron poster for Standard Oil of California, painted by 

Stan Galli, with Batten, Barton, Durstine & Osborn as the agency, won first place. 

Second place went to the M. J. B. coffee poster painted by Willard Cox, also 

placed by BBDO. Third award was given to the Leslie Salt poster painted by Clyde 
Seavey, the agency being Long Advertising Service. 


cover the markets of New York, 
Chicago, Philadelphia, Detroit and 
so forth. We are designed to do a 
complete job of coverage in all 
markets of 50,000 down, where 
65% of the families in the United 
States reside today. 

“In addition to this, the high- 
way sign is designed to cover 
practically 100% of the 55% top 
buying power of America—the 
highway reader—as proven by his 
ownership of an automobile and 
ability to travel whether for so- 
cial or bus:ness purposes.” 


ws Although manufacturers are re- 
sponsible for the big growth of 
the medium, dealers are still the 
key to its use. They have found 
that out-of-city customers increase 
tremendously when the signs are 
up. They are consulted about the 
placing of the signs and, in gen- 
eral, show no resistance to adver- 
tisers’ suggestions that they co- 
operate in a roadside sign pro- 
gram. 

National Outdoor has decen- 
tralized its operations. It now has 
25 divisional offices, each staffed 
with a manager and other office 
personnel, lease experts, salesmen, 
service crews and erection crews. 
Each also operates a warehouse 
completely stocked with repair 
parts for all national accounts. 

The reason for decentralizing 


was that National found the job’ 


of keeping track of details too 
complicated to handle in Wau- 
kesha (where it still employs 
hundreds of workers, including a 
billing staff that each month bills 
30,000 customers). 


@ As always, the details of keep- 
ing signs up on the roads where 
travelers can see them are almost 
endless. Huntsmen use signs as 
targets, traffic conditions change, 
weeds sometimes hide the signs, a 
new property holder wants signs 
off his land, another operator 
erects a sign that hides the first 
sign, ad infinitum. 

About 10% of signs need to be 
relocated yearly (most are leased 
for three-year periods, with rentals 
ranging from $4 to $8 or more a 
month), 


Life” proBram in Chicago, and con- 


Inducing currently prosperous 


farmers to accept leases continues , 


a major problem for sign men. A 
fountain pen or a place setting of 
silverplate no longer make an ir- 
resistible lure. Getting a good lo- 
cation, talking the farmer into 
leasing, getting dealer approval of 
the site, etc., is a job that calls for 
a specialist. 


Printing Judges Named 


Judges for the 11th exhibition 
of printing to be held in January 
by the New York Employing 
Printers Assn. have been an- 
nounced by the association. They 
are: George Welp, director of ad- 
vertising and sales promotion, In- 
ternational Printing Ink Division, 
Interchemical -Corp., chairman; 
Geo. B. Dearnley, vice-president in 
charge of production, McCann- 
Erickson; O. Alfred Dickman, 
manager of advertising production, 
New York Herald Tribune; Mau- 
bert St. Georges, president, St. 
Georges & Keyes, and Laurance B. 
Siegfried, chairman, department of 
graphic arts, school of journalism, 
Syracuse University. 


Leonard Joins Wagenseil 


John O. Leonard has joined the © 


radio-television division of Hugo 
Wagenseil & Associates, Dayton © 
agency. He was formerly editor | 
and co-writer of NBC’s “It’s Your 


tinuity and program director of 
WNUR of Northwestern Universi- 
ty. 


PLANT OWNER’S ASSOCIATED, INC. 
OPERATING 
POSTER PLANTS 
AT 
Poughkeepsie, N. Y. and 
Hudson, N. Y. 


A. A. ELLIOT 
PRESIDENT 
Box 295 
Hudson, N. Y. 


VICTOR C. BLAIR 
GENERAL MANAGER 
Box 744 
Poughkeepsie, N. Y. 
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The NEW 1950 - sil 


Outdoors or in, this giant (44” x 120”) cloth banner packs an overwhelming sales wallop. This 
illustration is reproduced faithfully in gorgeous full cclor—not easy on cloth! Chicago Show is 
banner headquarters, equipped to design, produce, drop-ship banners of every kind—cloth 
and tough KANVET fiber. 


This huge outdoor sign, 
50” x 120”, is made of 
tough STANZALL Weath- 
erboard, lithographed in 
five colors. Displayed at 
the curb as a service 
station “pole sign,” it 
withstands wind, sun, rain. 
STANZALL makes all 
kinds of weatherproof 
outdoor displays pos- 
sible, at reasonable cost. 


Find out how easy itis to become o 


~ SECRET JUNIOR 


COUNTER- NT! ; 
const AGENT ! 


This KANVET banner is practical for outdoor or indoor 
display. KANVET is tough fiber with a rich canvas-like 
appearance. Stands up and holds its color in all kinds 
of weather. KANVET prints or lithographs beautifully, can 
be die-cut, is ideal for all kinds of banners, pennants, 
streamers. 


Rr 


REPRESENTATIVES: 


Few choice territories still available. 


Write for information. 


Does your product need a NEW idea for point-of-sale advertising? Ideas are our business! We create them, 
*k produce them, distribute them. Call in your local representative of Chicago Show Printing Company or 
wire our home office. CSP will go to work for you today. Write for our point-of-sale idea book now. 
Chicago Show Printing Co., 2640 N. Kildare, Chicago 39 and 1775 Broadway, N. Y. Offices in Philadel- 
phia, Detroit, Kansas City, Minneapolis, Atlanta, Los Angeles, San Francisco and other principal cities. 
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NOAB ‘50 Volume 
Up 11-12% From 
That of Year Ago 


(Continued from Page 37) 
tive organization of advertising 
agencies, had a volume increase 
of between 11 and 12%. 

As well, it had 423 members— 


which in NOAB’s case is not par- 
ticularly significant, since the 
number of NOAB agencies tends 
to fluctuate according to use of 
outdoor. For instance, many 
smaller agencies may have but one 
account in the medium—if they 
lose that account, or if it uses 
other media, that agency drops 
out of NOAB. 


ws In a period of rising agency 
costs, NOAB’s basic setup looks 
more and more attractive to 
agencies. To repeat reasonably 


Specialists in SILK SCREEN PRINTING . 


° ee Oe eee eat 
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NEW POSTER—More than 1,000 people from all over the world witnessed the 

unveiling of this new Sunday School poster on Aug. 11, before the Coliseum build- 

ing at the Canadian National Exposition in Toronto. It is now appearing on panels 

of the members of Poster Advertising Assn. of Canada as a companion to the Come 
to Church poster which has been displayed continuously for two years. 


well-known information: outdoor 
pays a 16%,% commission, NOAB 
promises its members 13%, and 
undertakes to provide complete 
detail service for the remaining 
334%. If NOAB’s costs don’t reach 
the amount of money represented 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 


by the 344%, then each member 
gets an additional bonus, in pro- 
portion to the amount of outdoor 
billings placed through NOAB. 
The services performed by 
NOAB fall into four categories: 
statistical—it maintains outdoor 


TIME 


What's the time? People are always wanting to know, 


always looking 


FOR PROFITS! 


for clocks to give them the answer. A 


Telechron ad clock tells them — and puts your message 
across at the same right time. 


Have you a slogan, a trade-mark, a sales idea that you 
want to promote? Put it on a low-cost Telechron ad clock, 
where it can’t possibly be missed. 


For complete 


details about the entire line send the coupon. 


Telechron Inc. A General Electric Affiliate. 


NO. 6 ILLUMINATED 15” AD CLOCK, Advertising message baked into translucent 
dial. Excellent for store windows or all-night time service inside store. Costs as little as 
$7.00 (plus tax) in maximum quantities. Also No. 604, 12” ad clock, non-illuminated, 
at $5.35 in maximum quantities, 


4 


APPLIANCES 


NO. 603 NON-ILLUMINATED 8” AD 
CLOCK, Can be easily mounted in panels of 
various materials. Used on drink dispensers, 
counter dispensers, back-of-counter panels, 
etc. Costs $3.75 in maximum quantities. 


TELECHRON PROMOTION AND PROD- 
UCT REPLICA CLOCKS. Designed for use 
as company gifts and to fit into replica of 
product. Many styles, wide range of prices. 


TELECHRON INC., 360 Union Street, Ashland, Massachusetts 


Advertising Age, October 9, 1950 


libraries across the ‘country, pub- 
lishes a yearly manual of cover- 
age which gives basic data on 
cities, availabilities and costs, and 
it prepares preliminary and final 
estimates on the cost of campaigns 
for member agencies; billing— 
NOAB prepares contracts and 
issues them, handles detailed ship- 
ping, painting and posting instruc- 
tions, and consolidates plant oper- 
ator invoices for all accounts and 
pays them with one check every 
15 days, so that agencies need 
open only one account; field serv- 
ice—NOAB representatives are 
constantly appraising and inspect- 
ing poster showings and painted 
displays, and these representatives 
work closely with member agencies 
on outdoor campaigns, and before 
NOAB makes payment on cam- 
paigns, NOAB checks location 
lists, and invoices with contract 
terms, etc., before handling credits 
and discounts; consultative— 
NOAB will work with agency 
staffs on request in planning cam- 
paigns. 


ws However, NOAB_ emphasizes 
that it isn’t a decision-making 
agency—it has nothing to say 
about which markets shall be 
used, and nothing to do with the 
basic decision as to whether out- 
door will be used. Once a member 
agency has determined to use out- 
door, and decided, say, on county- 
seat towns, NOAB takes over. 

In the postwar period, NOAB 
has gone through a face-lifting 
process; young men have been 
added to its staff and trained, and 
a thorough effort has been made 
—in the words of John M. Paver, 
its president—to shape NOAB 
into what its member agencies 
need. 

With the volume of orders going 
through NOAB, the cooperative 
organization is in a unique posi- 
tion to watch trends in outdoor. 
It sees the same basic change 
noted by OAI—that more and 
more advertisers use the medium 
all year round. Attempts to meas- 
ure outdoor month-by-morth are 
futile, NOAB executives say, be- 
cause of long-term commitments 
in the medium (firm plans for a 
campaign 18 months in advance 
are no rarity), and because check- 
ing the “peak month” of outdoor 
use has repeatedly shown there is 
none. In five consecutive years, 
NOAB says, five different months 
may have represented peak use. 


= During the last year, six stand- 
ing committees were set up to 
supervise various phases of NOAB 
operation. Here they are, with 
their chairmen: Plant relations, 
H. H. Dobberteen, Benton & 
Bowles; member relations, John 
B. Hunter, N. W. Ayer & Son; 
finance, John Johns, Batten, Bar- 
ton, Durstine & Osborn; field serv- 
ice, J. J. Hartigan, Campbell- 
Ewald Co.; operating methods, 
E. A. Elliott, Fletcher D. Richards 
Inc.; and advisory committee on 
reorganization, E. F. Wilson, Mc- 
Cann-Erickson, and Melvin F. 
Brorby, Needham, Louis & Brorby. 

While Mr. Paver was in Europe 
this summer, he encountered con- 
siderable interest among British 
agency men in the possibility of 
setting up a bureau like NOAB 
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SHORT COPY sells soap 


Srowing in Poromourt Pictures DEAR WIFE 


9 out of 10 Screen Stars are Lux Girls! 


“What more powerful selling message than lovely Joan Caulfield’s state- 
ment ‘I’m a Lux Girl’? Strategically located near point-of-purchase, our 
message on 24-sheet posters gives tremendous support to the Lux selling 


and merchandising program.” 


Howard BLOOMQUIST 
Advertising Mgr. - Lux Flakes - Lux Toilet Soap - Silver Dust 
LEVER BROTHERS COMPANY 


One of a series of advertisements promoting a better under- 
standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


JOHN DONNELLY & SONS * CENTRAL OUTDOOR ADVERTISING CO., INC. * THE PACKER CORPORATION 


serving one-fifth WALKER & COMPANY * WHITMIER & FERRIS CO., INC. * ROCHESTER POSTER ADVERTISING CO., INC. 
of the nation’s RICHMOND POSTER ADVERTISING CO. * E. A. ECKERT ADVERTISING CO. * PORTER POSTER SERVICE 

SLAYTON & COMPANY * THE HARRY H. PACKER COMPANY * BORK POSTER SERVICE 
consumers . . . SUNSET OUTDOOR ADVERTISING CO. * BREMERTON POSTER ADVERTISING CO. * C. E. STEVENS CO. 


STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE., NEW YORK 22, NEW YORK 
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‘Depth’ Study 
Highlights TAB 
Work for Year 


Traffic Audit Bureau 
Continues Auditing 
of Outdoor Showings 


New York, Oct. 5—Continua- 
tion of its auditing program for 
measuring the circulation of poster 
showings, publication of its “Au- 
dited Circulation Values of Out- 


Advertising Age, October 9, 1950 


| sampling basis from which 638 
| residents, 10 years of age and old- 
|er, were required to keep exact 
| diaries of each trip made out of 
| the home for a period of 30 days. 


ws The survey findings showed 
that 93.1% of Cedar Rapids resi- 
| dents, or 62,763, saw an average 
| No. 100 poster showing 21.56 times 
|each during the 30-day test peri- 
| od, and that an average No. 50 
| poster showing may be expected 
to reach 56,224, or 89.4% of Cedar 
Rapids residents 12.04 times each 
during a 30-day period. 

The published report explains 
the methods used, the extent to 
which people go outdoors, the 
over-all coverage of outdoor ad- 
vertising, coverage and repetition 
provided by average showings, 


door Advertising,” and of its so- aes 3 : 
called Cedar Rapids study, high- BUDWEISER SPECTACULAR—This sign was fabricated by the the face of the sign. Black Plexiglas was used for the 10’x15 
lighted activities of the Traffic House of Plastics, St. Louis, for Anheuser-Busch. The large letters panel at the right. Mounted against cut-out sections of the panel 
: ‘ were cut from white translucent Plexiglas and mounted out from the bottle, glass and tray are lighted from behind at night. 

Audit Bureau during the past year. 

Publication of the Cedar Rapids 
study has been hailed as a major] first time with specific data the| difficult to authenticate, namely, 
contribution to outdoor advertis-| three factors pertaining to out-| its coverage, repetition and impact. 
ing. The survey established for the' door advertising which have been' Cedar Rapids, Ia., was selected 


the impact of poster showings, and 
similar pertinent data. Bat 


ws The “Audited Circulation Val- 
as a test city because it was a|ues of Outdoor Advertising,” the 
good, solid, average market. The} last release of which was pub- 
study was made on a random| lished by the bureau in May, cov- 


fg, tHE HOTTEST DAYS 


More motorists use i 


a ll AN a 


DU PONT ZERO 
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ers 47 cities or markets, with a to- 
tal population of 14,652,837. 

The data presented gives the 
city and state, name of the out- 
door advertising company, date of 
audit, population, panels in a No. 
100 poster showing, whether il- 
luminated or not, number of No. 
100 showings available, average 
daily circulation both gross and 
effective of a No. 100 showing, and 
the average space position value 
of the plant. 

V. H. Pelz, managing director 
of TAB, told AA that to date, ap- 
plications for audit have been made 
by plant owners serving 124 cities, 
in the U. S. and Canada, having a 
total population of approximately 
40,837,783. Futher releases of audit 
data will be made as additional 
markets are audited. Probably the 
next release will be made in De- 
cember. 


a The bureau is a non-profit serv- 
ice organization sponsored by the 
Assn. of National Advertisers, the 


“My beer i American Assn. of Advertising 
Is 
My Agencies, Outdoor Advertising 
RHEINGOLD- Assn. of America, and the Poster 
Advertising Assn. of Canada. 
the DRY beer!” Its functions are to establish 
saps Hs RHEINGOLD 1950 standards for the measurement of 


Let Drake bake your cake! 


‘ | | 
Tender light sponge cake- saves time and money ! 


|HANDY LAYERS 
L—_______ 


“My beer is 
RHEINGOLD- 
| the DRY beer!” 
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the circulation of outdoor adver- 
tising, and to apply these stand- 
ards in the certification of circula- 
tion values of outdoor advertising 
plants in the U. S. and Canada. 

The rules followed in plant 
evaluation and authentication are 
specified by the bureau in its 
“Standard Procedure for the Circ- 
ulation Evaluation of Outdoor Ad- 
vertising.” 

The auditing procedure is de- 
signed to give each poster adver- 
tising plant the full value avail- 
able to it under the uniform meas- 
urement methods established and 
to ascertain fully the accuracy of 
each plant member’s statement 
submitted for audit. About 95% 
of plant operators in the U. S. 
are members of the bureau. 


@ Its officers are: president, D. H. 
Odell, assistant director, advertis- 
ing section, General Motors Corp.; 
vice-president, Edwin F. Wilson, 
vice-president, McCann-Erickson; 
secretary-treasurer, Kerwin H. 
Fulton, president, Outdoor Adver- 
tising Inc.; and V. H. Pelz, man- 
aging director. 

All of the activities of the bu- 
reau are predicated upon the 
proposition that “the advertiser 
and the advertising agency, as well 
as the plant operator, have an in- 
terest in the evaluation of poster 
advertising becasue it may make 
available new yardsticks based 
upon constant relationships be- 
tween movement of people and the 
mechanics of exposing sales mes- 
sages to them.” 

Once this is demonstrated, spon- 
sors and members of the bureau 
believe, standards can be estab- 
lished which would have relative 
permanence and comparability. 
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New York, Oct. 3—The period 
in.mediately ahead offers the best 
prospects ever for neighborhood 
shopping center posting, accord- 
ing to Edward B. Daniels, vice- 
president in charge of sales at 
Criterion Service Inc., specialist in 
3-sheet outdoor posters. 

Mr. Daniels said he based his 
estimate on a number of factors, 
including current economic trends, 
an increase in impulse buying and 
the desire of manufacturers and 
others to get their advertising in- 
fluence closer to the zone of re- 
tailing. 

To further buttress his ap- 
praisal, Mr. Daniels pointed out 
that his company “has received 
more inquiries and more specific 
propositions in the last six months 
than at any time in the past 17 
years.” 


s Mr. Daniels, who said that the 
yolume of Criterion business was 
up 400% over 1940, declared that 
advertisers are increasingly anx- 
ious to reach “neighborhood shop- 
pers who are in a-buying frame of 
mind and who are looking for 
suggestions as to what to buy.” 

This is precisely the job ac- 
complished by 3-sheets, he said, 
pointing out that they are placed 
right in shopping centers—only 
minutes away from products on 
the store shelf. “No other medium 
is so well equipped to do a local 
level job of this kind. All adver- 
tising reaches people, but 3-sheets 
reach shopping people.” 

Three-sheets can be bought on 
a local basis, regionally or na- 
tionally. Full coast-to-coast cov- 
erage, with showings on 20,000 
boards in 1,800 cities and towns, 
would cost an advertiser some $1,- 
200,000 a year. Lever Brothers 
took this full showing two years 
ago, but advertisers seldom go in 
for such broad coverage because 
their primary interests are selec- 
tivity and flexibility. 


s “There is no waste coverage,” 
Mr. Daniels explained. “We can 
. give an advertiser coverage by in- 
ae groups, nationality, or what 
have you.” 

' One advertiser who wanted 
highly selective coverage was the 
sAlabama-Georgia Syrup Co.,, 
Montgomery, Ala., maker of Alaga 
forn syrup. Its problem was to 
reach Negroes in northern mar- 
kets with no waste coverage. The 
company used Criterion, starting 
with showings in Negro sections 
of New York and Philadelphia. 

‘ So successful was the experi- 
|ment that contracts were renewed 
and expanded until Alaga had 
Criterion showings in the Negro 
Sections of about 15 key markets 
throughout the country. 


® Another Criterion client, R. J. 
Reynolds Tobacco Co., once 
wanted some showings for its 
George Washington smoking to- 
bacco, which had, at the time, no 
consumer advertising of any kind. 
Showings were made in the Prov- 
idence market, but not in Syra- 
cuse. An Elmo Roper study later 
Showed that sales consciousness 
for the tobacco was 32% in Prov- 
idence as against 10.7% in Syra- 
cuse. 

“A sizable amount of wordage 
fan appear on 3-sheets,” Mr. Dan- 
léls said, “because the passing 
Waffic they aim at is pedestrian 
and because of the proximity of 
the shopping center. This helps to 
Set a strong ‘buy-now’ appeal into 
the copy.” In this connection, he 
Said that three-inch letters on the 
posters are visible at a distance of 
D feet. 

Numerically, Criterion’s client 
pist runs into the 70s. Among the 
biggest users of 3-sheets are Kraft 
Oods Co., Ward Baking Co., R. J. 
olds Tobacco Co. (Camels), 


Market Selectivity of 3-Sheets Seen as 
Cne Reason for Popularity of the Medium 


and H. J. Heinz Co. Kraft and’ 
Camels each has a six-figure bud- 
get annually for 3-sheets. 


s A major development at Criter- 
ion this year was the announce- 
ment of a new contract policy 
(AA, July 10) which was intended | 
to fit more easily into established 
yearly budgets and campaign per- 
iods of advertisers. 

The policy change, which in- 
volved no rate increase, embodied 
selling the service on a one-year 
contract basis rather than on a 
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TRIPLE SPREAD—Michigan Consolidated Gas Co. has added this “triple spread” to 
its spectacular bulletin showings in Detroit and Grand Rapids, which have been 
used consistently for 15 years. Walker & Co. installed the displays. 


three-year term, which was pre- 
viously the rule. 


At the same time, Criterion ton, Pittsburgh and Milwaukee. 


made available straight six-month 


more, Cleveland, St. Louis, Bos-; vertising for W. L. Douglas Shoe 


Co., a newly acquired subsidiary 
of the General Shoe Corp. Other 
than promotion in Life, no fur- 


contracts in the following ten|Douglas Shoes to Erwin, Wasey ther plans have been announced. 


major markets: New York, Chi- 


Erwin, Wasey & Co., New York, | Noble-Dury Associates, Nashville, 


cago, Philadelphia, Detroit, Balti-| has been appointed to handle ad-' formerly carried the account. 


Wonder Bakeries 
Begins Toronto Campaign 


Wonder Bakeries Ltd., Toronto, 
is running a campaign using a 
“Wonder Man” theme throughout, 
in the Toronto area to promote 
Wonder bread products. Dressed 
in a distinctive uniform, and driv- 
ing a specially designed delivery 
truck, the “Wonder Man” makes 
five calls daily on housewives in 
previously announced districts, 
awarding cash prizes to house- 
holders. Included in the campaign 
is a daily radio program, Monday 
through Friday, featuring a con- 
test at the end of each week. Three 
days before Christmas a grand 
prize will be awarded. McKim Ad- 
vertising, Toronto, is the agency. 


Igleheart Names Compton 

Richard M. Compton has been 
appointed associate sales and ad- 
vertising manager in charge of 
grocery specialties for Igleheart 
Brothers division of General Foods, 
New York. 
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Brand Names — 


ALEMITE - AUTO-LITE 

BUICK - CHEVROLET 

CHRYSLER - DODGE 

DU PONT 

FISK TIRES 

FORD 

HUDSON 

LINCOLN - MERCURY 

MILLER BREWING 

NASH - OLDSMOBILE 
PENNZOIL 


WILLYS-OVERLAND 
and many othersi iy 


These are names you know-—these are 
products you and all of America respect 
and buy. These are among the most 
astute investors of advertising money in 
the world—and they are all users of 
National Highway Displays! The reason 
is simple: National Advertising Com- 
pany has far the finest and most exten- 
sive facilities for erecting and maintain- 
ing, anywhere in America, highway 
displays with the added impact of 
Scotchlite* Reflective Sheeting. National 
Highway Displays will sell your product 
anywhere, day and night, at very low 
cost. It will pay you to write, wire or 
‘phone National Advertising Company, 
Waukesha, Wis. 


*Reg. Trademark of Minnesote -_ 
Mining & Mfg. Co., St. Poul, Minn, 


j 


i Scotchlite 


REFLECTIVE SHEETING 


+ NATIONAL ADVERTISING COMPANY, WAUKESHA, WIS. 
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52 
] of 4 Posters 
Noticed by 60%, 
Brennan Reports 


Poster Appraisal Data 
Based on Analyses of 
1,650 Outdoor Posters 


Resepa, CaL., Oct. 3—“Top 
quality” outdoor posters are, on 
the average, noticed and remem- 
bered by about two-thirds of all 
the people in the cities where they 
are displayed. 

Only one poster in four scores 
better than 60%, however. The 
average readership score is 50.1% 
for men and 45.7% for women. 

Many posters score less than 
40%, some less than 30%. 

These figures are reported by 
Poster Appraisal Service, which 
bases them on no less than 1,200,- 
000 answers which it has obtained 
in evaluating 1,650 different post- 
ers in the past three years. 

John E. Brennan, president of 
the outdoor research organization, 
points out that, month after month, 
some outdoor advertisers get 
twice as much for their money as 
do others, simply because of dif- 
ferences in the kind of copy dis- 
played. 


s Poster plants, he points out, 
have improved “tremendously” in 
the past decade. Circulation pos- 
sibilities have increased through 
the leasing of more expensive but 
more productive panel locations; 
maintenance is improved; the post- 
er panel itself has been remodeled. 

Partly because of these better- 
ments, and because “nearly all” 
plants are now well placed, Mr. 
Brennan insists that “outdoor 
‘copy’ questions are now at least 
ten times as important as outdoor 
‘panel’ questions.” He adds: “Yet, 
in all probability, at least ten 
times as much money is spent in- 
specting and adjusting poster 
showings (switching panels) as is 
being spent evaluating and im- 
proving copy.” 

While poster plants have been 
greatly improved, he observes, 


When QUALITY 


is a factor... 


FALPACO 


is a Necessity! 


For car cards, calendars, cut- 
outs, ters, novelties, win- 
dow displays, point-of-sale 
displays. 
Falpaco Coated Blanks are 
specially coated for letterpress 
printing. They are also specially 
coated for offset lithography. 
Due to the special Falulah 
’ manufacturing process, Falpaco 
Coated Blanks have less tend- 
ency to curl, shrink or stretch. 
They have that so desirable, 
brilliant, blue-white color. 
Extra smooth surface. 
White and color-coated blanks. 
Available through authorized 
distributors from coast to coast. 
Ask your paper merchant for 
samples and prices. 


PAPER COMPANY 


NEW YORK OFFICE « 500 FIFTH AVENUE 
NEW YORK 18, N. Y. 
MILLS—FITCHBURG, MASS. 


High Remembrance Scores 
Some top-ranking posters measured by Poster Appraisal Service. 
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HITS MARK—Los Angeles Brewing Co., via Lockwood-Shackelford, in April obtained 
an 85.5% male, 74% female readership of this poster for Eastside beer. 
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CONSISTENT—Schlitz’ continuous poster use, via Young & Rubicam, brings it high 
ratings. This January poster was remembered by 81.5% of men and 74% of women. 


TIED IN—This Nash poster last February effectively combined product name with 
copy line. Seven of ten men remembered it. Agency is Geyer, Newell & Ganger. 


Advertising Age, October 9, 1950 
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MARKS A ‘HIT’—Standard Oil of Ohio, via McCann-Erickson, in May obtained an 
84.5% men, 75% women rating for this poster. A masked version scored very high. 


VERY HIGH—Falstaff Brewing Co., St. Louis, hit the jackpot with this poster last 
January. More than 80% remembered it. Agency is Dancer-Fitzgerald-Sample. 
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LEGIBLE—In Cincinnati, 83.5% of men, 69.5% of women remembered this Chevrolet 
poster (via Campbell-Ewald). Dark-blue copy line could be read far away. 


poster copy has by no means 
reached a satisfactory performance 
level. Mr. Brennan points out that, 
although readership figures are 
not available for designs of ten 
years ago, “any qualified person 
thumbing through the book il- 
lustrating the ‘100 Best Posters of 
1940’ would finish with a strong 
feeling that many of the designs 
portrayed would still get top hon- 
ors if displayed on the boards 
again today.” 


s Poster Appraisal has found that 
65.3% of the people in Cincinnati, 
67.5% in Los Angeles and 66.6% 
in Dallas (where his company 
makes monthly surveys) notice 
and remember posters, on the av- 


erage. This consistent rating sug- 
gests, he says, that “65% reader- 
ship is a reasonable level of ex- 
pectancy.” 

In the past year, about 100 post- 
ers evaluated by Poster Appraisal 
have scored better than 60%. As 
to the “also-rans,” Mr. Brennan 
told AA: 

“The answer is that these fell 
behind a little or sometimes a lot 
because they were handicapped 
unnecessarily, in one of two ways. 
The handicaps are (a) those re- 
lated to the conditions under which 
outdoor copy must be viewed or 
(b) those related to the subject 
matter itself.” 


= Some of the former he lists are: 
Some persons have poor vision; 
shadows fall on some posters all 
or part of the day; a large poten- 
tial of the traffic views the post- 
er while passing it in a car going 
35 or more miles an hour; some- 
times there are powerful competi- 
tive posters nearby. 

As for handicaps inherent in the 
poster itself, Mr. Brennan men- 
tions problems of achieving sim- 
plicity, good organization, efficient 
use of color, legibility, etc. Any 
agency art director, he declares, 


instances where im- 
have been 


numerous 
provements might 
made.” 

“When we realize that some 
copy is only about half efficient,” 
he says, “we begin to realize the 
tremendous profit possibilities of 
copy research. If an advertiser is 
spending $100,000 for outdoor dis- 
play space and his copy is only 
80% efficient, he is getting only 
$80,000 worth of selling effective- 
ness for his $100,000 investment. 
If he can increase his copy ef- 
ficiency 10% he is getting $10,000 
worth of additional selling effec- 
tiveness.” 

A successful poster, according to 
Mr. Brennan, is “always a com- 
bination of two things—sound 
selling knowledge and specialized 
artistic knowledge.” 


e As a result of analyzing its 
thousands of reports, Poster 
Appraisal has accumulated con- 
siderable information “about 
what really works best in outdoor 
copy.” Besides reporting to com- 
panies on their individual posters, 
it also sends “Copy Clue” reports 
to clients each month for back- 
ground use in pre-evaluating post- 
er copy. A recent analysis of post- 


“can take any month’s display of 
posters in any city and point out | 


ers portraying a boy in the il- 
lustration is an interesting ex- 


ample. 

This report shows data on 59 
posters evaluated to date in which 
“boy” designs were used. Remem- 
brance among men (51%) and 


women (45.7%) is almost the ex- | 


act average for all posters checked. 
However, as for “correct product 
identification” (of masked pic- 
tures), the “boy” posters were 
2.1% below average with men and 
1.8% below average with women. 
a “Boy-alone” scored 
somewhat lower 
showing two or more boys, a boy 
and a woman, etc. Among the 15 
best-remembered “boy” posters 
with men, for example, one was a 


posters 


“boy-alone” design; five such de-% 


signs were among the 15 low-scor- 
ing posters. 

Considerably more data is re- 
ported on the subject, along with 


detailed analyses of specific post- 


ers with a boy in the design. 


Solex Starts Lamp Drive 

Solex Co., Montreal, has start- 
ed a campaign for Solex electric 
lamps in Canadian dailies. Full- 
color counter and window display 
cards are being offered to dealers, 
and direct mail folders have been 
designed for the dealers’ use. The 
Montreal office of McKim Adver- 
tising directs the account. 
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148,000,000 


other Americans see 


Continental posters! 


Whoever you are, wherever you go, whatever you may do, 
you cannot escape . . . and who wants to? . . . Continental 
24-sheets, 3-sheets, point-of-purchase lithography. 
Colorful, quick-and-easy reading, sales-compelling, Con- 
tinental displays look you in the eye from coast to coast. 
We make posters of every size and description, window 
and counter displays, car cards, calendars, booklets, 
folders, etc. etc. 

Contact our home office or any branch listed below, and 
experienced men with years of lithographic know-how 
will respond instantly. 


ED . Continental 


,% 
- Heil WwW 
Sa” LITHOGRAPH CORPORATION 
b CLEVELAND, OHIO 


NEW YORK e@ CHICAGO e DETROIT @ SEATTLE @ PITTSBURGH @ SAN FRANCISCO e LOS ANGELES 
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NEW MINIATURE POSTERS—Lionel Corp. will distribute 4,800,000 
miniature poster panels in 600,000 sets of eight designs, twice as 
many as the initial distribution a year ago (AA, Oct. 24, ‘49). The 
posters are being distributed with the company’s 1950 catalog 


Enjoy Chewing Wrigleys 


SPEARMINT 


to retail stores in cooperation with Standard Outdoor Advertising 
and the eight national advertisers. In addition, Lionel has man- 
ufactured and is marketing for the first time miniature plastic 
poster display panels to sell in sets of five for $1. 


Advertising Age, October 9, 1950) 


Cost Per 1,000 Circulation of Outdoor Now 
Lower Than It Was Prewar, Says Donnelly 


Boston, Oct. 3—Advertisers 
who use outdoor space pay less 
and get more for their money than 
they did before World War II, ac- 
cording to Edward C. Donnelly, 
president of John Donnelly & Sons, 
which has been engaged in the 
outdoor advertising business since 
1850. 

During the past 12 years, out- 
door advertising has intensified 
its market coverage, Mr. Donhelly 
said, and is now being used more 
skilfully and scientifically. 

Citing figures to prove his point, 
Mr. Donnelly, who also is president 
of Standard Outdoor Advertising 
Inc., New York, an association of 
outdoor advertising companies, 
pointed out that in 1938 a showing 
of 80 illuminated and 80 non-il- 
luminated panels cost an advertis- 
er $4,000 a month in metropolitan 
Boston to reach 1,000,000 people 
daily. In other words, Donnelly 
said, the cost to the advertiser was 
9.4¢ per 1,000 per day. 


ws In 1945 a showing of 115 panels, 
instead of 160, in the same mar- 
ket delivered the same daily cov- 
erage at a cost of 10¢ per 1,000 per 
day but at a reduced monthly dol 

lar cost, which, in ’45, amounted 
to $3,712. 

In 1950, a showing of 50 il- 
luminated and 40 non-illuminated 
panels, 90 panels instead of 115, in 
metropolitan Boston, reaches more 
than 1,000,000 people daily at a 
monthly dollar cost of $3,600, or at 
the rate of 9¢ per 1,000 per day. 

A smaller number of units 
strategically placed today, Donnel- 


| ly said, give an advertiser better 
| coverage and representation than 


was possible before the war. 


ws The multiplicity of new high- 
ways, the increased number of 
trips away from home that more 
people make today, Mr. Donnelly 
pointed out, give outdoor advertis- 
ing a greater opportunity to in- 
tensify its market coverage. 

“In addition,” he said, “we use 
more selectivity than formerly. In- 
stead of trying to cover 18 high- 
ways leading into Boston, for in- 
stance, we now cover seven main 
arteries that carry 95% of the traf- 
fic load. 

“The theory used to be to go 
where people live. But now it is 
to go where people go. 

“But there are also other fac- 


tors that are important,” Mr. Don- 
nelly said. “The basic thinking of 
people generally on the subject of 
outdoor advertising has changed 
in recent years. More people un- 
derstand that outdoor advertising 
is a highly efficient and vital sales 
stimulant as well as an instrument 
of social usefulness. 


s “Fortunately, also, more people 
in the industry have come to real- 
ize that because outdoor is a con- 
spicuous and prominent medium 
we must pursue forward-looking 
policies based on a sense of pub- 
lic responsibility. In other words, 
outdoor advertising to be success- 
ful must serve the best interests 
of the advertiser and the com- 
munity.” 

Modern advertising is typically 
American, and outdoor advertis- 
ing, Mr. Donnelly believes, is par- 
ticularly so. 

“Americans,” he likes to point 
out, “are headline readers and love 
pictures. Outdoor advertising gives 
them both. They don’t have to stop 
to look. They get the full impact 
of an impression in a glance as 
they pass by on the highway. Big 
pictures and short copy with a 
punch is the outdoor technique 
which the tabloids have copied so 
successfully. 


“Outdoor advertising is giving © 


advertisers the greatest value in 
market coverage that there is to- 
day,” Mr. Donnelly insists. “It has 
front page impact, it can be used 
locally, sectionally and national- 
ly, and it has unequalled repeti- 
tion value. It is dramatic, flexible 
and effective at all seasons, day or 
night.” 


Nestle-Lemur Expands Drive 


Nestle-Lemur Co., New York, 
will break an expanded ad cam- 
paign for Nestle Colorinse and 
Colortint with a four-color cover 
page in the December Screenland 
Unit. Ads ae will appear in Dell 
Modern Group, Mact adden Wo- 
men’s Group and Fawcett Wo- 
men’s Group. R. T. O’Connell, 
New York, handles all Nestle hair 
products. 


Broyles Appoints Thomas 


Tommy Thomas, former oper- 
ator of his own agency in Texas, 
has been appointed account execu- 
tive of Galen E. Broyles Co., Den- 
ver agency. He succeeds Dorothy 
Davis Smith, who moved to Dallas: 
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when AMERI AS FRONT DOOR opens 


OUTDOOR ADVERTISING TAKES OVER 


83.1% of the people are outdoors every day! 


OUTDOOR ADVERTISING INCORPORATED 


60 EAST 42ND STREET, NEW YORK 17, N. Y. 
Atlanta - Boston - Chicago - Cleveland - Detroit - Houston Los Angeles - Philadelphia - St. Louis - Son Francisco - Seattle 
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“TEST-ORIVE IT AT YOUR FORD DEALER'S NOW! 


BEST IN PHILADELPHIA—Highest ratings during the past year in Philadelphia were 

turned up in the gasoline and oil, food, beer and automotive classifications by these 

posters, according to Harper Associates. The Sunoco poster, with a 100 showing, 

drew 87% of the men, 76% of the women, for an over-all score of 82%. Morton 

salt (50 intensity) got 71% men, 79% women, over-all score 75%. Gretz (100 in- 

tensity) got 76% men, 62% women, over-all score 69%. Ford (100 intensity) got 
73% men, 567 women, over-all score 65%. 


2 St. Louis Agencies Merge 


Eggers-Rankin Advertising 
Service, St. Louis, and Hi 
Neuwoehner Advertising Co., 
St. Louis, have merged, effec- 
tive Oct. 1. The new agency 
will operate as Batz-Hodgson-Neu- 
woehner Advertising Agency, with 
offices at 217 N. 10th St., St. Louis. 
Earl G. Batz and Charles A. Hodg- 
son were partners in the Eggers- 


Rankin agency. All personnel of 
the two agencies will be retained 
by the new company. 


Karp Joins Valerie 


David Karp has been named 
head of the production department 
of Valerie Advertising Service, 
New York. He was formerly pro- 
duction manager of Harold J. Sie- 
sel Co., New York. 


Posteratings 
Show Four Ways 
to Get Readers 


But There Is No 
Single Formula for 
Success, Says Harper 


New York, Oct. 4—There is, 
thank God, no single successful 
formula for producing high read- 
ership in an outdoor poster. That’s 
Marion Harper Sr.’s opinion, and 
he adds: “If there were, all post- 
ers would be alike.” 

Mr. Harper is probably in as 
good a position to know what 
makes a good poster as anyone. In 
the past three years in Philadel- 
phia, and for the past two years 
in Indianapolis, Harper Associates 
has measured observation and re- 
membrance on some 2,050 posters. 

He is quite chary of hard and 
fast precepts, and says he prefers 
to let his Posteratings speak for 
themselves to advertisers, letting 
them dope out from examples what 
techniques produce readership. 
(Incidentally, they do; not long 
after Kingan had a startlingly suc- 
cessful frankfurter poster in In- 
dianapolis, another meat packer 
posted a similar effort, later copied 
Kingan’s layout almost exactly.) 


a Nevertheless, subscribers are al- 
ways asking Harper for a prescrip- 
tion on what makes posters click, 
and Harper isn’t completely sure 
that he’s right in letting the ratings 
speak for themselves. 

Originality and technique have 
a lot to do with it, he says, point- 
ing to Howard Scott’s series of 
posters for Nash. “People went 
around asking ‘Have you seen that 
last Nash poster?’,” he recalls, and 
adds: “If an advertiser can achieve 
that, he’s getting places.” 

Four techniques, done well, pro- 
duce readership, he says. First is 
human interest; second is dominant 
illustration and strong headline; 
third is children; and fourth is 
cartoon treatment. 


ws During the past year, the com- 
pany has stressed the median 
poster rating it has determined 
for a product classification; this 
median rating is taken on a 12- 
month basis, from the posters of 
all brands in the field, and appears 
on every report. “Probably the 
best addition we have made, from 
a utility standpoint,” Harper com- 
ments. 

Intensity, or number of panels 
in a showing, does not guarantee 


OTHE DISTRIBUTOR 
OTHE DEALER 


ADVERTISER POSTER SERVICE 
Reaches thom all 
for the Least Amount, of Money 


National s Localized Poster Service over the US.A. 
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FORT WAYNE, IN DIANA 


YOUR PRODUCT 


OUTDOOR ADVERTISING POSTER SERVICE FOR YOUR PRODUCT: YOUR DIETRIBUTORS: YOUR DEALERS 
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IN SELLING 


CADVERTIGER SERVICE CAN BE HAD{ 


WATONA.L- TERRITORIAL- STATE-CTTY OR TOWN... 
‘Tailor-Made Outdoor Poster Service to Fit Every Weed....... 


Advertising Age, October 9, 1950 
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SHELL PREMIUM GASOLINE 


? THE BEER WITH THE 
MILLION DOLLAR FLAVOR — 


TORS MATS SRENINS OR Ac. TERE BeeTE, ee 


AGAIN IN 49-« AMERICA’S FIRST CHOICE 


SEE YOUR LOCAL CHEVROLET DEALER 


IN INDIANAPOLIS—Leaders during the past year in Posteratings scores in their 

categories are shown here. The Shell poster (100 intensity) attracted 81% of the 

men, 61% of the women, over-all score 71%. Kingan’s (50 intensity) scored 69% 

men, 72% women, over-all score 70%. The Champagne Velvet board (50 intensity) 

got 79% men, 56% women, over-all score 68%. The Chevrolet trademark board 
(100 intensity) got 80% men, 63% women, over-all score 72%. 


observation, he says. Each poster 
rating gives the poster intensity 
figure. Harper Associates, in run- 
ning a rating survey, makes a min- 
imum of 450 interviews, divided 
evenly between men and women. 
Posters surveyed include those of 
non-subscribers, and give an over- 
all picture of poster effectiveness. 
To eliminate confusion, Harper 
uses fictitious posters in the sur- 
vey, and finds that about 9.5% 
of the interviews must be dis- 
carded because of confusion. 
Posteratings will probably not 
be moved from the two cities to 
another area, chiefly because Har- 
per thinks that keeping the study 


in permanent cities enables the 
researchers to build a large file 
of comparable data upon which 
to draw for analysis. 


Forms Cartoon Service 


National Cartoon Associates 
has been organized at 509 Fifth 
Ave., New York, to specialize in 
production of cartoons for adver- 
tisers. Cartoonists on the staff 
include Ernest Bache, who worked 
with the creators of “Superman”; 
Joe Pena, who formerly worked 
with John Hix on “Strange As It 
Seems”; Harold Bentancourt, for- 
| merly with Capp Enterprises; and 
| Harrell Holmes, formerly a maga- 
| zine cartoonist. 


THE BIGGEST aovertisine 


IN THE smallest state IN U.S. 
Standish-Barnes Co. 
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TWENTY-FOUR SHEET POSTERS 


Over 100 Years of Producing _ )- ge ‘ 
Fine Color Lithography | 


The solid sales impact that only rich, glowing color can give ... the extra 
selling effectiveness that nothing but top-quality lithography can deliver . . 
these are the factors that roll up More sales at less cost per sale. 

Our service is complete—everything from tiny stickers to 24-sheet posters. 
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IG PRETTY IN| 
YORK HOMES 


The Journal- American delivers 


4 out of every 10 New York families 


that read a metropolitan evening paper 


— outsell competition in New York, the 

world’s richest and intensely competitive 
market where every advantage counts, reach 
more families in the home — where buying 
decisions are made. 


The Journal-American, with the largest 
circulation of any evening newspaper in 
America, goes into more than 700,000 New 
York homes every evening ... by far out- 
distances competition for New York family 
business. It is not just individual readers 


the Journal-American delivers, but reader- 
families. The Journal-American goes directly 
into the home. It is read by all members of 
the family. It plays an integral role in the 
family gathering when purchasing plans 
are discussed. 


Present your sales message in the 
evening newspaper that is bought, carried 
home and relied upon by more New York 
families — and your products, too, will 
be “sitting pretty” in New York sales-rank. 
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 & HEARST NEWSPAPER A biioage 
NATIONAlue REPRESENTED BY HEARST ADVERTISING SERVICE — : 
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Du Pont Repeats 
Anti-Freeze 


Poster Showing 


Market-by-Market 
Posting Beats Jack 
Frost by Two Weeks 


New York, Oct. 4—Jack Frost 
and Du Pont Zerone and Zerex 
have a working agreement when it 
comes to outdoor advertising. Jack 
chases Du Pont down and up the 
country with much diligence but— 
fortunately for Du Pont users— 
he’s usually two weeks behind. 

First freezing dates, based on 
weather bureau records going back 
25 years, are the prime considera- 
tion in scheduling outdoor posters. 

Du Pont has not been a consist- 
ent outdoor advertiser, and has 


ee 


More motorists use 


- DUPONT ZERO 
anti-freeze than any other bra 


FOLLOW-UP—In the 200 most important sales markets Du Pont posts this reminder 

as the first frost hits. In conjunction with its two-product unit Du Pont achieves 

@ 100% saturation with this poster for approximately two weeks after cold weather 
arrives. 


had intermittent campaigns since 
1937 when it first hit the medium 
with Zerone, the lower price 
anti-freeze. Zerex, the non-evapo- 
rating product, was introduced 
(outdoor-wise) around 1940. This 
year, 25% of the total Zerone-Zer- 
ex expenditure is going into the 
outdoor medium, according to ad- 


vertising manager Donald L, 


Hague, thus making outdoor the 
backbone of all local efforts. 

An interesting fact is that the 
two posters to be used this year 
are the same two posters which 
were used last year. 


a Here’s how Du Pont’s campaign 
works: 
Two weeks before the estimated 


WEATHER BUREAU—Those in the know realize that when this Du Pont panel goes 

up the first frost is approximately two weeks off. This two-product poster kicks 

off Zerone and Zerex advertising on a local basis—via a 50% showing—approxi- 
mately two weeks before the first killing frost. 


Advertising Age, October 9, 1950 7 


first “killing frost” date a 50% 
showing is posted in the first 200 
Du Pont markets, a two-product 
24-sheet poster with a big-billed 
duck telling everyone to “Get a 
Du Pont anti-freeze.” Illustrations 
of the two cans and their price 
complete the poster. 

When the first frost hits, Du Pont 
posts a reminder that “More mo- 
torists use Du Pont Zerone anti- 


\YN 


SaaS | 
Bu 


”_ 


LAWTER 


3554 Touhy Avenue 
Please send me, without charge: 


Lawter’s LUVA-LITE and Black Light Information 


ue 


HOW TO GET STARTED 


LUVA-LITE* 
BLACK LIGHT 


es 


PAINT! |. 


You've read about LUVA-LITE black lighted bulletins. 
You've seen the results! Now . . . learn how to get 
started with LUVA-LITE and black light yourself! 

From sketch to completed bulletins, Lawter's service 
will help you create, sell and install this spectacular 
new outdoor color sensation. LUVA-LITE has given out- 
door advertising its first new development in 25 years. 
Over 1000 double action black lighted bulletins are 
glowing proof! 

If you aren't using this eye-arresting outdoor medium, 
here are the ‘‘starters’’ you need: 


1. MAKE GLOWING SKETCHES WITH LUVA-LITE 
WATER COLORS 


Kit 16 (pictured above) provides ten 1 oz. jars of fluorescent water 
colors, handy 11” 6 watt black light and a small painted bulletin 
silk screened in 4 glowing colors. This kit demonstrates, proves 
and sells LUVA-LITE's glowing effect! 


2. USE LAWTER’S COLOR AND LIGHTING SERVICE 


Submit your sketches or layouts. Lawter color engineers will make 
specific recommendations on LUVA-LITE colors, black lighting and 
furnish cost estimates on paints and fixtures needed for each job. 


3. WRITE FOR TECHNICAL INFORMATION AND 
PRICES 


You'll receive special Releases, complete instructions for handling 
LUVA-LITE and Lawter's black lights, color card, facts on black 
light illumination, plus specifications and prices. 


4. KNOW WHICH OUTDOOR OPERATORS IN 
YOUR AREA ARE EXPERIENCED WITH LUVA-LITE 


Lawter will furnish you names of operators close to you who can 
furnish on-the-spot service and advice. 


LUVA-LITE PUTS NEW POWER IN OUTDOOR COLOR! 
LUVA-LITE ATTRACTS EXTRA ATTENTION! 
LUVA-LITE IS NEW! DRAMATIC! DIFFERENT! 


WRITE, WIRE OR PHONE... NOW! 


CHEMICALS, INC. 
Chicago 45, Ill. 


| am interested in Lawter products as an: 


Kit—technical releases, color card, installation 


details and prices. 


_____Send color, design, black lighting recommenda- 


tions and cost estimate for prospective sketch en- 


closed. 


_____Names of outdoor operators in my area experi- 
enced in using Lawter's LUVA-LITE Paints and 


Black Lights. 
Fill my order for: 


One KIT NO. 16 CI enclose $18.87, plus postage 


___—_agency silk screen operator 
advertiser —_____ posting service 

—__.__ sign company —___—display studio 

SEE 5 icyou bess cxaegees tanerdi WEE Cuptweveces 

GS occ cvungasedesretce deal ubep 6200604400 

DIS go's. o'cncv 5000 dob cubes sodbeipccentiicsees 

AEP eee ey Peek ate ZONE..... STATE........ 


(wt. 7 Ibs.). Add 2% tax if in Illinois. O Bill my 


company. 


freeze than any other brand.” The 
100% saturation holds for two 
weeks at which time the two- 
product poster comes down, fol- 
lowed in a fortnight by the re- 
minder. 

In the remaining 300 trading 
areas—smaller in car population 
and business potential—Du Pont 
uses one poster on a 30-day basis, 
usually for a 50% showing. 


# All told, the Du Pont outdoor 
campaign embraces 3,000 cities 
and towns in 500 trading areas 
with more than 8,000 panels, aimed 
at the local motorist when he’s in 
his car near the point of sale. 

Since the campaign moves ac- 
cording to the dictates of the 
weather man, Du Pont gets off to 
an early start and last year began 
placing posting orders on Aug. 22 
in Kalispell, Mont. C. E. T. Scharps, 
of Batten, Barton, Durstine & Os- 
born, is the account executive, as- 7 
sisted by Walter Manss. 

Evidently Du Pont posters as 7 
well as procedure pay off, since 
Zerone-Zerex will use the same 
units and strategy in this year’s} 
outdoor effort as were used last ¥j 
year. : 


— 
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Peter Hilton Agency 7 
Becomes Hilton & Riggio ft 

Peter Hilton Inc., New York, 
will now be known as Hilton & 
Riggio Inc. Louis J. Riggio, for- 
merly assistant to the president in 
charge of advertising and sales for 
the American Tobacco Co., became 
a principal of the agency last week. 


Peter Hilton 


Louis J. Riggio 


Mr. Hilton will retain the title} 
of president, while Mr. Riggio will 
be vice-president and treasurer. 
Other officers include J. H. Wil-} 
liamson, vice-president, and L. S.9 
Hendrickson, secretary. 
Established three years ago, the 
agency has specialized in advertis- 
ing and promotion of a wide varie- 
ty of items in the packaged goods 
field. This will continue to be one§ 
of the policies of Hilton & Riggio. 


K&E Signs to Film tor TV : 
Kenyon & Eckhardt, Hollywood 
has signed to film “The Battle 
Pilgrim Hill” at the Roach Stusgj 
dios, Hollywood,-for telecasting om 
“Magnavox Theater,” sponsored by 
Magnavox Co., Fort Wayne, Indj 
on CBS-TV. This will be thé 
first film production for the Mag- 
navox series, which alternates 
every other Friday with Ford 
Theater on the network. Othem 
stories are live dramas produced 
in New York and kinescoped fom 
showings off the cable. 


sities 


Will Televise Rose Parade 
Kaye-Halbert, Los Angeles, tele 
vision set manufacturer, hasg 


signed to sponsor the annual 
Tournament of Roses Parade if 
Pasadena, Cal., Jan. 1, 1951, omg 
KECA-TV, Los Angeles. The tele 
Angeles, handles the account. 

cast will be on for approximately 
three hours that morning. Vick 


Knight Advertising Agency, Lé 
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CREATORS 


: 
} 
t 
, 
. We control thousands of the a oe 
¥ finest outdoor locations in the 
+ Chicago area. These include 

: the most important intersections, 
eal busiest transfer points and strategic 
. spots on all major boulevards and 
2 


arterials. Scores of leading national 
advertisers are now appearing on 
more than 3,000 Triangle locations. 


When you want the choicest top traffic 
spots, finest copy reproduction work 
and most complete service on your 
Chi¢ago outdoor program 


en ae call on us. 


cor painted 


THE GREATEST 
LUXURY 
ON WHEELS 


fil, Ma 


"Triangle Outdoor )-— 


BLACK LIGHT 448 N. ORLEANS STREET 


As the original developer and creator of BLACKLIGHT, our 


experience in perfecting and a — en- CHICAGO 10, ILL. os SUperior 7-3 502 


ables us to offer unexcelled service ; 
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THE JUDGES—The jury of awards in the 1950 outdoor advertis- 
ing art competition are shown here. Identified by numbers, they 
are: 1. Paul E. Belknap, Atlas Supply Co. 2. Francis H. Marling, 
J. Walter Thompson Co. 4 
Wilbur Smart, chairman of the jury, D’Arcy Advertising Co. 5. ing Inc. 
Halsey Davidson, Campbell-Ewald Co. 8. Irving M. Tuteur, C. L. 
Miller Co. 9. J. P. Delafield, General Foods Corp. 10. Nathan 
Perlstein, Pabst Sales Co. 11. C. A. Dimond, H. J. Heinz Co. 
12. Robert Freeman, Foote, Cone & Belding. 


Pure Oil Co. 3. Wallace W. Elton, 


Outdoor Ad Art 
Contest Picks 
Best Designs 


Cuicaco, Oct. 3—The National 
Competition and Exhibit of Out- 
door Advertising Art, launched 21 
years ago by a group of Chicago 
advertising men, occupies a unique 
place in the creative realm of out- 
door advertising. 

The annual exhibit and com- 
petition, which has been held each 
year since 1929 except during the 
war years of 1942, 1943 and 1944, 
has grown to be the largest com- 
petition and exhibit of any adver- 
tising medium. It is now conducted 
by the Art Directors Club of Chi- 
cago. 


70 sketches. This year, 751 poster 
designs were entered, the total 
value of the artwork being esti- 
mated at somewhere near half a 
million dollars. 


a The competition is divided into 
11 classifications, with an antique 
bronze medal being awarded to the 
first prize winner in each classi- 
fication, and framed certificates of 
merit to second and third place 
winners. 

From these prize-winning de- 
signs, three grand prize winners 
are chosen and awarded gold, sil- 
ver and bronze medals as the “best 
of show” for the year. This year’s 
winners of grand awards were 
Ford Motor Co., first; Atlas Supply 
Co., second; and Coca-Cola Co., 
third. The winning posters, as well 


as the winners of each classifica- | 


The first competition attracted 


16. Arthur L. 


Brighten 


x 


Decker, Buchen Co. Others shown in the picture are: 6. John H. 
Kies, chairman exhibit committee, Needham, Lovis & Brorby. 
7. Walter Howe, president, Art Directors Club of Chicago, R. R. 
Donnelley & Sons Co. 13. George W. Straub, Outdoor Advertis- 
14. R. D. French, OAI. 
17. Luther N. Johnson, Young & Rubicam. 18. William E. Sproat, 
J. R. Pershall Co. 19. John P. Gormley, OAI. 20. A. J. Cusick, 
General Outdoor Advertising Co. The medal winners they 
picked are shown on Page 37. 


15. Mark Seelen, OAIl. 


your morning adits: 1] \ 


the Chronicle 


BRIGHT—In the local classification, artist Lonie Bee’s painting for the San Francisco 


Chronicle took first award. Produced by 


Kubin-Nicholson Corp. J. Walter Thomp- 


son was agency, Preston G. Philbower art director. 


SP 
The friendly 
Southern Pacific 


GOOD PAINT—This design by Beverly Hackett for Southern Pacific Co. took top 


honors in the painted display classification. 


It was executed by Foster & Kleiser. 


Foote, Cone & Belding was the agency, Link Malmquist the art director. 


tion, are reproduced on _ these 
pages. 

Selections are made by a jury 
representing the art, advertising 
and general business, which also 
selects the 100 best posters of the 


year. 


mw This year’s winning posters, as 
has been the case in previous 
years, were reproduced in the 
“Poster Annual” published by 
Outdoor Advertising Inc. The 
book is given wide circulation 
among advertisers and agencies 
and is a valuable addition to out- 
door advertising reference li- 
braries. 


NEW SWIFT SPECTACULARS—Twelve of these signs have been installed in Southern 
California by Pacific Outdoor Advertising Co. for Swift & Co. The letters on top 
of the sign are 51%’ high, faced with corrugated translucent red Plexiglas and 
are lighted at night with interior neon bulbs. 


In addition to the poster repro- 
|ductions, the book contains prac- 
tical material on the development 
of 24-sheet poster designs as well 
as articles by Kerwin H. Fulton, 
president of OAI; Walter Howe, 


|president of the Art Directors 
|Club of Chicago at the time of the 


judging, and John H. Kies, chair- 
man of the exhibit committee. 


Children’s Record Guild 


Begins Expanded Campaign 


Children’s Record Guild, New 
York, has opened an expanded 
campaign starting with a full page 
in This Week Magazine. Pages 
will run in The American Weekly, 
Better Homes & Gardens, Good 
Housekeeping, Life, Parents’ Mag- 
azine, Redbook and Woman’s Home 
Companion, 

Direct mail will be a major 


phase of the $300,000 program in 
| addition to trade and newspaper 
| promotion. Radio is being tested 
|in six cities and television sched- 
| uling is in the program develop- 
|} ment stage. Maxwell Sackheim & 
|Co., New York, handles printed 
| promotion and H. B. Humphrey 
Co., New York, is in charge of ra- 
| dio and TV. 


| Rybutol Sponsors TV Show 


| The Rybutol division of Vitamin 
|Corp. of America, Newark, is 
| sponsoring a 13-week series of 
‘half- -hour television shows, en- 
titled “Meet Your Doctor,” which 
| started on WCBS-TV, New York, 
| Sunday, Oct. 1. The program is a 
| public service discussion panel on 
| medical topics. Byrde, Richard & 
| Pound, New York, is the agency. 
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BEST IN FOOD—Winner of the first award in the food classification in this year’s 

outdoor advertising art competition was this poster, painted for Heinz by Al 

Grann, and produced by Continental Litho. The agency was M 
Limbrock as art director. 


TASTY—This Curtiss candy poster, painted by Koopman-Neumer Co., won top 
award in the confections classification in this year’s competition. It was produced 
by Gugler. C. L. Miller Co. was the agency, Frank Betley the art director. 


Must be 


., BALLANTIN E 


NOT SO BLIND—This poster by J. W. Wilkinson for Ballantine took top honors in 
the beers, wines and liquors classification. It was produced by McCandlish Litho. 
J. Walter Thompson Co. was the agency, Chas. E. Barnes the art director. 


dont puta — 
in your pocket! 


RED HOT!—This poster, for which David W. Lockwood was both artist and art 
director, won top honors in the miscellaneous classification for International Cellu- 
cotton Products Co. It was produced by Gugler. Foote, Cone & Belding is the agency. 


PUTTING ON THE OlL—This Standard Oil of Ohio poster by J. W. Wilkinson took 

top honors in this year’s outdoor advertising art show in the gasoline and oils 

classification. It was produced by Morgan Lithograph Corp. Agency was McCann 
Erickson, art director Clark Maddock. 


te the beffer 
we live 


UNCLE WINS—First award in the special classification group went to this Ad- 
vertising Council poster painted by Garrett Orr and produced by U. S. Printing & 
Lithograph Co. Agency was McCann-Erickson, art director Herbert Noxon. 
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The Most Powerful Gasoline 


NEW—One of latest cartoons used by Shell is this one created by Siebel. Cartoon 

humor is an effective way of getting sales messages across, Shell believes. “Posters 

with humor catch the eye, get people talking about them, and prepare the way for 
more sales,” the company says. 


Shell is Sold 
on Humorous 
Poster Appeals 


Claims to Be Largest 
Petroleum Advertiser 
in Outdoor Medium 


New York, Oct. 5—Shell Oil 
Co., which has been using out- 
door advertising for some 20 years, 
thinks it has a winner in its cur- 
rent 24-sheet series. That’s the one 
pegged to the line: “The most 
powerful gasoline your car can 
use!” 

The series, which started in 
June, 1949, makes use of humorous 
cartoons by Siebel to point up “the 
most powerful” gas theme. One of 
the latest posters shows a gas sta- 
tion attendant filling a motorist’s 
tank while using a block & tackle 
to keep the car from taking off. 

Another portrays an amazed 
motorist watching a Shell attend- 
ant walking a “tightrope” formed 
by an “activated” gas hose. 


a James B. Lowery, in charge of 
outdoor advertising for the past 
15 years, told AA that Shell fea- 
tured cartoons and humor “quite 
consistently.” He pointed out that 
the company used cartoons by 
Steig for its 1935 to 1937 poster 
campaigns, which humorously 
hammered home the idea that 
“Shell cuts the cost of stop and 
go driving.” Sample: an indignant 
motorist is halted by a pedestrian 
crossing the street (against the 
traffic light) while reading a 
newspaper. 

“Any poster with humor in it 
is bound to catch the eye,” Mr. 
Lowery said. “People talk about 
it—and when that happens you’re 
on the way to more sales.” 

Prior to its “most powerful’ 
campaign, Shell effectively used 
humor for a year and a half. In 
January, 1947, for example, its 
boards showed a youngster pound- 
ing away at a punching bag. The 
caption said simply: “Plenty of 
punch.” The following month 
showed a boy with a cookie jar 
making a hurried exit from his 
house, a step ahead of his broom- 
wielding mother. The caption: 
“Starts quick.” In March and 
April, the posters showed a boy 
Swinging a baseball bat. The head: 
“Packs a wallop.” 


® In July, 1947, Shell altered this 
approach, adopting the line: “It’s 
that activated Shell Premium gas- 
oline.” The July poster showed a 
Nofziger cartoon in which two 
antelopes watched a third vainly 
trying to catch a speeding car. 

Shell, which consistenily uses 
6,500 boards from coast to coast, 
this year will spend more money 
On the outdoor advertising “than 
any other outfit in the petroleum 
business.” According to Mr. Low- 
ery, the company has increased its 
budget for outdoor every year 
Since the early ’30s. 

One aspect of its outdoor work 
that Shell is especially proud of 


is the co-op setup started in 1947 
with its jobbers. This is an agree- 
ment whereby Shell contracts to 
do outdoor advertising with job- 
bers who match the firm’s dollar 
outlay. In the three years since 
its inception, this campaign has 
proved so ‘successful that Shell’s 
investment has increased about 


400%. 

Mr. Lowery said that Shell’s 
current poster campaign has been 
“very well received by the com- 
pany’s sales force and by its dealer 
organization.” 


es “Outdoor advertising, rightly 
planned and rightly applied,” he 
said, “is a super-salesman: a 
smartly dressed, intelligent con- 
tact man who works day and 
night, without stopping; who sells 
his product by a repetition that 
impresses but never bores; who 
makes his sales talk in the places 
where there are the most potential 
buyers for those products; who 
speaks in modern terms, and keeps 
his sales talk up to date by con- 
stant study of his market.” 

That’s the kind of salesman 
Shell thinks it has in its humor 
cartoons plugging its “most pow- 
erful” gas. 


To Ketchum, MacLeod & Grove 
Charles A. Wright, 


— 


wig 


UPER-SHELL 
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OLD—This cartoon was used by Shell in 1935-'37 to dovetail with a newspaper 

ad campaign which pointed out that 75% of driving is done within a 25-mile 

radius of one’s home. The poster brought home the idea that Shell cut cost of this 
kind of driving, with its recurrent stops and starts. 


formerly | 
assistant to the publisher of Tri- 


County Publishing Co. in eastern 
Pennsylvania, has been named an 
account executive in the public 
relations department of Ketchum, 
MacLeod & Grove, Pittsburgh. Ray 
E. Scott, formerly with WCAE, 
Pittsburgh, has been appointed 
assistant to Lansing Lindquist, 
director of the agency’s radio and 
television department. 


BBDO Resigns Account 

The Los Angeles office of Batten, 
Barton, Durstine & Osborn has re- 
signed the account of Gladding 
McBean & Co., Los Angeles, pot- 
tery and china manufacturer. 
Russell S. Walton, the. company’s 
advertising manager, said that a 
new agency will be appointed at a 
later date. 
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LAWTER CHEMICALS, INC. 


3554 TOUHY AVENUE 


SWITZER BROTHERS, INC. 
4732 ST. CLAIR AVENUE 
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DAY-GLO’s daylight fluorescent colors are red-hot! 
From dawn to dusk, DAY-GLO will make your 24-sheets and 
other advertisements blaze like a house afire. 

Reader impact is terrific. DAY-GLO delivers a Sunday 
punch every time—and the colors are visible four times as far 


as the brightest of ordinary colors. 


See DAY-GLO with your own eyes and find out 
how to boost your sales with the most significant development 
in all the history of color. Mail the coupon 


to Lawter or Switzer TODAY. 


Without charge or obligation, please send me full par- 
ticulars about DAY-GLO, together with a color card. 


STREET ADDRESS _ 
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Outdoor Posters 
a Major Medium 
for Standard 


Company Discloses 
Criteria Governing 
Use of Outdoor Ads 


Cuicaco, Oct. 5—Since 1945, 
Standard Oil Co. (Indiana) has 
been a consistent, 12-month user of 
outdoor posters because, as the 
company tells its dealers: 

“Posters are the one medium 
which reaches a motorist when 
he is actually in his car, may need 
our products and can readily drive 
to our dealers to buy them. 

“The impact of poster advertis- 
ing on any motorist is in direct 


| 


| 


TOPS—One of Standard of Indiana’s outstanding 24-sheet posters was this board 

showing a service station salesman’s cap and carrying the word, “tops.” It ap- 

peared in July, 1946. Of the last 72 posters used by the company, 38 have re- 

ceived recognition or an award in the National Competition and Exhibit of Out- 
door Advertising Art. The “tops” poster was one of the 38. 


proportion to the amount of driv- 
ing he does. The more he drives, 
the more posters he sees, and also 
the more need he has for our prod- 
ucts. 

“Posters are a medium that 


works for us 24 hours a day, 


Our new method assures you 


: i nd we 
cost, easier posting—a streamers and displays as well. 


poster sizes, car cards, 


We are widely experienced in 
patent license #171. Contact us 


ADV 


(443.N. 2nd St. 


of greater flexibility, lower 
can help you with all your 


using DAY-GLO* under 


today for full information. 
*R. Daylight Fluorescent Paint 


silk screen 
ERTISING 


- Milwaukee 2, Wis. 


seven days a week and 12 months 
a year.” 

Standard began using the out- 
door medium in 1926, but was only 
an occasional user of posters until 
1945. Prior to °45, it concentrated 
its outdoor messages in one or two 
months of the year, usually spring 
and fall, to help support other cam- 
paigns. 

According to Wesley I. Nunn, 
advertising manager of Standard 
of Indiana, the company considers 
outdoor as a major advertising 
medium, and uses it accordingly. 

The philosophy behind the com- 
pany’s increased attention to out- 
door advertising was stated suc- 
cinctly by McCann-Erickson, Chi- 
cago, in a presentation made to 
the advertising department, adver- 
tising committee and board of di- 
rectors of Standard just before the 
war. 


= In part, the presentation read: 

“The 24-sheet poster is one kind 
of advertisement. 

“It has its special characteristics 
and its special usefulness. 

“The poster is unique in that it 
must stand on its own feet as an 
advertisement. 

“It is not encountered by a read- 
er in something he has bought for 
other reasons. 

“It is not heard... by someone 
listening to something to which 
he listens primarily for other rea- 
sons. 

“The 24-sheet poster is bluntly, 
frankly, honestly and openly an 
advertisement, and it is all adver- 
tisement. It must generate its own 
interest, or do without any. 

“The poster is constantly ex- 
posed for 30 days... before an au- 


dience which remains partly the) 


same and partly changes every 


6 OP apateag 


Real protection 
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REAL PROTECTION—In 1940, Standard Oil Co. (Indiana) used a 24-sheet poster 

with a Great Dane and a sleeping child, with the words “real protection.” The 

product promoted was Iso-Vis motor oil. The poster was so successful that the com- 
pany used it again in May, 1948—this time for its Permalube motor oil. 


, Set busy..winters coming...change to 


STANDARD OIJL’S CURRENT OUTDOOR POSTER—Now posted on outdoor boards 
throughout Standard Oil of Indiana’s 15-state marketing territory is this 24-sheet 
poster showing a beaver preparing for winter and carrying an admonition to 
motorists to “get busy, winter's coming, change to Permalube motor oil.” Like 
all other Standard outdoor ads, this features the Standard identification sign. 


day. Yet it must do its work in 
5 seconds—the average time dur- 
ing which a poster panel is visible 
to the passersby. 


s “The most important and the 
most vital of ail the special char- 
acteristics of the poster is the 
brevity of its relationship to its 
audience. It must be “got” as fast 
as it is seen. 

“It is received by the prospect 
with less effort on his part, in less 
time and more in one single, whole 
and unmixed piece than any other 
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kind of advertising. 

“The poster is for lookers and 
may not depend at all on reading 
in the true sense. Thus it reaches 
many people that other kinds of 
advertising may not reach. And 
thus it reaches out to give em- 
phasis—and give color and size— 
to the advertising message. 


a “The public must be beguiled 
into looking at and digesting the 
poster message. Therefore, the 
situation presented must have at- 
tention value. 

“The public must be given situa- 
tions which are friendly and op- 
timistic. 

“The visualization, or design, 
is important. It carries the story, 
fortified by the ‘gag’ or written 
material, to the public. 

“Continuity is necessary to im- 
press the public. This is achieved 
by some prominent recurring idea 
or symbol which unmistakably ties 
the entire series together, and by 
continuous uninterrupted appear- 
ances month after month after 
month.” 


@ In its 15-state, midwestern mar- 
keting area, Standard of Indiana 
uses from 2,000 to about 3,600 
boards, depending upon the sea- 
son of the year. In spring and fall, 
the peak’ seasons, the larger num- 
ber is used. 

While the company’s posters are 
designed primarily for increasing 
Standard’s sales, the advertising 
department and the agency also 
feel that the attitude of company 
employes and dealers toward the 
outdoor advertising is important. 

Every brochure on advertising 
plans which is sent to dealers, con- 
tains a concise explanation of the 
reasons why each medium, includ- 
ing outdoor, is used. 

For example, Standard says that 
outdoor posters “are selling for 
you every day...all day.” They 
are “located where traffic is heav- 
iest.” They are “designed to tie in 
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ycur station by carrying the sign 
of Standard.” They are “delivering 
a -ales message to motorists when 
they are in their cars ready to 
bu yi 


s For a number of years, every 
Standard Oil outdoor ad has car- 
ried a large reproduction of the 
company’s identification signs, lo- 
cated in front of every retail out- 
let. Thus, while such diverse prod- 
ucts as Atlas tires, Red Crown 
gasoline and Permalube motor oil 
may be featured on the poster, the 
Standard trademark provides con- 
tinuity. 

While Standard’s outdoor adver- 
tising is aimed at building sales, 
the company naturally is pleased 
by its recognition in poster com- 
petitions. Standard posters have 
received second or third place in 
the National Competition and Ex- 
hibit of Outdoor Advertising Art 
several times; the posters have 
been awarded honorable mention 
six or eight times and, in almost 
every competition, one or more 
posters win places among the first 
100. 


a According to Mr. Nunn, the com- 
pany has no policy either for or 
against repeating a poster. The 
only criteria, he says, are that “the 
ads should be fresh, current and 
take advantage of modern tech- 
niques.” 

In several instances, the com- 
pany has repeated outdoor ads. In 
1939, for example, Standard used 
an illustration of a little girl with 
blonde hair asleep beside a Great 
Dane. The illustration also showed 
a can of Iso-Vis motor oil and car- 
ried the words: “Real protection!” 

The poster was so effective and 
created so much comment that in 
1949, ten years later, the poster 
was repeated (with Permalube 
motor oil and other modifications). 
It received the second prize last 
year in the National Competition 
and Exhibit of Outdoor Advertis- 
ing Art. 

Similarly, the company dis- 
played a Santa Claus poster in 
December, 1947, and repeated it 
the following year. It might have 
been shown again last year, ex- 
cept that the company was con- 
ducting another campaign at the 


Coordinated Ad 
Effort Pays Off 
for Mutual Home 


Muncie, Inp., Oct. 5—The Mu- 
tual Home & Savings Assn. here 
is sold on advertising. And why 
shouldn’t it be? 

Total assets of the organization, 
which started in 1889, have grown 
by leaps and bounds, and especially 
in the past three years, when a 
continuing and closely coordinated 
newspaper, radio and outdoor ad- 
vertising campaign has been con- 
ducted. 

Mutual Home has always been 
an advertiser, using low pressure 
promotion in keeping with the 
character of its business, and the 
figures demonstrate that in this 
case, at least, the advertising has 
paid off. 

Assets of the organization were 
a modest $4,471 in 1890, and they 
rose steadily and surely until in 
1946 total assets were $12,325,663. 
But what pleases Mutual Home 
most is that since that time its 
growth has continued at an ac- 
celerated pace, until now it is the 
fastest growing savings and loan 
association in Indiana (dollar- 
wise). 


® Total assets of Mutual Home 
Tose 13% during 1948, 11% in 1949, 
and for the first six months of this 
year at a rate of 16%—“largely 
due to our continuous advertising 


and promotion,” says James Claw- 
son, secretary, who adds: “Mutual 
Home’s ratio of percentage of 
withdrawals to invested capital is 
unusually low due to two things— 
our attractive 3% dividend rate 
and the constant, conservative, 
low-pressure type of advertising 
in all major media.” At the end 
of 1949, the organization’s assets 
totalled $18,183,269. 

Mutual Home began using a con- 
tinual 100% showing of posters in 
its territory three years ago—in 
October, 1947. Used in close coor- 
dination with newspapers and ra- 
dio, Mutual’s outdoor advertising 
ran 16% of the total 1949 appro- 
priation. 


s Each month Bob Robinson Inc., 
Mutual’s agency, together with the 
secretary and the advertising com- 
mittee of Mutual Home, decide on 
the service to be stressed and the 
general theme. Then the agency 
presents the poster layout for ap- 
proval. Although composed of two 
directors, the advertising commit- 
tee must leave final authority with 


the board of directors. All groups 
pay particular attention to poster 
locations, so that the greatest num- 
ber of the association’s customers 
and prospects are exposed to each 
month’s advertising theme. 

The association reports definite 
rises in business following the 
opening of every new monthly 
campaign—whether it stresses sav- 
ings or home loans. And twice a 
year—during the months immedi- 
ately preceding the January and 


July dividend payments, the post- 
ers always proudly boast, “Divi- 


type of advertising that brings in 
the more desirable, investment- 
minded savings accounts. 


Biow Appoints Fulghum 


Joseph W. Fulghum, formerly 
with Kenyon & Eckhardt, has 


joined Biow Co., New York, as ac- 
count executive for Pepsi-Cola Co. 


dends Never Less Than 3%.” The} 
management reasons that it is this| 
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Joins Denman & Betteridge 

S. Dawson Wright, formerly 
with Station CHUM, Toronto, has 
been named manager of the ra- 
dio and television department of 
Denman & Betteridge, Detroit 
agency. 


KTTV Appoints Jim Lowman 

Jim Lowman, formerly with the 
sales department of OW-TY, 
Omaha, has been named an ac- 
count executive of KTTV, Los 
Angeles. 


Bulletins are doing a Real Job in 


CHICAGO 


Outstanding Locations Available 


SUN ADVERTISING CO. 
231 So. La Salle St. Tel. STate 2-9877 


RONAN’'S 


FLAME-GLO Must Be Right 


When 


It Comes to BLACK LIGHT 


Read this Unsolicited Testimonial 


BLACK LIGHT 
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FLAME-GLO CO., Inc. 
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Union, Conn., Uses Law 
Banning Advertising Signs 


Union, Conn., has sone +. en- 
tire length of the Wilbur Cross 
Highway, Route 15, in that town, | Planter’s Signs Murrow 
prohibiting business establish-| Planter’s Peanut Co., Los Angel- 
mang or advertising signs in any es, has signed to sponsor the Tues- 

| day broadcasts of the Edward R. 

° While the old highway was) Murrow news analysis program on | 
zoned similarly in 1938, the Union | the Columbia Pacific Network. The | 
Town Council is the first to take| show is heard on 17 stations in 
steps under a new Connecticut law | California, Washington, Oregon, 
passed in 1949 which permits lo- | Nevada and Arizona. Raymond R. 
calities to pass ordinances estab-| Morgan Co., Los Angeles, is the 
lishing districts or zones where no! Planter’s agency. 


commercial or business structures, | 
including advertising signs, are 
permitted. 


} 


: 
| 


of 


ID-DAY OR 


IDNIGHT 
Your Sign Shines Brightly . .. 


ALL OVER! 


Interior-light a PLEXIcLAs sign and every square inch 
of it gleams as brightly at night as in daytime! 
PLEXIGLAS sign faces actually increase brightness, yet 
diffuse it so there’s no glare, no distortion of colors, 
trademark or message. ES 2 


re 


PLEXIGLAS saves you money on shipping, erection, 
operation and maintenance, too. Because PLEXIGLAS 
is light and shatter-resistant, carriers accept it at | 
straight first-class rates, and erection requires fewer, | 
lighter supports. You need a minimum of current to 
illuminate PLEXIGLAS signs, and maintenance is i 
reduced to an occasional washing of the smooth plastic I 
faces and the easy, inexpensive replacement of fully- 
protected lighting elements. 


o 


I 


Ses 


PLEXIGLAS signs may be produced in any size, shape, 
color or design—for indoor or outdoor use. Send today 
for our new, fully illustrated booklet, “PLExicLas 
for Signs”. 


A new type of identification sign made of PLEXIGLAS is being Fis 

erected by dealers who handle Mi lis-Moli farm as 

ant machinery. Fabricated by Neon Products, ine., of Lima, Ohio, 

Qo these new “Plastilux 500” signs have copy and trademark 

silk-screened on the inside surfaces of clear PLEXIGLAS, and are 

‘ lighted by Slimline lamps that produce 500 lumens of light per 

square foot on the completely luminous face. The striking com- 

ante bination of light and color, and the three-dimensional appearance 
of the trademark, give the signs maximum visual impact. 


Send for your 
copy today. 


a. 


Yi 


ROHM & HAAS 
~ COMPANY 
WASHINGTON SQUARE, PHILADELPHIA 5, PA. 


PLEXicias rt a 
trade-mark, Reg: U.S. 
Pat. Of. ana in principal 
foreign 


|of outdoor: 


‘Gulf Oil Uses 


Outdoor on Year 
Around Basis 


As Many as 7,000 Panels 
_A Month Used at Height 
of Selling Season 


New York, Oct. 3—Outdoor ad- 
vertising has been used consist- 
ently, effectively and profitably 
for 40 years by the Gulf Oil Corp., 
J. Sherwood Smith, chairman of 
the board of Calkins & Holden, 
Carlock, McClinton & Smith, who 
handles the Gulf account per- 
sonally, told AA in an interview 
during which he discussed various 


| aspects of Gulf’s use of outdoor. 


During those 40 years, Mr. 
Smith said, Gulf has used all types 
24-sheet posters, 


| painted bulletins, and spectaculars. 


It was one of the pioneers in the 
use of spectaculars, although at 
present it is using only two, one in 
Boston and the other in Atlanta. 

The larger part of the company’s 
outdoor advertising is concen- 
trated on 24-sheet posters. This has 
been found most satisfactory for 
Gulf’s products and the type of 
messages it wants to convey to the 
motoring public. 

Gulf uses posters consistently 12 
months of the year. It frequently 
uses as many as 7,000 panels a 
month during the height of the 
motoring season, Mr. Smith said. 
These are distributed in and ad- 
jacent to about 200 cities in the 35 
states in which Gulf products are 
marketed. 


ws The present agency and its pre- 
decessors have been handling 
Gulf’s outdoor advertising since 
1933. Since then Gulf has increased 
its appropriation for outdoor about 
400%, Mr. Smith said. But he de- 
clined to say how much Gulf 
spends annually for this medium. 

Gulf has found from practical 
experience, Mr. Smith pointed out, 
that outdoor advertising gets re- 
sults. There is no other medium 
with greater dramatic impact, or 
which gets its sales message over 
more quickly, he says. 

“Dramatic impact, of course,” 
Mr. Smith said, “is the great ad- 
vantage of outdoor advertising. A 
poster has a dominant quality be- 
cause of its size. It lends itself to 
flexible treatment in copy and 
art work. Its very limitations give 
it strength. The art work has to 
be clear, colorful and precise. The 
copy has to be catching and mem- 
orable as a slogan which compels 
terseness and vigor. In addition, a 
good poster probably gives an ad- 
vertiser more repetition value than 
most other media.” 

Gulf’s agency selects poster lo- 


Dont forget! Change to, 
SUMMER 


Advertising Age, October 9, 1950 


Dont be 
a sitting duck 


Get 
Fast-starting 


NO-NOX 


GULF SEASONAL POSTERS—Three typical seasonal posters used by the Gulf Oil 

Corp., which has been using outdoor advertising for 40 years. The elephant poster 

was used last April, the youngsters in the surf in August, and the ducks is fall 
and winter copy. 


cations with great care. It studies 
market areas closely for adequate 
coverage, and it has found from 
experience that sales are influ- 
enced definitely by effective and 
interesting posters. 

So are people’s emotions; for 
they write in to the company ex- 
pressing pleasure, gratitude, some- 
times objections, and always in- 
terest. This was particularly true 
of several of the company’s World 
War II posters, which frequently 
epitomized feelings of the period. 


Poster advertising is used by| 


Gulf to reach the motoring public 


which buys That Good Gulf and | 


Gulflube and Supreme motor oils, 
No-Nox gasoline, and Gulfpride, 
as well as tires and batteries. 


a Three typical seasonal Gulf 
posters are reproduced on this 
page. The one showing an ele- 
phant with the catch line “Don’t 


forget!” was used in April of this | 
year. The one showing two young- | 


sters in the surf, with the catch 
line, “Don’t hold back,” was widely | 
used in coast areas during August, | 
and the one showing ducks, with) 
the catch line “Don’t be a sitting | 
duck,” is a fall and winter poster. 


“Gulf has found that posters | 


such as these are good for sales,” 


cer-Fitzgerald-Sample 


| Mr. Smith concluded. “They tell 
the Gulf message to the motoring 
public at the time and place where 
Gulf products are used and can 
be bought. They have human in- 
terest and, hence, sales appeal, 
and they are good public relations 
also.” 


Kabaker, Nunns Elected 
V. P.s by Dancer-Fitzgerald 


Alvin Kabaker, who has been in 
charge of the Hollywood office of 
Dancer-Fitzgerald-Sample for the 
past three years, has been ap- 
| pointed a vice-president of the 


| % 


Gilbert Nunns 


Alvin Kabaker 


agency. Mr. Kabaker joined the 
company in 1937. 

Gilbert Nunns, who joined Dan- 
in 1945, 
when he opened its Toronto of- 
| fice, also has been named a vice- 
president. 


Raised 
wood 
letters 


help you produce 
outstanding bulletins 
... they get quick 


recognition .. . ask 
your outdoor advertising 
man about Spanjer 
raised wood letters 


@®@ RAISED LETTERS make good bulletins better 


Serving the Outdoor 
Advertising Industry for 
over Fifty-Five Years 


CHICAGO 10, ILLINOIS 
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Advertising Age, October 9, 1950 


‘Cheap’ Spectaculars 
Sought by Advertisers 


Times Square Holds Up 
But Most Seek Units 
for Smaller Cities 


New York, Oct. 3—If you want 
to talk about spectaculars, and 
trends in spectaculars, you first 
have to define the term. 

Carl Henke, general sales man- 
ager of General Outdoor Advertis- 
ing, says that the whole trend in 
outdoor has been to special treat- 
ment, and cites the phenomenal 
development of black light (which 
GOA is now pushing in every mar- 
ket in the country) as evidence. To 
the outdoor purchaser, Mr. Henke 
says, black light amounts to a 
spectacular—and it has daytime 
value. 

When Douglas Leigh Inc. dis- 
cusses spectaculars, it means 
specifically “an electrical display 
1,000 sq. ft. or larger with an 
unusual animated effect.” And 
Leigh’s company senses that a new 
cycle of spectaculars is coming up, 
candidly admitting that 1949 and 
most of 1950 were not particularly 
good years for spectaculars—not 
good in the sense of bringing in 
new companies, that is. Most of 
the companies who acquired earlier 
Leigh units still have them. 


s On the other hand, Leigh execu- 
tives are inclined to think that 
spectaculars have certainly held 
their own in the New York market, 
mostly because of Times Square. 
Posting has held up in New York, 
they say, but paint’s been way 
down, and embellished paint hasn’t 
done too well. The reason: labor 
costs, which rise steeply on paint. 
As a result, Leigh’s company 
points to just four major new 
spectaculars in 1950—Kleenex’s 
animation, Eveready’s flashlight 
(which shoots a pillar of light 
skyward), Eagle Clothes and Mu- 
tual Life’s weather star. Unlike the 
others, Mutual Life’s spectacular 
was only designed by Leigh; it is 
owned outright by the insurance 
company, whereas Leigh’s signs 
continue to be owned by him. 


as GOA has been active in the 
development of mechanical de- 
vices to “sparkle paint,” Mr. Henke 
says. Among the devices are the 
adivator and the rotovator, both 
of which are designed to give na- 
tional and local advertisers motion, 
and both of which are shipped to 
GOA branches with blueprints 
showing installation. 

The adivator is a motor with 
reduction gears to speed or slow 
action; the rotovator is a specially 
designed unit to permit the rota- 


BLIMP For the past five years Douglas 
leigh Inc. has been using ex-Navy 
dirigibles to carry advertising messages, 
falling them a logical extension of 


§pectaculars. They have phenomenal re- 
membrance value, as surveys attest. 
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what his spectacular will look like, 
and what the action—by adjusting 
the flasher—will be. 


ws On painted bulletins and 
“treated” units, models are made, 
then movies are made—because a 
salesman finds the film so much 
easier to transport and to present. 
Sometimes GOA has found it ad- 
vantageous to set the film in the 
projector in an endless loop, so 
that the action happens over and 
over and over again, just as it 
would on a mechanical spectacular. 
One department store head, who 
wanted the unit but was chary on 
the price, watched his film for 37 
minutes without comment—but he 
bought it. 

GOA is also proceeding with 
three-dimension units, and with 
the speedotron lamp, which flips 
dazzling light at the spectacular 
for a period of 1/1500th of a sec- 
ond. Of interest to the company, 
but still not in application, are 
the black light tube, and functional 
lighting—varying the light on dif- 
ferent portions of the display, 


8 GOOD NAMES TO KNOW 


tion of big areas (a circle on a 
bulletin may be 12 to 15 ft. in 
diameter, made of steel, and a 
ponderous weight). The rotovator 
unit requires plenty of power, 
since it must operate 18 hours a 
day. 


s Through these units, GOA can 
offer the treatment at a minimum 
of cost. Thus, in Indianapolis, West 
Baking Co. can have a unit with 
a loaf of bread, and slices being 
cut away (West now has three of 
these units, and is buying more), 
while in Minneapolis, a coffee 
company which sponsors Cedric 
Adams on radio has his face ani- 
mated on a semi-spectacular. 
Henke’s opinion is that the trend 
is away from spectaculars which 
must be erected in a congested 
area, to smaller structures usable 


SPECTACULAR PLAYGROUND—This is Times Square, 8:30 p.m., and among the 
Leigh spectaculars evident are Flamingo, Eveready, Nescafe and Canada Dry. 


in smaller cities. , considerable strain on the agency’s 

In the past, GOA submitted|and advertiser’s imaginations”) 
spectaculars to prospective adver-| but now, through Kodachromes 
tisers in a series of drawings|and animation, GOA is virtually 
(which Henke characterizes as “a| able to show the prospect exactly 


for complete, dependable 
NATIONAL—SECTIONAL 
Highway Advertising 


WESTERN GOOD | 
ROAD SERVICE 
COMPANY 


CREST 
UTDOOR, inc. 


LOUISIANA 
ADV. CO. 


Serving 45 States from 
14 Operational Centers 


AN2 $ GOOD REASONS WHY... 


% Direct dealer sales service for National or 
Sectional advertisers using HAA service. 


% Dependable performance “across the nation” 
through a group recognized as experienced 
manufacturers and plant operators. 


% Regular inspection and automatic mainte- 


% Complete service—from creative design and nance to assure top appearance and perform- 
production, through leased locations, erection ance. 
and maintenance. % Collectively—over 125 years of experience in 


the Highway Advertising Field — financial 
and personal stability. 


Wide flexibility of style, colors, illustrations 

and copy — Night reflecting material, if de- 

sired, or brilliant enamels tailored to indi- * 
vidual needs. 


Freedom from all the time and money-con- 
suming details required for the development 
of a national program of your own because 
just “One Guaranteed Source” is responsible 
for everything. 


% Choice locations —any size and nurnber of 
signs, anywhere in 45 states. 


FOR DETAILED INFORMATION OR SERVICE BROCHURE 


WRITE © WIRE © PHONE) Sr%oces% } SMUSSS9 } 
Executive Secretary: Box 1508, Asheville, N. C. 

ME 
HIGHWAY ADVERTISING ASSOCIATES | 


SAN FRANCISCO 
DO-22675 


President: Box 32, Fremont, Ohio 
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quite unlike the present even glare 
of the lamps. 


uckingham Cigaret Uses Outdoor as 


Leigh viewed dirigibles as a ‘Heqyy Artillery’ for 25 Years of Sales Gains 


logical extension of the spectacular, 
and for five years has had blimps| HAMILTON, OnT., Oct. 4—The 
cruising around on behalf of a/ important role played by outdoor 
number of advertisers. The dir-| advertising in establishing a prod- 
igibles are currently based at) uct and promoting sales, is hap- 


Lakehurst and Pittsburgh; Leigh’s | pily demonstrated in the “success 
Buckingham  cigaret 


Ma 


rates for them have been nearly| story” of 


halved, and coverage of the eastern 
market can be bought for about 
$8,500 a month. 

Leigh’s organization expects to 
have two new spectaculars in| 
operation by the first of the year. | 
He sees economies possible in this 
direction, too, largely through the 
use of plastics and electronics, and 
points to black light as being “rela- 
tively cheap and easy to maintain.” 


Kaufman Joins KPHO-TV 


Julian M. Kaufman, formerly 
an account executive at Station 
KGO-TYV, San Francisco, has been 
named assistant commercial man- 
ager of Station KPHO-TV, Phoe- 
nix. 


posters, which presents a classic 
example of the effective use of 
the outdoor medium. 

From coast to coast, posters for 
Buckingham cigarets, product of 
Tuckett Tobacco Co., have ap- 
peared continuously month after 


| month for over 25 years. In Can- 


ada this constitutes a poster ad- 
vertising record for any cigaret 
product on a national scale. To 
Canadians, smokers and non- 
smokers alike, the outdoor display 
of the name “Buckingham” is in- 
stantly identified with Canada’s 
best known “throat easy” cigaret. 

The over-all strategy behind this 
continuous poster campaign, from 
the earliest days, has been directed 


toward the twin objective of es- 
tablishing the solid acceptance of 
a name, and developing the taste 
and market for a high quality 
blended cigaret, in a land of Vir- 
ginia type smokers. 


ws From the beginning, over 25 
years ago, when the Tuckett To- 
bacco Co. introduced Buckingham, 
the first blended cigaret in Canada, 
posters have been regarded as the 
“heavy artillery” complementing 
the equally comprehensive pro- 
grams of newspaper, display and 
radio advertising. 

The series started with the crea- 
tion, by the late J. E. Sampson, 
A.R.C.A., of the now his oric 
“Buckingham Soldier,” a _ trade 
character modeled on the equally 
historic guardsman of the British 
army. Painted against a solid red 
background and also extensively 
used in painted bulletins, and win- 


SUPRO \LUX LIGHTS/UP 


80% of the signs on Broadway use 
SUPRO LUX - world's finest fluorescent tubing! 


Experienced Sign Manufacturers everywhere, rely on SUPRO LUX Tubing 


for the best results, long lasting life, greater light output, at no greater cost 


than by using ordinary fluorescent glass. It 


will pay you to try SUPRO LUX! 


NOW AVAILABLE...SUPRO BLACK LIGHT 


TUBING using Corning black, blue glass made 
in all sizes. Write or wire for samples and litera- 


ture from any SUPRO LUX Distributor. 


ORDER A SAMPLE SHIPMENT FROM 


YOuUR 


127 West 17th Street, 
New York 11, N. Y. 


SUPPLIER! TODAY!!! 
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MILITARY MOTIF—For many years Buckingham outdoor advertising featured a 
military theme, built around the ‘Buckingham soldier.’ At top is shown an early 
poster; at bottom, one used during the war, when the solidarity of home front and 


military was 


emphasized. 


dow displays of all types, the 
Buckingham soldier became the 
well-known symbol of “throat 
easy” Buckingham posters. 
Slogans, from the start, played 
on the central theme of mildness— 
a copy line continued up to the 
present day. Through the years, 
both in idea and art treatment, 
these posters have been kept 
strictly contemporary, reflecting 
the developing trends in poster 
design, and have been, in many 
cases, ahead of the trend in new 
and novel design approaches to 
the medium. For example, the 1948 
Buckingham series introduced the 
radical note of a concertina three- 


feminine foils to the main soldier 
characters. 

In the same way, there has been 
a deliberate attempt to keep these 
posters completely topical in re- 
flecting current fashions, trends 
and events, as for example, the 
richly decorative series produced 
in the coronation year of George 
VI which depicted all the pomp 
and circumstance of the royal 


event. Again, during the grim 
years when the Buckingham 
guardsman “went to war” the 


emphasis was shifted to the part- 
nership theme, symbolized by 
posters presenting the Bucking- 


ham soldier and his “buddy” be- 


| 


Buckingham 


. irae 


MELLOW TONES—Current posters for Buckingham cigarets represent a relatively 
+, 4. 


new departure in theme and art for the cigaret which has used 


+d H 


‘ ? 
for 25 years. Mellowness and mildness are featured with art designed to create the 
proper backdrop for these attributes. 


BUCKY AT WORK—One of the Buckingham posters featuring Bucky, mannequin 


Aisi 


shown in the tr | guards 


, who took the place of the prewar military 


character, and at the same time featured the blending theme of the cigaret. 


dimensional effect, achieved by 
the clever use of contrasting color 
shades in vertical panels, in which 
the package, trade figure and sell- 
ing message stood out in bold re- 
lief. 


gs Unique in design, effective in its 
sales appeal, the poster “Taste 
Tells”—illustrating two little kit- 
tens—received exceedingly favor- 
able comment from many quarters 
throughout Canada. 

In the Buckingham cigaret post- 
er story there has always been a 
fairly heavy emphasis on the fem- 
inine appeal and even in the earli- 
er series where the realistic Buck- 
ingham guardsman was the cen- 
tral idea, glamor was always pres- 
ent with the inclusion of decidedly 


hind the lines who helped him in 
Canada’s expanding war effort. 


a With the armistice, came the 
change of pace signalled by the 
postwar strategy of presenting 
powerful selling posters agaif 
emphasizing the “mild” cigaret. 
These were in turn followed by 
the series which introduced 
“Bucky,” a cute and appealing 
little mannequin shown in the tra- 
ditional guards costume, which 
was created by A. J. Casson, 
R.C.A., president of the Royal 
Canadian Academy of Arts. 
This little figure served as the 
| perfect foil for the new selling 
| theme which was expressed in the 
| copy phrase “Not one—not two— 
| but three fine tobaccos in one cig- 
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-of a national advertising program, 
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are:!” It was felt that this new 
traie figure retained the essential 
tie-up with past Buckingham ad- 
vertising, and at the same time 
got away from the military angle 
wiih all its limitations and obvious 
disadvantages in a postwar world. 


s In natural progression to the 
continuous aim of selling a blended 
cigaret which is “differently mild,” 
the copy line for 1950 advertising 
plays heavily on the word “mel- 
low,” independent consumer sur- 
veys having established the fact 
that the mellow quality of Buck- 
ingham cigarets is the feature most 
noted by Canadian smokers. 

This again introduced a depar- 
ture in design, illustrated by the 
example from the current series, 
which features Buckingham the 
“mellow cigaret” in posters which 
in color and general atmosphere 
underscore the mellow quality of 
the Buckingham blend, and the 
copy “So mild, so mellow,’ so 
throat-easy.” The miniature 
guardsman “Bucky” is not fea- 
tured on these posters but is re- 
tained as an important subsidiary 
note in the newspaper series and 
continues to serve as the continu- 
ing symbol of the “throat easy” 
cigaret. 

As already indicated, these Buck- 
ingham posters are part and parcel 


extending across the Dominion 
from coast to coast. As such, they 
complement national newspaper 
coverage in all the major centers 
as well as the intensive radio and 
display effort. 


a When it is realized that Buck- 
ingham pioneered blended cigarets 
in Canada, it speaks well for the 
records that not only was a solid 
and loyal market established for 
the brand but that also during the 
quarter of a century of continuous 
poster showings, sales of Bucking- 
ham cigarets have followed a 
steadily increasing upward curve. 
This becomes even more signifi- 
cant when it is remembered thai 
Buckingham at all times was com- 
peting against a Virginia type 
trend and that during the same 
period, cigaret fashions have wit- 
nessed many changes, with once 
popular brand names disappearing 
from the Canadian market. 


Outdoor Volume 
Should Increase, 


Noxon Believes 


Art Director Sees 
Medium as ‘Art Gallery 
of the Millions’ 


New York, Oct. 4—Barring a 
third world war, the volume of 
outdoor advertising should grad- 
ually rise from its present $81,000,- 
000 to the $100,000,000 mark, ac- 
cording to Herbert Noxon, art di- 
rector of the outdoor creative 
group at McCann-Erickson since 
1930. 

Mr. Noxon predicted that televi- 
sion, another visual medium, 
wouldn’t eat into outdoor volume 
because TV has its own require- 
ments and its own limitations. 
“TV,” he pointed out, “can only be 
seen at a certain time and you 
have to be tuned in. Outdoor post- 
ers don’t have to be tuned in; 
they’re constant.” 

“If we increase the quality of 
outdoor,” he added, “there is no 
reason why we can’t increase the 
volume of outdoor.” 


PRODUCT IN USE—The idea of each member of the family enjoying the product, 

says Mr. Noxon, is expressed here in a memorable way. Though three figures 

appear, the design is simple and planned to call attention to the product—notice 

all hands lead to the Ritz box and the name is prominently displayed. Characters 

used produce a feeling of wholesomeness and friendliness, says Mr. Noxon, and 

these in turn are reflected to the product. The Ritz poster is currently being used by 
National Biscuit. 


by Pointing out that 24-sheets are, 
“great reminders,” he said he ex- | 
pected that food and beverage ad- | 
vertisers would greatly increase | 
their poster advertising. “Keeping 
their names before the public is | 


paramount importance to these 
people.” 

Mr. Noxon, who has created out- 
standing posters for Esso, National 
Biscuit, Atlas Battery and other 
advertisers, and whose agency, 
since 1946, has won 26 top awards 


and 78 selections in the 100 best 
posters in OAI competition, out- 
lined his concept of a good out- 
door poster: 

“A good poster starts with an 
idea that will compel attention. 
This must be combined with a 


good design. These together will)! screwball” 
achieve high recall-value. But no) 


matter how good the basic idea is,” 
he cautioned, “you won’t get prod- 
uct identification without good 
visual design. 


s “Poster copy should not exceed 
five or six words. Remember, the 
message has to get across in five 
seconds, which is all the time an 
individual is going to spend look- 
ing at the poster. 

“Briefly,” Mr. Noxon summed 
up, “a good poster must carry out 
the four B’s. It must be Big, Bold, 
Brief and Beautiful. Above all, it 
must be simple.” 

Expanding on the _ simplicity 
angle, Mr. Noxon advised outdoor 
advertisers against succumbing to 
the temptation to fill up the 25’x 
11’ poster space. “Moreover,” he 
said, “the product name should be 
large enough to see, but it should 
not be over-powering in order not 
to blunt the impact of the poster.” 


es He warned against “a tricky or 
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approach in outdoor 
advertising, pointing out that the 


| public would be more likely to 


have a friendly attitude toward the 
product if the poster “shows be- 
lievable people in a common situa- 
tion.” 

Mr. Noxon emphasized that a 
poster must be “good natured” and 
declared that advertisers should 
bend backwards to avoid giving 
offense. “A poster should carry no 
suggestive material or anything in 
bad taste and it should not go too 
far in caricature or the grotesque. 
In addition, it shouldn’t be high 
hat nor attempt to talk down to 
people.” 

In Mr. Noxon’s view, Americans 
generally reject the “modern” type 
poster, used widely in Europe. 
This presents an interesting, but 
often abstract idea, and makes no 
attempt to sell. 


a Commenting on the strides made 
by outdoor in design, Mr. Noxon 
said that in contrast with the ’20s, 
some of the finest artists in the 


aa million impressions a day’ 
at pennies per thousand . 


Saleh, sipanun MILWAUKEE 


with Cream City Outdoor Advertising 


POPULATION 


ins 342.700 
$1,902,000,000 
BELGE $1.200,000,000 
EET tse $790,000,000 


Get the facts! 


A “‘NATURAL’”’ OUTDOOR MARKET, Milwaukee and its suburbs cover 


over 500 square miles, encompass 28 major shopping centers. All traffic 


is surface level — there are no “els” or subways. 
scientifically allocated posters and spectaculars dominate the trafficways. 
People are on the move! 


BUYING POWER, 16% higher than the national average, is consistently 
tapped with the repetitive appeal of outdoor advertising at its best. Here 
is selling where it counts — complete coverage with one medium — reach- 


ing spendable income on its way to buy. 


Strategically located, 


SALES RESULTS come quickly, easily, with telling effect — at amazingly 
low cost. Cream City posters deliver over 1,000,000 sales messages every 


day — 30,000,000 every month — for pennies per thousand! No other 
medium — no other market — offers so much for so little. 


Write 


CREAM CITY OUTDOOR ADVERTISING COMPANY 


4550 WEST WISCONSIN AVENUE* MILWAUKEE, WISCONSIN, 
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U. S. are now designing posters. 
“In the ’20s, artists didn’t want 
their work reproduced because 
mechanical limitations meant poor 
quality blow-ups. Reproduction 
methods have since leaped for- 
ward with tremendous strides and 
artists are no longer concerned 
about this factor. 

He said that many outdoor art- 
ists today are portrait painters of 
wide reputation. Portrait painters, 
he said, have the faculty of de- 
lineating character, which he 
emphasized as vitally important 
in poster work. 

Artists are attracted to work in 
this field, he continued, because of 
the challenge posed by the very 
shape of the poster. “It requires 
great ingenuity on the part of art- 
ists to solve the problems posed in 
poster work,” he said. 


= Mr. Noxon called outdoor post- 
ers “the art gallery of the mil- 
lions,” and said-that people look at 
posters more often than any other 
form of advertising. This, he went 
on, is another reason for the num- 


ber of big name artists currently 
working in the medium. “There is 
hardly an artist in America today 
who would turn down an outdoor 
commission,” he said. 

“All in all,” Mr. Noxon said, 
“outdoor is a wonderful medium 
for keeping an advertiser’s prod- 
uct constantly before the public. 
It is essentially a reminder medi- 
um and a sales help. It should 
not be expected to do the sales job 
by itself, but an advertiser who 
doesn’t use outdoor is missing a 
large segment of his potential con- 
sumers.” 


Reilly Tar Appoints Twiss 

The House of J. Hayden Twiss, 
New York, is the new agency for 
Reilly Tar & Chemical Corp., In- 
dianapolis. Caldwell, Larkin & Co., 
Indianapolis, formerly handled the 
account. 


Sudler Adds New Division 

Sudler Co., Los Angeles, has set 
up a technical production division 
for the preparation of technical 
manuals, instructional data, slide 
films and training films. 


Dodge Pioneering in Quidoor Medium 
Responsible for Many Innovations 


User of Medium for 
36 Years; Currently 
Posting on 8,000 Boards 


Detroit, Oct. 4—Dodge has 
sponsored many memorable out- 
door posters and painted boards 
in its 36 years of automobile man- 
ufacturing. Its 24-sheet poster for 
September and October, emphasiz- 
ing the “magic mile” ride, meas- 
ures up with the best, the company 
believes. 

Dodge, through the years, has 
been one of the most consistent 
users of outdoor advertising in the 
automobile industry, and probably 
one of the most effective. Dodge 
pioneered in automotive outdoor 
teaser advertising, and in exploit- 
ing a simple, powerful theme con- 
sistently. Many of the techniques 
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BIG names, 
household 
words, names 
synonymous 
with leader- 
ship... these 
are the names 
on the thou- 


sands of 


years— proof of t 


DELCO-HEAT 


PITTSBURGH 


substitute. 


Many of them are in your own community. 
A large so pe 0 have been up for many 
eir superior quality. 


MAYTAG APPLIANCES 
RED & WHITE FOOD STORES 
WESTINGHOUSE APPLIANCES 
WESTERN AUTO * A &P 
* SHELL 
LOWE BROTHERS PAINTS 
LEONARD APPLIANCES 


SARGENT PAINT 
They must be better—for so many will accept no 


PAINTS 


that « veryone knows | 


introduced by Dodge have since 
become textbook doctrine. 

Currently Dodge has a six 
months’ posting on approximately 
8,000 boards. Four posters a year 
are devoted to passenger cars, two 
to trucks. At most locations, the 
Dodge poster carries the dealer’s 
name. In metropolitan areas, deal- 
er names are allocated on a proxi- 
mity basis. In some cities and at 
some locations, where an equitable 
allocation is not feasible, the pub- 
lic is invited to “See Your Dodge 
Dealer.” 


s Dodge began using outdoor even 
before the first Dodge car was 
sold. Early in 1914 John and Hor- 
ace Dodge, who until then had 
been building automobile parts, 
announced they would build a mo- 
tor car under their own name. 
Simultaneously with this an- 
nouncement, the first teaser ads 
appeared on painted boards. The 
background was solid dark blue, 
the letters were white. The copy 
said simply: IT SPEAKS FOR ITSELF. 
The name Dodge did not appear 
on the boards. This was followed 
by a second board with the fol- 
lowing: 
IT SPEAKS FOR ITSELF 
Dodge Brothers 
Motor Car 

Soon after the first Dodge cars 
were built, late in 1914, the com- 
pany began using 24-sheet posters, 
with white lettering on a dark blue 
background. The copy was out- 
standing for its simplicity: 

THE GASOLINE CONSUMPTION IS UN- 

USUALLY LOW. 

THE TIRE MILEAGE IS UNUSUALLY 

HIGH. 

The copy was virtually lifted 
from display advertising which 
Dodge was then running in The 
Saturday Evening Post. The dis- 
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play ads likewise were models of 
simplicity and sincerity. 


a The Dodge motor car was an 
immediate success. Dodge adver- 
tising, especially its outdoor ad- 
vertising, certainly contributed to 
that success. The outdoor cam- 
paign still ranks among the most 
memorable in advertising history, 
Legends have grown around it, 
and almost legendary personalities 
are associated with it—the late 
Theodore F. MacManus, a giant of 
the advertising agency business; A. 
I. Philip, general sales manager for 
Dodge Brothers, and George Har- 
rison Phelps, advertising manager 
at the start and later agency chief. 

There were several elements in 
the unusualness and effectiveness 
of Dodge ads. The copy was simple 
and straightforward. The combin- 
ation of white lettering on a dark 
blue background commanded at- 
tention. Dodge recognized the val- 
ue of repetition and continuity. 

In outdoor advertising, as in 
other media, Dodge began identify- 
ing its product with the word “de- 
pendable” and by 1921 “dependa- 
bility” made its initial appearance 
in Dodge sales literature and ad- 
vertising. Dodge coined the word, 
simply because it was easier to 
pronounce than “dependableness.” 
Dependability soon found its way 
into standard dictionaries. 


s Dunlap-Ward was the original 
agency handling Dodge motor car 
advertising, with MacManus super- 
vising the account and writing the 
ads. In 1916, MacManus moved to 
Erwin, Wasey and in 1917 he 
formed his own agency to place 
Dodge advertising. Phelps, who had 
been advertising manager at Dodge 
from the beginning, organized an 
agency in 1921. He had the Dodge 
account from then until 1928 when 
Dodge was purchased by the Chry- 
sler Corp. Advertisers Inc., headed 
by Lee Anderson, had it from 1928 
until 1932, when the account went 
to Ruthrauff & Ryan. 

The depression had set in, and 
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STILL PITCHING—Dodge still attempts to keep its lettering close to the distinctive 

Dodge style used on the original Dodge outdoor painted boards and posters, 

and usually succeeds. These posters, two of which were used in 1948 and one of 

which (the Scotch theme) is an early 1950 job, also demonstrate how dealer im- 
print is always built into a poster if possible. 
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INTERIOR ROOM—Three of the “animal series” posters used by Dodge in 1949 to 
remind buyers that its new models offered more-not less—head room, shoulder 
room and leg room for the comfort of passengers. 


the times called for a new ap- 
proach to the sales problem. Ruth- 
rauff & Ryan, with successful ex- 
perience in direct selling adver- 
tising, developed a series of hard- 
selling ads which helped Dodge 
move in five years from ninth to 
fourth place in sales. During the 
thirties, outdoor played a less im- 
portant role than previously, but 
it was used effectively to tell the 
story of Dodge fuel economy and 
low price. 

The Dodge truck account was as- 
signed to Ross Roy Inc., in 1939, 
Ruthrauff & Ryan retaining the 
passenger car account. In both car 
and truck posters, art and copy 
are keyed closely to the division’s 
over-all sales strategy. Present 
Dodge merchandising and adver- 
tising for passenger cars is built 
on the theme of the “Magic-Mile” 
ride. In the truck field, the theme 


of Dodge Job-Rated trucks lends 
itself readily to poster treatment. 

The entire Dodge advertising 
program is under the supervision 
of E. C. Quinn, general sales man- 
ager. A. E. Horne is advertising 
manager of the passenger car di- 
vision. W. L. Kessinger manages 
the truck advertising department. 


Shanin Appoints Barron 

Gene L. Barron, formerly ad- 
vertising manager and director of 
publicity and public relations of 
Happiness Tours, has been ap- 
pointed director of sales and pro- 
motion of Shanin Co., Chicago 
printer. 


Signs TV Sports Show 
Lincoln-Mercury dealers of the 
Detroit district are sponsoring the 
Bob Murphy sports show over 
WXYZ-TV, Detroit, Monday 
through Friday, for 13 weeks. 


EXCLUSIVE COVERAGE IN 


32 TWIN CITIES METROPOLITAN MARKETS! 


ADVERTISING COMPANY 


ESTABLISHED 1934 


UPPER MIDWEST’S FASTEST GROWING 
OUTDOOR ADVERTISING COMPANY 


24 SHEET e SPECTACULAR e BLACKLIGHT 
NEON ¢ HIGHWAY OUTDOOR DISPLAYS 


MEMBER 
OUTDOOR ADVERTISING ASSOCIATION OF AMERICA 
NORTHERN STATES OUTDOOR ADVERTISING ASSOCIATION 
TWIN CITY ELECTRICAL AND OUTDOOR ADVERTISING ASSOCIATION 


National Representative 
GEORGE E. THOMPSON & ASSOCIATES 
New York + Chicago 
Los Angeles 


MINNEAPOLIS 


951 East Hennepin Avenue 


ST. PAUL 
434 Pleasant Avenue 


.. ONE RIDE 
WORTH 1000 WORDS 


,~ DODGE 


wy *) -& “MAGIC-MILE” RIDE 


CURRENT OUTDOOR COPY—The “Magic Mile” theme currently on some 8,000 panels throughout the country. Dodge has been 
being exploited by Dodge features this poster, now appearing a consistent outdoor advertiser throughout its history. 


4 
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85,345 TV Sets in S. F. 


San Francisco Television Sta- 
tions Committee reports that the 
total number of TV sets in use 
in the Bay Area on Sept. 1 was 
85,345. 


Becomes Wank Division 


Francis J. Wank Advertising, 
San Jose, Cal., has become the 
Wank Division, Long Advertising 
Service, San Jose. Headquarters of 
Wank remain at 28 S. Ist St. 


Field Force Names Ramsdell 


Field Force Mfg. Co., Phoenix- 
ville, Pa., manufacturer of farm 
machinery and implements, has 
named Lee Ramsdell & Co., Phil- 
adelphia, to handle its advertising. 


Thomson Symon Co... . the oldest, 
positively, the largest, positively . . . 
suppliers of 24-Sheet Posters in 
quantities of 10 to 1000 to and 
through agencies, everywhere. 
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Two 
of the newest 
DOUGLAS 
LEIGH 


creations 


Subject to prior 
sale we can 
now offer a 
budget-fitting 

service for 


‘ AIRSHIP 
: ADVERTISING 


with full spectac- 
ular treatment 
on one side 


Wire or phone 
us for complete 
details. 


DOUGLAS LEIGH 


SPECTACULARS Inc. 


630 FIFTH AVE., NEW YORK 
PLAZA 7-4800 


Next time 
try the train 


Next tim 


Next time a t 


USES LIGHT APPROACH—How Southern Pacific added a modern, 
light touch to its 14-year-old theme last year is shown by 


San Francisco, Oct. 4—Ask 
any motorist in the West what ad- 
vertiser he thinks uses the most 
painted bulletins, and his answer 
undoubtedly would be—‘Southern 
Pacific, of course.” 

Although it isn’t true that SP is 
the largest user of outdoor in the 
western states—not by a long 
shot—the railroad’s strategic locat- 
ing of its famous “Next time try 
| the train” messages would make it 
seem to be. 

Currently the company is using 
88 bulletins for this campaign. 
| They are located between Portland, 
Ore., and the Arizona-New Mexi- 
co state line. Location of each has 
been arrived at after considerable 
research into traffic and motoring 
habits. They are placed where mo- 
torists will read the message after 
a particularly trying stretch of 
highway. 


a Thus it seems to the motorist 
crossing the western states that one 
of those “Next time try the train” 
suggestions is popping up at him 
every short while. The psychologi- 
cal effect has been proved trem- 
endous, according to Fred Q. Tred- 
way, general advertising manager 
of Southern Pacific Co. 

And he’s the man who should 
do the talking on this subject. Mr. 
Tredway fathered the whole idea 
back in 1934 and has built it up 
to its present importance over the 
ensuing 16 years. 

“We arranged six boards that 
first year,” Mr. Tredway recalled. 
“They were placed on the main 
highway between San Francisco 
Bay and Sacramento, aimed at mo- 
torists who were making that trip 
by auto rather than by train. 


sw “Little was thought about the 
‘Next time try the train’ message 
at the time,” Mr. Tredway con- 
tinued. 

“But two years later when 
Southern Pacific started an am- 
bitious program of improved serv- 
ice up and down the coast, we de- 


cided to start a highway cam- 


ze 
P 


No End in Sight for 14-Year-Old 
S. P.’s ‘Next Time Try the Train’ 


paign. We recalled the favorable 
comment on the ‘Next time try the 
train’ idea and made that our cen- 
tral theme, adding supplemental 
sales messages.” 

Thus started the continuing 
campaign which has built up 
tremendous public acceptance for 
the railroad. Both Mr. Tredway 
and his agency, Foote, Cone & 
Belding, are convinced it should 
be continued indefinitely. 


s According to SP’s advertising 
manager, many suggestions both 
from within and without the rail- 
road have been tendered his de- 
partment down through the years 
the campaign has been used. Some 
people have thought the message 
should be altered to say “Next 
time take the train.” Other varia- 
tions have been favored. 

But the original wording has 
been retained. Gradually those 
suggesting the changes have come 
around and agreed that it is best. 

As Mr. Tredway put it, “the 
message as is suggests rather than 


emphasis on a particular, 


try the train 
€ 


RELAX 


he train 


SAFE 


these three examples of boards which tell the basic story, with 


one-word benefit. 


commands.” 

After choosing the main mes- 
sage, Mr. Tredway and his agency 
men added such phrases as “Let 
the engineer drive you,” later 
hardening them down to a few 
simple messages usually of one 
word such as “Relax,” “Safe” and 
“Cool.” 


a The problem was studied furth- 
er. And it was realized that an 
idea rather than a specific, con- 
crete commodity was to be sold. 
Mr. Tredway and his fellow work- 
ers agreed the boards should greet 
the motorists when they were in 
moods that were receptive. 

Locations were chosen so that 
motorists faced the message at 
points where they were likely to 
have driven for some distance and 
to be tired. In congested areas the 
message, “Relax,” was used; in 
the hot interior valleys, “Cool,” 
and on winding mountain roads 
it was “Safe.” 

The campaign had public im- 
pact from the first. According to 
Mr. Tredway, his department and 
the agency began to get letters 
from motorists saying they had 
seen the boards at times when 
they were particularly tired, hot 
or irritable and they had decided 
that the next trip they made 
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would be by train. 

Also, the phrase began to filter 
into newspapers and magazines. 
Columnists frequently commented 
on the boards or used the phrase 
when someone, dealt with in a 
newspaper item or column, got into 
difficulty when taking some other 
form of transportation. 

Cartoons appeared with the 
phrase, not only in the West but 
in national media. 

The boards appeared in the 
movies, such as “Of Mice and 
Men,” and on radio shows. Jack 
Benny, for example, during a skit 
about Pinnochio, found a “Next 
time try the train” bulletin in- 
side the whale. 


ws “One reason for the success of 
this campaign, we feel, has been 
the care with which the messages 
and layout design have been pre- 
pared,” Mr. Tredway told AA. 

“We have consistently aimed at 
simplicity, brevity and for a de- 
sign producing quick impact on 
the mind of the motorist, usually 
traveling at fairly high speeds. 

“Since the main message, ‘Next 
time try the train,’ and the sup- 
plemental sales messages, except 
for timely variations, are fixed, 
you might suppose that after 14 
years the idea might become static 
and preparation of new designs 
might bore all those working on 
the campaign. 

“However, the reverse is true. 
We all get as much kick out of 
producing a new series as we did 
when the campaign started.” 


w The necessary change of pace 
for each new series in the cam- 
paign is the responsibility of Link 
Malmquist, Foote, Cone and Beld- 
ing’s art director in San Francisco, 

He reviews the posters of the 
preceding years with particular at- 
tention to the current design being 
replaced. His objective is to make 
a distinct change, either in layout 
or treatment, or both. 

Fox example, about three years 
ago the pictorial element in the 
design was compressed to a very 
small train, and the space gained 
was used to boom out the “reason 
why”—RELAX or COOL or SAFE. 
The lettering and colors in each 
case emphasized the meaning 
of the message used. 

Next followed a series using the 
light touch with Bill Tara car- 
toons illustrating “Relax,” “Safe” 
and “It’s Fun.” 


sin Mr. Tredway’s estimation, 
one evidence of the campaign’s 
success is the fact that even many 
Pacific Coast advertising men well 
acquainted with the bulletins 
greatly over-estimate the number 
of boards used. 

“From our experience,” Mr. 
Tredway summed up, “advertisers 
can get improved results if they 
observe five fundamentals: (1) a 
good message, (2) briefly stated, 
(3) simplicity of design, (4) well- 
chosen locations, (5) continuity.” 
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24-SHEET POSTER SHOWING 


* With Chasedge Three Dimensional Frame 
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CONSISTENCY IN ‘44—In June, 


pitched its outdoor boerds to a war theme, but at the same 


NEXT TIME 


EARLY ONE—This is one of the early “Next 
posters for Southern Pacific. It was posted 


1944, Southern Pacific Co. 


: 


| RRR me 


The friendly 
Southern Pacific 


See ie 


Time Try the Train” 
in April, 1937, and 


; 


set ea emer ye rsa, Cee t.: 


time cleverly carried on its “Next Time Try the Train’ con- 
tinvity started in 1934. 


as is clearly evident, it contains the same message and the 
same elements as the boards still being used. 


Great-West Life Uses Outdoor to Register 
Its Name and Give Local Support to Agents 


WINNIPEG, Oct. 5—Since 1936, 
when Great-West Life Assurance 
Co. began using outdoor posters 
in a few key Canadian markets 
on a test basis, it has sought to 
accomplish two objectives: 

1. Name registration. The com- 
pany feels that it is particularly 
important to acquaint residents 
with its name in the larger metro- 
politan U. S. markets which it 
has invaded, and is convinced that 
outdoor is “an inexpensive, color- | 
ful and effective way to win recog- 
nition.” 

2. Provide 


local support for 


door posters, and today Great- 
West maintains showings in 69 
cities and towns of the U. S. and 
Canada. 

In Canada, the company sup- 
ports 14 major branch market 
areas with three showings a year— 
winter or spring, summer, and fall. 
Two showings a year are scheduled 
for ten secondary cities and 15 
single-agent centers receive one 
showing annually—a total of 700 
panels. 


@ Expansion plans are not yet 
complete. Ultimate objective in 


Your Futu 
RM rsh: Zaty 


YOUR FUTURE—Since 1936, Great-West Life Assurance Co. posters have been de- 
signed to familiarize the company name and provide local support to agents. 


This typical board was used last 


agents. Officials of Great-West are 
convinced that the posters are both 
morale boosters and motivators, 
and cite innumerable references 
by agents to “my billboard.” 


s In Canada, the posters are used 
as supplements to the company’s 
Magazine advertising, to inform 
Passersby that the services of 
Great-West are available locally. 
In the U. S., however, outdoor is 
the major ad medium, primarily 
because the sales force coverage 
is too spotty to warrant magazine | 
advertising. 

Since 1936, the company grad- 
ually has increased its use of out- 


LYNCHBURG 


VIRGINIA 
An Industrial Center, A Virginia Key 
City Reached Through 


THe LYNCHBURG NEWS & apvanee 
1. Effective buying income $66,994,000 

2. Quality of market index 113. 

3. City zone population 47,241. 

4. igectiues cannot be sold from the out- 
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year. Only copy is the slogan. 


outdoor is to maintain four show- 
ings yearly in 24 markets and two 
showings a year in single-agent 
cities. 

In the U. S., the company main- 
tains four showings yearly in one 
city; three showings in two cities; 
two showings in 11 cities, and one 
showing in 17 markets—a total of 
1,000 panels. 

Since 1947, Great-West posters 
have featured a family group, 
sometimes in silhouette, to empha- 
size the idea that insurance is im- 
portant to the family, or else 
simple posters with the company’s 
slogan and its name. The slogan, 
“Your future is our business to- 
day,” is the only copy used. 


a In the course of its use of out- 
door advertising, Great-West has 
been guided by the conviction that 
life insurance usually is sold, not 
bought. The agent, it believes, 
must establish contact with the 
prospect and sell him on doing 
something for the ultimate good 
of his family and himself. 

Because of this selling problem, 
the company has decided that its 
insurance advertising should help 
make the salesman’s job easier, 
and that the best way to do it is| 
to familiarize prospects with the | 
Great-West name. In this way, it 


eliminates the necessity for its 
agents to spend a great deal of 
time in “selling the company.” 

MacLaren Advertising Co., To- 
ronto, is the agency. 


Everling Agency Moves 

Everling Associates, Philadel- 
phia agency, has moved its offices 
to 1015 Chestnut St. 


Newark Bakery Gives 
Outdoor Ads Credit 
for Business Growth 


Newark, Oct. 5—The 65-year- 
| old Fischer Baking Co. gives out- 
| door advertising a major share of 
credit for its growth over the 
| years. 

| The company started in the out- 
| door field with a painted sign in 
| the center of Elizabeth, N. J. The 
first sign cost $360 for a full year. 
Convinced that 
spent $888 the following year for 
eight posters along one avenue in 
Newark. 

By 1923, the outdoor ad budget 
had increased to $15,000 and the 
company had grown proportion- 
ately. The following year, it put 
almost $30,000 into poster space. 


@ Sales continued to rise, and 
Fischer opened plants and distri- 
buting stations in New York, As- 
bury Park, N. J., Trenton, Atlantic 
City, Philadelphia and Allentown, 
|Pa. Business volume could be 
counted in the millions. 

Consistency and well-executed 
illustrations of familiar scenes are 
the ingredients of Fischer’s suc- 
cess formula. The company at- 
tempts to keep its name before the 
public in every part of its distri- 
bution territory constantly. 

The company’s illustrations have 
featured everything from healthy 
babies and pretty girls, to work- 
men enjoying a box lunch. And 


punch home the idea that Fischer’s 
bread, rolls, cakes and other baked 


it paid, Fischer |. 


terse, compact copy is designed to |: 


goods are good. 


s But while the company gives 
outdoor posters credit for its suc- 
cess, it has not neglected other 
media. It was one of WOR’s first 
advertisers and the very first ad- 
vertiser on WOR-TV. In addition, 
it has sought to produce a well- 
rounded promotion, using news- 
papers as well as radio and TV. 

United Advertising Corp. serv- 
ices the account, and all advertis- 
ing is placed through Scheck Ad- 
vertising Agency. 


Joins O’Brien & Dorrance 


Elis Folke, formerly of Sigfrid 
Bjellander Reklam, Huss Reklam 
and W-Reklam, ad agencies in 
Stockholm, Sweden, has joined the 
copy and planning staff of O’Brien 
& Dorrance Inc., New York. 


To Wilhelm-Laughlin-Wilson 


Hal Klem has joined Wilhelm- 
Laughlin-Wilson & Associates, 
New York, as an assistant art di- 
rector. 


NORTH CAROLINA 


A Self Contained, Isolated Market 
Reached Through The 


NEW BERN + ta Antari 
We will help you merch 
in the Sun-Journal to — the $19. 249, 000 
effective buying income of New Bern. Test 
your campaign in the New Bern market. 
REQUEST mORE FACTS—ADVERTISE a NEW BERN 


WARD-GRIFFITH CO., INC. 


rk Lexi Bullding........... NEW YORE 
Wrigley Building .........sceesceeeess CHICAGO 
General Motors Buijding.............++ DETROIT 
Statler Office Bullding.............+++: BOSTON 
22 Marietta Street...............00055 ATLANTA 
Russ Building ..............+ SAN FRAN 


IT TAKES TWO ENGINES 


to climb a stiff grade. One pulls and the other 


pushes. To keep any business on a rising curve there must be the push of selling 


and the pull of service. The thirty-two members of the Chicago Photoengravers 


Association pull together to keep service and quality standards up while 


they compete with each other for sales. They define and enforce fair trade 


practices and, to assure that quality will be maintained in future years, support a 


program for training young photoengraving craftsmen. This forward-looking 


policy is one reason why the majority of fine photoengravings made in Chicago 


are produced by the more than 1000 photoengraving craftsmen they employ. 


AD-PLATE ENGRAVING CO, ¢ AMERICAN COLORTYPE CO. ¢ BLOMGREN BROS. & CO. » BONCRAFT CORP. © CENTRAL TYPESETTING & 
ELECTROTYPING CO. ¢ COLLINS, MILLER & HUTCHINGS, INC. e COLUMBIAN ENGRAVING CO. e R. R. DONNELLEY & SONS CO. « DOT 
ENGRAVERS, INC. © THE FAITHORN CORP. « FOOTE, CONE & BELDING « GLOBE ENGRAVING & ELECTROTYPE CO. © ILLINOIS PHOTO- 
ENGRAVING CO. « JAHN & OLLIER ENGRAVING CO. ¢ LAKE SHORE PHOTO-ENGRAVING CO. ¢ LIBERTY PHOTO ENGRAVING CO. 
MAGILL-WEINSHEIMER CO. «© MANZ CORP. ¢ McGRATH ENGRAVING CORP. « THOS F. McGRATH & ASSOCIATES « NATIONAL ENGRAV- 


ING CO. © 


NORTHWESTERN PHOTO ENGRAVING CO. 


© PONTIAC ENGRAVING & ELECTROTYPE CO. 


© PREMIER 


ENGRAVING CO. e PROCESS COLOR PLATE CO. ¢ RELIABLE ETCHCRAFT CORP. © REVERE PHOTO ENGRAVING CO. 
ROGERS ENGRAVING CO. ¢ STANDARD PHOTO ENGRAVING CO. ¢ STEARNS & CO. ¢ SUPERIOR ENGRAVING CO. © WALLACE-MILLER CO. 


FOR FAITHFUL, 


CHICAGO PHOTOENGRAVERS ASSOCIATION 


BOARD OF TRADE BUILDING * CHICAGO 


FORCEFUL REPRODUCTION 


USE LETTERPRESS 
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Gets Air Express Account 

Robert W. Orr & Associates, 
New York, has been named to 
handle the advertising of the air 
express division of Railway Ex- 
press Agency. The account was 
formerly with Erwin, Wasey & 
Co., New York. The division per- 
forms the surface movement and 
door-to-door delivery and pick-up 
services of air express shipments 
for 32 domestic and international 
airlines. 


PATERSON 


NEW JERSEY 
8rd City In New Jersey Covered With 


THE PATERSON CALL 

In 1949 the Morning Call carried more than 
7,000,000 lines of local advertising. Depart- 
ment Stores and national chain food com- 
panies know, from long experience, the 
people of Paterson read and are influenced 
by their advertising in the Call. 
REQUEST MORE FACTS—ADVERTISE IN THE CALL 

oa = 4 By 


WARD-GRIFFITH CO., INC. 
YORK 


SEND FOR OUR CITY ZONE POPULATION FOLDER 


Case Histories 
Available From 
OAAA Committee 


Varied Uses of Medium 
Shown in Brief Reports 
of Ad Successes 


Cuicaco, Oct. 2—The Outdoor 
Advertising Assn. of America, 
through its business development 
committee, has begun the collec- 
tion of an extended series of case 
histories of the successful use of 
outdoor advertising. 

Devoted primarily to use of the 
medium by regional and local bus- 
inesses, including retailers, banks 
and insurance companies, morti- 
cians and others, the collection will 
ultimately include hundreds of 
brief, factual case histories which 


Weit-um DOE NGES 


som QUNNIUS 


TULSAS TOP 


VISUAL HELP—Three “Injuns” and outdoor advertising helped Bill Doenges, Tulsa- 
Ford dealer, solve the tough problem of a name that was both difficult to spell and 
difficult to pronounce. 


should serve as an _ invaluable 
guide to users and potential users 
of the medium. 

Some typical reports, among the 
scores already available, include 
the following: 
sw H. P. Hood & Sons, largest dairy 
in New England, distributing milk, 
cream, ice cream, eggs, butter, cot- 
tage cheese and chocolate milk, 


now uses a year-round outdoor 
program to expand distribution of 
its products. 

Until recently, outdoor was used 
only sporadically for special pro- 
motions, but encroaching competi- 
tion caused an overhaul and ex- 
tension of advertising, and a 12- 
month showing of 24-sheet posters 
in 23 major markets was decided 
upon, as well as continued use of 
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AGATE LINAGE is only that and nothing more. . . until 
some medium either makes it “click” or it remains a mere 
Media Records statistic. We can’t well reproduce all of 
the ads that have paid off in The Free Press in the last 
119 years. There are quite a few. We cite here a typical 
example. The results from this ad suggest two things: 
(1) that Free Press readers respond well, and (2) they are 
desirous of becoming vocal. Which is a good sign. Markus- 
Campbell Co. handling this copy says: “we have received 
over 500 inquiries to date’’. Desire for self-improvement we 
submit is a commendable trait. Adds something to the 
status of our readers. Makes them better customers. Your 
advertising in The Free Press could do as well, maybe 
better. 470,000 homes every day is our audience for your 
copy... 26,000 more than you could have bought a year ago. 


Free Press 


: 1 7 
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radio, newspapers, car cards and 
point of purchase. 

The posters feature monthly ice 
cream specials, picturing a. dish 
of ice cream and the fresh fruit 
with which it is flavored. One 
month after the initial posters 
went up, Hood contracted to con- 
tinue the displays for an addition- 
al year and to publicize other 
products through the medium. 


@ The Koepplinger Bakery, De. 
troit, which in less than 20 years 
has expanded to most of the low. 
er peninsula of Michigan and into 
Ohio, makes specialty breads at 
premium prices. Its over-all mar. 
keting plan calls for complete dis- 
tribution among all trade outlets 
because its specialty breads are 
not directly competitive with the 
“big four” bakers of regular bread, 

Koepplinger first concentrated 
on the Detroit area, using a 12- 
month 25% showing for its Fa- 
mous Health Bread. Later it in- 
cluded illuminated suburban bulle- 
tins in various Michigan cities, and 
extended the campaign to include 
raisin and pumpernickel loaves, 

For 1950, the bakery has doubled 
its outdoor advertising space, and 
early this spring introduced its 
new Early American white bread, 
which has proved so successful 
that it has been difficult to fill 
orders. 


gs True’s Oil Co., Spokane, which 
markets Rainbow gasoline and 
other products, first bought a 100 
showing in Spokane in 1928 be- 
cause “regardless of the size of 
the showing, each individual panel 
was as large as that of any com- 
petitor.” 

The company now uses 100 
showings in all areas served by 
the company, as well as highway 
bulletins in smaller towns, and 
devotes over 50% of its total ad- 
vertising budget to the medium. 
Its current budget, largest in its 
history, is devoted to three cam- 
paigns, for gasoline, heating oil 
and Miller tires, which it distrib- 
utes. 

Vice-president Cecil L. True 
says: “It is gratifying to know that 
since we have been using posters 
our business has increased from 
2,000,000 gallons to 25,000,000 gal- 
lons annually. We feel outdoor has 
been largely responsible, since the 
largest portion of our appropria- 
tion is now devoted to this me- 
dium.” 


es R. G. and G. R. Harris Funeral 
Homes, Detroit, like most other 
large funeral homes, is a firm be- 
liever in reminder advertising for 
this type of business. And like 
many others, it has concentrated 
its outdoor advertising in digni- 
fied, distinctive painted bulletins. 

But the fact that the mortality 
rate increases from 30% to 50% 
during the winter months last 
winter led Harris to reorganize and 
increase its outdoor advertising 
program through the use of 24- 
sheet posters during certain 
months. Now the organization reg- 
ularly uses 100 poster showings 
to support the year-round use of 
painted display. 

The first such showing was used 
in December and January, and 
was later extended to May and 
September. “With a 100 showing,” 
says Harris, “one sees a Harris 


PEORIA q 


ILLINOIS 
Buying Center For The Rich 13 County 
PEORIArea Market Blanketed With 
THE PEORIA JOURNAL STAR 
1. First metropolitan market in Illinois (# 
cept Chicago) 
2. Metropolitan county area pop. 250,000. 
3. “Best TEST newspaper in U. S.”—5. 


survey. 
1% above Nat'l A 
FTy” 


4. Per capita income—5 
SEND FOR “PEORIAREA FACTS FOR Fi 
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poster every time he turns a cor- 
ner. My poster reproduction costs 
are reduced considerably, too, 
through the use of well-timed, big 
impression 100 showings, rather 
than twice as many less intensive 
showings.” 


s His own name posed the big- 
gest problem Bill Doenges faced 
when he opened a new Ford deal- 
ership in Tulsa in 1948. Hard to 
spell, it was harder to pronounce. 

White Advertising Agency, han- 
dling the Doenges account, came 
up with an idea. Spelled phonet- 
ically, the name was “Dun-jus,” 
which looked and sounded at least 
vaguely Indian. Oklahoma is for- 
mer Indian territory. Why not 
dramatize the name by Indian 
“lingo”? 

Since sight and sound were 
equally important in this case, the 
company turned to outdoor. Post- 
ers Inc. developed three little 
nameless Indians, a brave, a squaw 
and a papoose, to do their stuff 
on 24-sheets. But they did not stay 
nameless long, quickly becoming 
known as the Dunjus Injuns. 

All other advertising media 
were geared to the Indian theme, 
with radio spots calling attention 
to the antics of the poster char- 
acters, newspaper ads featuring 
them, and their likenesses appear- 
ing on every printed invoice and 
shop ticket. Monthly mailing 
pieces told about the Dunjus In- 
juns and Doenges service, and 
mechanics’ and servicemen’s over- 
alls carried their picture. 


s To prevent any possible loss of 
interest, Doenges broke a teaser 
24-sheet campaign kicking off a 
county-wide campaign to name the 
three characters. Entry blanks 
were circulated through a mer- 
chandising tie-in with Associated 
Grocers of Tulsa and the contest 
was given heavy promotion by ra- 
dio, newspaper, direct mail and 
point of sale advertising. The win- 
ning names, selected from over 
100,000 entries: “Big Feather,” 
“Pretty Feather,” “Pin Feather.” 

With the Dunjus Injun named, 
his own name established and 
his business growing, Doenges 
launched his 1950 outdoor adver- 
tising campaign by supporting 
community projects. The “injuns” 
are definitely a part of the com- 
munity. 


Black Light Bakery 
Bulletins Top List, 
Says Fischer Exec 


SHREVEPORT, La., Oct. 5—Cotton 
Baking Co., which bakes Holsum 
bread here and in other Louisiana 
markets, for many years has been 
an important user and a staunch 
supporter of the outdoor medium. 

In Shreveport, the company was 
the first to use black light painted 
bulletins and is convinced that 
they “have caused a more favor- 
able reaction than anything we 
have ever done before.” 


® The black light bulletins show 
the Holsum loaf package in lumi- 
hous colors, with the copy “Tastes 
g00d—it should—it’s Holsum” in 
white luminous paint. Both illus- 
tration and lettering are placed 


PORT HURON 


MICHIGAN 
A Wealthy Market For Your Product 
Blanketed By The 
PORT HURON TIMES HERALD 
1, Port Huron is one of Michigan’s Key 
Cities over 58,000 population. 
2. paring center for the Thumb and River 


ict. 
3. Diversified oy fo and Farming. 
SEND FOR OUR PORT Hi 1; + FOLDER 
Nationally 


WARD- GRIFFITH CO., INC. 
Building NEW 


DAY AND NIGHT—Cotton Baking Co., Shreveport, has three black light bulletins 

in Shreveport, with lettering and illustration in fluorescent paint and a non-luminous 

red background. The stars are painted with lumi paint to emphasize the 
package's stars. The inset shows the board in daytime. 


against a non-luminous red back-| luminous red stars, which are in- 
ground. visible in the daytime and under 


The background is studded with! incandescent lights, but which 


75 


fluoresce under black light to tie! one’s advertising is quite impor- 
in with the stars featured on the tant.” 
loaf. | B&B System Inc. handles Fisch- 

C. A. Bornman, manager of the er’s outdoor advertising displays. 
bakeries, says, “In the market-| 
ing of our products, we use all 
media, but we lean rather heavily PORTSMOUTH 
on outdoor advertising because of VIRGINIA 

A Rich Industrial Center Of 66,270 

Population Reached Only By 


its flexibility of use to command 
THE PORTSMOUTH STAR 


attention. 
“In Shreveport, we now have 
Per family buying power $4,046 
Pe-ctics hearing iInenme #9 999,000 


two neonized spectacular displays, 

each of which has its own individ- §~y 3 1190 

uality, but the three black light i Sk aoc tes cane potas 

bulletins which have recently been | we witt cOOPERATE—ASK FOR INFORMATION 

completed have caused more fa- ily Reps nih 

vorable reaction than anything WwARD-GRIFFITH CO., INC. 

we have ever done: before. | Park Lexington Building WwW YORE 
“Everywhere we turn, ” ap — 4 --—, SO 

Bornman says, “our dealers tell us ia Mar oo os 

about those beautiful new signs, 

and impressing the dealers with % ‘SEND FOR OUR CITY ZONE POPULATION FOLDER 
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THIS SHOULD OPEN YOUR EYES... 


Study for 30 seconds this frank scoreboard of 
hits and runs on advertising media. It should 
open your eyes co the surprising advantages of 
Spot Movies (Film Commercials) in theatres. 
Join the more than 70 prominent national 


> 
WATIONAL OFFICES SEW YORK: 70 EAST 58 ST. 


KANSAS CITY: 2449 CHARLOTTE ST. °@ 


ovie Advertising Bureau 


© CHICAGO: 333 NORTH MICHIGAN AVE. 
CLEVELAND: 526 SUPERIORN.E. © 


advertisers like Ford, United Fruit, Westing- 
house, Chrysler, and General Baking who are 
cashing in with this medium. Phone or write 
the nearest office of The Movie Advertising 
Bureau for more facts today. 


© NEW ORLEANS: 1032 CARONDELET ST. 
SAN FRANCISCO: 821 MARKET ST. 
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Three Name Morrison Agency 

Morrison Advertising Agency, 
Milwaukee, has been retained to} 
direct the advertising of Merchan- 
dising Corp., Milwaukee, which 
handles a variety of theater lobby | 
concession items and special candy | 
promotions; Beck Inc., Grafton, | 
Wis., manufacturer of a_paint| 
sprayer and an electrically-pow- | 
ered luxury shoe shine kit, and 
Whitewater Mfg. Co., Whitewater, 
Wis., maker of water pumps and 
water conditioners. 


QUINCY 


MASSACHUSETTS 
Fourth (4th) Market In Massachusetts 
Covered By The 
QUINCY PATRIOT-LEDGER 
a. »¥5,000 Effective buying income 
$5.616,000 Retail Sales 
Quality of market index 104 
Advertise and sell in Quincy 


ASK FOR OUR RETAIL aang SURVEY 
WARD-GRIFFITH CO., INC. 


Zach 


TO 
cA 


Russ Building 
SEND FOR OUR CITY ZONE POPULATION FOLDER 


As a Regional Oil 
Marketer, Humble 
Finds Outdoor Ideal 


Houston, Oct. 5—As a regional 


marketer (Texas only), Humble | 


Oil & Refining Co. has been un- 
able to employ magazines and net- 
work radio—used to a consider- 
able extent by its competitors. 

But it has found that the local 
character of oudoor has enabled 
the company to compete with other 
petroleum marketers in advertis- 
ing as well as through the quality 
of its products. 

Because outdoor has provided 
an excellent background for Hum- 
ble’s other advertising efforts and 
has successfully enabled the com- 
pany to keep its name before the 
public, use of posters has expand- 
ed steadily. Today, Humble is one 
of the two or three largest users 
of the medium in its marketing 
territory. 


s Humble also feels that the im- 


pact of outdoor advertising is in- 
creased for a marketer of petro- 
leum products, because the pro- 
spective customer sees posters 
while in his car and the tie-up is 
direct. 

Moreover, careful selection of 


locations gives the added benefit | 


of repetition, since a block or two 
after the car owner has passed a 
poster he will see a Humble 
identification sign. 

The company maintains a few 
painted bulletins on major high- 
ways as they enter Texas, but the 
major outdoor effort is concen- 
trated in posters. Showings are 
arranged to conform with the com- 
pany’s marketing pattern and the 
traffic patterns of motorists as re- 
vealed by traffic studies of the 
Texas State Highway Department. 


@ This usually results in a 10 to 
12 months showing in major mar- 
kets and at what the company 
terms “natural fill points’ on the 
most heavily traveled highways. 
Fill points. are those locations 
where experience has shown the 


BIG FAIR—The “largest state fair in the world’ drums up attendance with the big- 

gest outdoor showing ever used for a state fair—475 panels posted by 44 outdoor 

companies in Texas. Here, at the kickoff luncheon Sept. 6, Packer Corp. of Texas 
posted an outdoor poster indoors. 


average motorist will be most like- 
ly to stop for gasoline. 

As traffic increases in the 
spring, this base showing is ex- 
panded to include other markets 
(largely smialler towns, with post- 
ers located on highways) for about 
six months. And as highway travel 
reaches its summer peak, a three 
to four months showing is arranged 
to cover every highway of con- 
sequence in the state. 


Now —Kimberly-Clark brings you 


Premium Papers at 
Economy Prices 


HOT OFF THE PRESS — WITH SPARKLING NEW LEVELCOAT SALES APPEAL! 


Now you can make every 
a far better impression — 
increase in printing cost 


Levelcoat* papers with 


new formula, give you premium qual- 
ity press performance and reproduc- 
tion—at the cost of ordinary paper! 

You'll see new whiteness and 
brightness, feel new smoothness, in 


all four 1950 Levelcoat 


make-ready, on large or small presses, 


! For Kim- 


berly-Clark’s four new fully-coated 


impression 
without an 


you'll discover new 


new fiber, 


papers. In 


dependability. Finally, in comparing 
reproduction with that of any other 
paper, at any price, you'll agree 
there’s a striking new difference in 
the quality of printing achieved— 
with less waste—on 1950 Levelcoat. 

So regardless of your paper re- 
quirements — for long runs or short 
runs, for advertising pieces, mag- 
azines or house organs—look to 


Levelcoat for printability at its best. 


From logs to chips in 60 seconds! After 
whirling blades reduce logs to “postage stamp” 


chips, screens remove oversize pieces. It’s part 
of the carefully integrated system whereby all raw 


economy and 


materials, machinery and processes are produced 
or controlled by Kimberly-Clark —giving you the 
finest coated paper in this market. 


Egg beater a la Kimberly-Clark! Automati- 
cally-controlled room-size beaters blend LongLac 
sulphate pulp with other raw pulps. This exclu- 
sive ingredient—plus the new white clay coat- 
ing formula—is the secret behind a super-smooth 
1950 Levelcoat with broad ink affinity, dimen- 
sional stability, and brilliant new whiteness. 


t 


Ever picked a pick resistant paper? You have 
—if you’ve picked Levelcoat! And just as this 
picture shows the test for opacity, so does Kim- 
berly-Clark test each lot of paper for pick resis- 
tance. They’re just two of the 79 checks that 
assure, in new Levelcoat, the press performance 
and reproduction of higher-priced paper! 


Before choosing any printing paper — Look at Levelcoat 


New HIFECT*-— with sulphate-cooked 
fibers added, permanence, foldability, di- 
mensional stability make Hifect ideal for 
covers or any fine letterpress printing. 


New LITHOFECT* —for offset printing, 
Lithofect provides a moisture-and-pick-re- 
sistant coating. Offers outstanding foldabil- 
ity. Renders colors without loss of density. 


New TRUFECT*—whiter, smoother, folds 
even better than before. Trufect, for letter- 
press, offers faster ink setting time, greater 
press dependability, finer reproduction. 


New MULTIFECT*~—an economy sheet 
for volume printing. Now Multifect has added 
strength, better foldability, greater uniform- 
ity ream-on-ream than ever before. 


KIMBERLY-CLARK 


CORPORATION 
NEENAH, WISCONSIN 


eal 


*T. mM. REG. U.S. PAT. OFF, 


Because the medium is used in 
a comparatively limited area, post- 
er showings probably are more 
carefully arranged and more con- 
tinuously checked than the aver- 
age. Relations with plant owners 
are close, cordial and local, and 
Humble field men take a personal 
interest in individual locations that 
assures an effective display. 


mw Copy generally has a continuity 
of theme and appearance that has 
proved to be important in con- 
tinuing studies. Products and 


'| services advertised vary to coin- 


cide with carefully planned over- 
all promotions. 

Details of logotype signatures, 
lettering, and so on, receive par- 
ticular attention so that point of 
sale pieces, newspaper advertising 
and outdoor are all quickly recog- 
nizable as members of the same 
advertising family. With all the 
emphasis on continuity, the com- 
pany does not hesitate to interrupt 
continuity for an occasional special 
purpose, such as the introduction 
of a new product. 

Humble’s poster-showings have 
attained a considerable advertis- 
ing success. Monthly studies, the 
company says, rate them above the 
average for all posters, and place 
them, year-in and year-out, well 
ahead of competition. 

Wilkinson-Schiwetz & Tips is 
the agency. 


Citrus Group Sets Meeting 


National Citrus Merchandising 
Committee will hold its annual 
meeting Oct. 23-24 at the Palmer 
House, Chicago. Clark Donmyer, 
Mutual Orange Distributors, Red- 
lands, Cal., is national chairman. 
The committee will review pro- 
duction and utilization of citrus 
crops in all major producing areas 
and hold conferences with nearly 
100 representatives of retail mer- 
chandising groups regarding spe- 
cial merchandising campaigns. 


Renews Hockey Series 


Stroh Brewing Co., Detroit, has 
renewed sponsorship of radio 
broadcasts of 35 home games of 
the Detroit Red Wings of the Na- 
tional Hockey League. Originat- 
ing from Station WJBK, Detroit, 
the games will be carried over 11 
Michigan stations in Detroit, Flint, 
Saginaw, Battle Creek, Port Hur- 
on, Ann Arbor, Jackson, Alpena, 
Petoskey, Traverse City and Cadil- 
lac. Zimmer-Keller, Detroit, han- 
dles the account. 


Hirschhorn to Teach at lowa 
Adrian Hirschhorn, formerly 
with Mann-Ellis Inc. and Colby 
Advertising Agency, New York, 
has joined the advertising faculty 


| of the College of Commerce and 


the School of Journalism, State 
University of Iowa. 


ROCKY MOUNT 


NORTH CAROLINA 
One Of The Nine Largest Cities In 
North Carolina Reached By The 

The Evening & Sunday Telegram 
A modern industrial city, largest east of 
Raleigh and north of Wilmington, offering 
a field rich in Agriculture, Manufacturing, 
Tobacco Culture & Marketing. 


SEND FOR OUR STANDARD MARKET DATA 800K 
Nationally Represented by 


WARD-GRIFFITH CO., INC. 


Park Lexington Building........... NEW YORE 
Wrigley Building HI 


cchhanivodson dap eeee’ AGO 

General Motors Building... .... DETROIT 
Statler Office Buiiding................ BOSTON 
22 Marietta Street.................+.. ATLANTA 
muss Bullding............00+. SAN FRANCISCO 
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‘Advertising Age goes home 
--where can gwe tall 
the time it deserves” 


Says VICTOR O. SCHWAB 
President 
SCHWAB AND BEATTY, INC. 


6A dvertising Age has one big fault: it won’t fit into my home-going 
briefcase without folding. But home it goes anyway . . . because that’s the only place where I 


can give it all the time it deserves. On its return trip to the office it fits fine, because by 
then it has changed its form to a sizable collection of paper swatches—each clipped, 
encircled and annotated for the attention of clients, our office folks, and for inclusion 


in special-subject folders in my own future-reference files.” 


VICTOR O. SCHWAB 


Mr. Schwab is president of Schwab and Beatty, Inc. 

With Robert W. Beatty, he has been associated in the agency’s 
management and operation since 1928. Beginning that year, 

the agency has been a member of AAAA, and Mr. Schwab became 
Chairman of the Board of Governors of the New York Council in 1938. 
At present he is a member of its Committee on Education and 
Training. He is also a member of the American Marketing Association 
and the Copy Research Council. He has written “How to Write 

a Good Advertisement,” which is used in a large number of colleges 
and business schools, and also the International Correspondence 
Schools new textbook, “Mail Order Advertising.” The agency 

has been a member of the American Association of Advertising 
Agencies ever since establishment of the firm. 
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18 
Luckies Adds TV Show 


“Your Hit Parade,” which Amer- 
ican Tobacco Co. New York, 
tested on TV during the summer, 
has become a regular weekly video 
feature over NBC. The musical 
is being televised Saturdays at 
10:30 p.m., EST—an hour and a 
half later than the radio version 
on the same network. Batten, Bar- 
ton, Durstine & Osborn is the 


agency. 


SALISBURY 


NORTH CAROLINA 
No. 1 Per Capita Retail Sales Market 
In the South’s No. 1 State 
covered by 
THE SALIGBURY POST 
Family readership in excess of 83%. 
Only newspaper with sufficient coverage 
in the heart of Piedmont Carolina to pro- 
duce satisfactoery results. 
Advertise in Salisbury Daily & Sunday Post 
SEND FOR OBR FOOD PREFERENCE SURVEY 
Natienally Represented By 


WARD-GRIFFITH CO., INC. 


Bullding........... NEW YORK 

Wrigley Building .............--.-++. CHICAGO 
rT csscosesesed DETROIT 

Statler Office Building................ BOSTON 
22 Mariette Street................... ATLANTA 
Russ Building ..............- SAN FRANCISCO 


SEND FOR OUR CITY ZONE POPULATION FOLDER 


American Medical's Radio Campaign 
Calls for 30,000 Spots in Two Weeks 


(Continued from Page 1) 
cost of running one daytime and 
one nighttime spot on one station 
in each market was figured, and 
used as a basis for determining the 
minimum number of spots that 
could be placed in each market 
and still keep within the $300,000 
budget. 

Results of the tabulation in- 
dicated the following minimum 
schedule of spots to be used (in 
many cases the number actually 
used will be greater, because all 
time in a particular market will 
not be purchased on the station 
having the highest rate): ° 


MARKET NO. OF SPOTS 
POPULATION PER WEEK 
DAY NIGHT 
Under 25,000 .......... 4 4 
25,000-50,000 .......... 5 5 


50,000-100,000 ........ 7 7 
100,000-300,000 ...... 10 10 
300,000 and over .... 15 15 


# Although this allocation of spots 
will be followed in most cases, 
there will be additional spots, over 
and above those called for by the 
schedule, in each of the seven or 
eight most heavily populated mar- 
ket areas in the U. S. In New 
York City, for example, approxi- 
mately 60 spots—30 daytime and 
30 nighttime—will be broadcast 
weekly during the two-week per- 
iod. 

All spots are electrically tran- 
scribed and will be furnished to 
participating stations by Russel 
M. Seeds Co., Chicago, agency for 
the radio portion of AMA’s cam- 
paign. They will be 15, 20, 30 and 
60 seconds in duration. 


Money for the radio spot drive 
—and for the $560,000 newspaper 
campaign, also scheduled to start 
Sunday, and a $250,000 magazine 
and business paper drive—has 
been supplied mainly by some 
144,000 doctors, each of whom was 
assessed $25 dues by the house of 
delegates of AMA last December. 


s The dues assessment was de- 
cided upon because only about 
80% of the nation’s doctors paid a 
$25 “voluntary” assessment levied 
on them the preceding year. By 
putting the doctors on a dues basis 
(for the first time in U. S. history) 
the association hoped to obtain 
virtually 100% “cooperation” from 
its members. 

In its effort to defeat the govern- 
ment’s compulsory health insur- 
ance plan, the AMA campaign will 
stress several major objectives. 
They are: 

(1) To alert Americans to the 
dangers of socialized medicine, as 
proposed by several government 
officials. 

(2) To remind listeners that 


why do some people want their names in the newspapers? 


why do other people want their names out of the newspapers? 


because people know that all their friends, relatives and acquaintances read 
the newspapers thoroughly ! That’s why newspapers are such a great advertising medium. 


Advertisers also know that newspapers have this important advantage: 


You can read the newspapers when you want to. 


For newspapers are not programmed at a specific hour. 


You can start reading when you like—stop reading when you like—and 


resume reading hours later. 


Remember the people of America Buy and thoroughly read 52,845,551 


newspapers every day. 


Published in the interests of all newspapers by 


Moloney, Regan & Schmitt 


NEWSPAPER REPRESENTATIVES SINCE 1900 
New York * Chicago * Philadelphia 
Boston © Detroit * Los Angeles * San Francisco * Seattle 
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America is the healthiest nation 
in the world. 

(3) To point out that 70,000,- 
000 Americans already are pro- 
tecting themselves against the 
major costs of sickness through 
voluntary health insurance. 


a To supplement AMA’s own ra- 
dio spot campaign, Russel M. Seeds 
Co. on Sept. 14 directed a letter 
to each radio station on the AMA 
schedule, urging stations to take 
advantage of this opportunity to 
sell tie-in or tag announcements, 

Enclosed with each letter were 
12 pattern commercials—six 30- 
and six 60-second—keyed for use 
by general business, manufactur- 
ers, merchants, insurance com- 
panies, drug stores, hospitals and 
local civic organizations. 

Stations were asked to report to 
the agency how many tie-in spots 
they had been able to sell, and at 
least one—KLPM, Minot, N. D.— 
reported selling 120 commercials 
in less than two hours, and could 
have sold more if time had been 
available. 

Many state and county medical 
societies also reported buying time 
to supplement the basic campaign, 
with several of the larger state 
societies retaining the Seeds or- 
ganization to handle their individ- 
ual campaigns. 


a In an effort to enlist the co- 
operation of leading national ad- 
vertisers, a letter was directed to 
the presidents of 300 of the na- 
tion’s top companies, with a car- 
bon copy going to the principal 
advertising executive of each com- 
pany. To date, the agency reports, 
response has been excellent. 

The letter outlined the AMA 
campaign, and listed four specific 
ways in which business men could 
participate in the Oct. 8-21 drive: 

1. Include special announce- 
ments on network radio and tele- 
vision programs. 

2. Schedule special announce- 
ments on regular spot radio cam- 
paigns. 

3. Run tie-in ads in all forms of 
newspaper advertising, and in 
weekly magazine ads. 

4. Include drop-in references in 
present newspaper and magazine 
advertising. 


e At least four large companies 
have agreed to tie in with the 
AMA drive. Justin Dart, president 
of Rexall Drug Co., wrote that he 
would be “happy to cooperate in 
every manner possible,” and said 
that Rexall would use drop-in 
references to the AMA drive in its 
newspaper ads in 52 markets, plus 
radio plugs where possible. 
Other companies that have 
agreed to tie in with the cam- 
paign in one way or another in- 
clude: Sinclair Refining Co. (ra- 
dio spots), Mennen Co., and Bris- 
tol-Myers Co. Many more com- 
panies voiced approval of the pro- 
gram, but did not feel that they 
could participate in it. 
American Medical Assn. repre- 
sentatives contacted the Advertis- 
ing Council about two months ago, 
outlining the campaign and its ob- 
jectives, and querying the council 
on the possibility of conducting 
the campaign through the Ad 
Council. The council pointed out 
that it is a non-profit organiza- 


SHEBOYGAN 


A Wealthy Market For Your Product 
Blanketed With The 
SHEBOYGAN PRESS 
. Sheboygan is one of Wisconsin’s key cities 

over 50,000 population. 

. Home of Prange’s, world’s largest de- 
partment store in a city the size of 
Sheboygan. 

8. Diversified Industry. 

SEND FOR OUR SHEBOYGAN MARKET FOLDER 
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tion formed to conduct campaigns 
in the public interest, and that the 
AMA campaign could not be con- 
sidered within its jurisdiction. 

As a non-profit organization, the 
council does not take part in any 
campaign that either advocates or 
opposes a specific legislative pro- 
gram. One of the major objectives 
of the AMA campaign is to defeat 
proposed compulsory health in- 
surance legislation that has been 
introduced in Congress. 


a Although no letters have been 
received from companies opposing 
the AMA program, at least one 
large industrial company answered 
that it “did not see the value of 
cooperation” with such a program. 
Each industry, in this company’s 
opinion, should talk to its own 
group, where it is most familiar 
with both the people and the 
problem with which it is dealing. 

Several companies indicated that 
the only reason they refused to 
participate was that their ad sched- 
ules for the two-week period al- 
ready had been placed. 

Whitaker & Baxter is the pub- 
lic relations company directing the 
over-all campaign for AMA. 


AMA DENIES CAMPAIGN 
HITS AT DEMOCRATS 


WASHINGTON, Oct. 5—Dr. Austin 
Smith, editor of the Journal of the 
American Medical Association, 
denied today that AMA’s $1,100,- 
000 October advertising drive is 
intended “to beat the Democrats 
at the po 

He said a circular letter issued 
by the Democratic National Com- 
mittee denouncing AMA’s activity 
“is one of the most vicious lies 
ever.” 

Dr. Smith insisted the sole pur- 
pose of the campaign “is to tell 
the people that we, as physicians, 
want people to realize they still 
have the right to choose what 
they want in the way of medical 
care.” 

The Democratic National Com- 
mittee is urging its followers to 
begin a chain telephone campaign 
“to tell what the AMA lobby is 
trying to do.” 

Each Democrat is asked to 
phone ten friends, and ask each 
friend to phone ten others. Mrs. 
India Edwards, vice-chairman of 
the Democratic National Commit- 
tee, charged that “AMA is engaged 
in a name-calling campaign at a 
time when it should be concerning 
itself with the shortage of physi- 
cians.” 


INSURANCE COMPANIES 
PLAN TIE-IN ADS 


Omana, Oct. 5—Mutual Benefit 
Health & Accident Assn. will tie 
in with the American Medical 
Assn.’s_ nationwide advertising 
een, scheduled to start Oct. 


Newspaper ads and radio spots 
will be used, plus ads in the Oct. 
14 issue of The Saturday Evening 
Post and the Oct. 16 issue of Time 
—the same issues in which the 
AMA has scheduled ads. 

Mutual’s home office here also 
is offering newspaper tie-in mats 
to all of its agencies, for use in 
both weekly and daily newspapers 
during the week of Oct. 8-14. Mats 
are of two sizes, 2-columns by 10” 
and ane 3-columns by 14”, and Mutual 


TORONTO, CANADA 


Capital City of ar Ply to Richest 

Province— Having One-Third of Canada’s 

Total Pepeintion and 42% of Retail Sales — 
nketed by the 


TORONTE O DAILY STAR 


a ,000 circulation (largest in Canada) 
80% coverage of Toronto 
— 50% coverage of 45 prosperous Ontario 
centers 
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estimates that some 600 newspa- 
pers in the U. S. and Hawaii will 
carry ads paid for by local agents 
and representatives. 

Mutual also is providing its 
agencies with sample radio an- 
nouncements for use during the 
campaign. Bozell & Jacobs here 
handles the account. 


s Bankers Life & Casualty Co., 
Chicago, will tie in with the news- 
paper portion of the AMA cam- 
paign, with large-size ads in 204 
newspapers. The ads will appear 
on the same page as the AMA ads 
in these papers. Bankers Life will 
stress the “freedom of choice” 
theme being used by the AMA, 
and the copy slant is designed to 
attract inquiries from persons in- 
terested in insurance. 

Bankers Life selected the 204 
papers to be used in their tie-in 
campaign on the basis of at least 
one paper in each city where the 
company maintains an office or a 
sub-office. 

Weiss & Geller, Chicago, han- 
dles the account. 


Cola Stock Jump 
Is Mystery to Pepsi 
President Barnet 


New York, Oct. 5—Herbert L. 
Barnet, executive vice-president of 
Pepsi-Cola Co., told AA he can’t 
explain why Pepsi or Coca-Cola 
stocks should be jumping on the 
stock market. Coke jumped $7.50 
to $135 in one day this week. 

He said the parent companies 
are merely selling syrup and not 
the bottled product. He added that 
he doesn’t know anyone who 
can pinpoint the real reason for 
the stock rises. 

According to Mr. Barnet, a 
“number of Pepsi-Cola bottlers are 
now asking 6¢ for the bottled 
product.” 


a Meanwhile, the Coca-Cola Bot- 
tling Co. in Alexandria, La., raised 
the traditional 5¢ price to 10¢ be- 
cause of increased production costs. 
The wholesale price was upped 
from 85¢ to $1.40 for a case of 24 


bottles. Coca-Cola bottling officials 
in New Orleans said the Alexand- 
ria price increase was the only one 
in the state. 

AA reported on Sept. 18 that 
Coca-Cola was selling for 6¢ a 
bottle in Philadelphia and that 
the bottling company there had 
raised its case price from 80¢ to 
96¢. The Los Angeles bottler in- 
creased his case price to 96¢ about 
a year ago. 

Executives of the parent Coca- 
Cola company here in New York 
were unavailable for comment. 
They were all in Chattanooga at- 
tending the funeral of George 
Hunter, head of Coca-Cola bot- 
tling operations in Tennessee, who 
died Oct. 3. 


Monroe to Start TV Show 

Vaughn Monroe will start his 
30-minute TV show for R. J. 
Reynolds Tobacco Co., Winston- 
Salem, Oct. 10 at 9 p.m., EST, 
over CBS. He will continue to 
present a radio show for Camel 
over the same network on Satur- 
day nights. William Esty & Co. is 
the agency. 


Dyke Called to Duty As 
UN General in Japan 


Brig. Gen. Ken Reed Dyke, vice- 
president in charge of public re- 
lations and publicity at Young & 
Rubicam, New York, has returned 
to military service for a special 
90-day tour of duty at the request 
of the United Nations. Reporting 
to Gen. MacArthur in Tokyo, Dyke 
will provide UN information to the 
armed forces in Korea. 


CHARLESTON 


WEST VIRGINIA 
Charleston, City in West 


The Largest 
Virginia Is Binnketed By 
THE CHARLESTON DAILY MAIL 
1. The Daily Mail, Charieston’s only evening 


news; r. 
2. The Daily Mail, West Virginia's largest 
afternoon paper. 
8. The Daily Mail leads in retail food ad- 
vertising. 
ASK FOR ADDITIONAL MARKET FACTS 
Nationally Represented By 
WARD-GRIFFITH CO., INC. 


THE BIGGEST FAMILY COVERAGE AT THE LOWEST COST 


Baltimore families have increased by 28% since 1940 — 
and more of these new families read the News-Post than any 


other newspaper! 


The News-Post has 68% home-delivered circulation and has 
been Baltimore's favorite family newspaper for 22 years. Its 
58%, coverage is Baltimore's largest, reaching 198,299 City 
Zone families* — at less cost, and at a single cost. (Total 
Net Paid 227,091.) 


*ABC City Zone based upon Bureau of Census 1947 surveys for Metropolitan Districts. 


First in Circulation . . . First in Coverage in the 6th Largest City 


A HEARST NEWSPAPER—Represented Nationally by Hearst Advertising Service 


Offices in principal cities: Philadelphia * Baltimore * Boston « Chicago © Detroit 
Los Angeles * New York © Pittsburgh * San Francisco * Seattle * Fort Lauderdale, Fla. 
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9 . 9 | irresponsible and ebullient person. 
Got a Motto? Want to Be President? — sctualx. Gymer is « midate-agea, 


Gymer’s Association Is Your Chance 


CLEVELAND, Oct. 4—Those mem- 
bers of the “Let’s Have Better 


Mottoes Assn.,” of Cleveland, who | 


meet Frederick E. Gymer, their 
secretary, for the first time, are 


serious and studious, free-lance | 
advertising consultant, whose full | 
'time is taken by his business. | 
| However, to use his own words, | 
‘he “runs wild on the bases,” for | 
surprised, amazed, and sometimes|a half hour or so each month, | 
| dismayed at the man. when he functions as the self-ap- 
On the basis of the monthly! pointed and permanent secretary 
| letters and mottoes sent them, they | of the motto association. 

| have visualized him as a young,| The origin of the monthly motto 


THIS IS JACK KENT — (Another W-G Salesman) 


John F. “Jack” Kent, after ten years with our Chicago office, was made mana- 
ger of our Detroit office in 1944. Jack, like all members of our staff, is an 
expert advertising man. Jack follows our policy of “Guaranteed Customer 
Satisfaction.” He, or any of our salesmen will be glad to help you. A request 
for information will get prompt action. -Newspaper advertising sells. All 
business is local. Please note individual advertisements of our newspapers 
throughout this issue. 
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MASCOT, TOO—?rederick Gymer, secre- 
tary of Better Mottoes organization, ex- 
changes glance with mascot Joe. 


idea goes back some ten years 
when he became irritated with 
cards reading, “Do It Now,” “This 
Is My Busy Day” and “Keep 
Smiling,” which were displayed on 
the desks and walls of many busi- 
ness offices. Nearly everyone ap- 
peared to violate these precepts, as 


well as those featuring loyalty, 
cooperation, success, ambition and 
| efficiency. 


Me Hammond limes 


PURLIONED SY THE HAMMOND FUSLIENING CO, 
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“We have checked with our 
stereotype foreman regarding 
the Ohio Oil mats and find 
that they are exceptionally 
good and reproduce much 
better than the average mat. 
The results obtained are equal 
to those of electrotypes and 


The Bedford Baily Times-Mail 
BEDFORD, INDIANA 


“I have checked with the 


These newspaper men handle all types of reproduction 
material. They know what they are talking about! You 
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Mr. Gymer decided to do some- 


quotations he had on hand, printed 
a few copies of sarcastic and cyni- 
cal mottoes, all of which ridiculed 
such lofty precepts. 

Typical mottoes were: “Whoever 
Finds Work a Pleasure Can Cer. 
tainly Have a Lot of Fun in This 
Organization,” “Don’t Go Away 
Mad—Just Go Away,” “There 
Must Be An Easier Way to Make 
a Living Than My Job,” “Some- 
body Said It Couldn’t Be Done— 
So The Hell With It,” “It’s Not 
What You Know—It’s Who You 
Know.” 


w The copies he printed were 
gobbled up fast by appreciative 
business executives among his 
clients, and at spasmodic intervals 
during the next five years he 
printed copies of a few other mot- 
toes poking fun at the Horatio 
Alger type of quotation. All were 
instant successes. 

Four years ago, the Let’s Have 
Better Mottoes Assn. came into 
being in a formal way, not only 
to put the motto idea on a more 
efficient basis, but also to demon- 
strate some of Gymer’s theories 
on advertising and sales promo- 
tion. For this purpose he appointed 
himself secretary and “Board of 
Governors” of the association, 
made his prospects and clients 
members and sent them an intro- 
ductory letter explaining the pur- 
poses and ideals of the organiza- 
tion. 

A motto card about 6x4” was 
included as an example of the 
kind of mottoes the members 
would receive each month. 


s Gimmicks were added to the 
idea, by featuring no dues, no 
meetings, a limited membership 
and the opportunity for any mem- 
ber to become president for one 
month if he submitted a motto 
worthy of distribution. 
The president each month was 
entitled to wear a big, flashy badge 
and red sash and to ride Joe, the 
association’s parade horse, at the 
head of the monthly parades of 
the group. Actually no parades 
are ever held, but the monthly 
letters accompanying the mottoes 
go into great detail about the time 
and place of the next procession. 
Joe, the parade horse, was added 
as an afterthought in the first 
letter, but over the years his per- 
sonality has been built up to the 
point where Joe is one of the most 
important factors in the organiza- 
tion. Recently, one member sent 
Joe a few apples. In hundreds of 
letters received by Gymer, many 
members ask about the health 
and disposition of Joe. 


s Monthly letters deal with what 
is happening in the association. 
Monthly presidents are ribbed un- 
mercifully, members are publicly 
castigated for submitting “uplift” 
mottoes, and a large part of each 
letter deals with the escapades of 
Joe. 

Another figment of Gymer's 
imagination, like Joe, is the “Rev- 
erend T. DeWitt Talmadge.” The 
latter acts as a brake on profanity, 
and complains vigorously, via the 
monthly letters, whenever the as 
sociation issues a motto with “hell” 


DAYTONA BEACH 


FLORIDA 

Florida’s Year "Round Resort Reached By 
THE DAYTONA BEACH NEWS- JOURNAL 
1. Daytona Beach is an unusual test market 
its thousands of visitors come from 
over the U.S., Canada, Cuba and & 

America. 
. Over $55,000,000 effective buying income 
3. Over $88,000,000 retail sales. 

. A quality market index of 140. 
. 1949 total advertising 10,066,667 lines. 
. National advertising gain 20.58%, com 
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DON’T TELL ME 
WHAT | MEAN — 


LET ME FIGURE IT OUT 
FOR MYSELF 


Hext time you feel important, 
take a walk through the cemetery. 
Those guys were big shots, too. 


MONTHLY—For new mottoes on 4x6” 
cards like these two, bers ti 
get to be president for a month. 


or “damn” in it. 

As members are often inclined 
to take him seriously, Fred Gymer 
has learned from experience to be 
careful about what he writes in 
the letters. Once, to put over a 
point about economy, he men- 
tioned there were no pink stamps 
in the drawer for the next mailing. 
Members sent in 2¢ stamps by the 
hundreds. 


s Started largely as joke, the mot- 
to association proved such a good 
sales promotion medium that Gy- 
mer soon discontinued his series 
of conventional, monthly promo- 
tion letters. What appeared to be 
a screwball idea was started with 
some misgivings, for the majority 
of those on the mailing list were 
bank presidents, corporation heads, 
sales and advertising executives. 

Somewhat to his surprise, the 
top brass on his mailing list, after 
a few days of bewilderment, took 
to the motto idea wholeheartedly. 
Soon he was swamped with re- 
quests for extra copies of mottoes 
and applications for membership in 
the association. In many cases the 
applicants offered to pay, and in 
one instance, an executive sent ina 
check for $5 for his dues, which 
was returned. The lists now in- 
clude a bartender, a porter, 
a circus clown and a butcher, be- 
cause they contributed good mot- 
toes. 


s So many mottoes have been sent 
in that the association can keep 
going indefinitely, even though the 
vast majority of the offerings must 
be discarded because they are 
trite, hackneyed, lewd or inspira- 
tional. 

Early mailings were copied by 
some organizations and used to 
gain good will and produce busi- 
ness for their salesmen. Now 
Gymer copyrights the material and 
keeps it exclusively for his own 
use in Cleveland, while permitting 
several companies in other cities 
to use it. All report the same good 
results he gets. 

Four years of monthly mottoes 
without a break have demon- 
strated that even big business men 
get a kick out of foolishness. 


36.400 TV Sets in Miami 

WTVJ, Miami, Fla., reports that 
as of Oct. 1, the estimated num- 
ber of television sets installed in 
WTVJ's coverage area is 36,400. 
Of this total, 3,834 are located in 
public places. 


KBON Appoints Kenner 

Bobbe Kenner has been appoint- 
ed traffic manager of Station 
KBON, Omaha. 


ELIZABETH 


NEW JERSEY 
A Wealthy Market For Your Product 
red By The 


Cove 
ELIZABETH DAILY JOURNAL 


L Metropolitan high s 
pot of New Jersey. 
. Union County market index 115. 

r Net buying income $634,201,000. 

| Retail sales $330,948,000. 
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Disabled Vets Vow 
to Picket Against 
Scare Advertisers 


Tacoma, WasH., Oct. 3—This 
city’s chapter of Disabled Ameri- 
can Veterans has taken up the 
cudgels against “scare advertising” 
and those who seek “to capitalize 
on the Korean situation.” 

The veterans’ program calls 
first for a warning of the offend- 
ing company. Then, if the adver- 
tising continues, the DAV will 
picket the companies, using one) 
or more disabled veterans with ex- | 
planatory placards. 

The program was proposed by| 
Jennings P. Felix, state judge ad-| 
vocate of the DAV and deputy | 


prosecuting attorney for Pierce 
County (Tacoma). Mr. Felix told 
ADVERTISING AGE: 


we “Hoarders will be similarly | 
treated. Once it is determined that | 
an individual is hoarding and if he 
or she after warning refuses to 
make suitable disposition of ex- 
cess goods, his or her name and ad- 
dress shall be published in local 
DAV newspaper and the individu- 
al’s home, place of business or 
both. shall be picketed... 

“It is realized that if the project 
is not handled fairly and carefully, 
innocent people might be injured. 
However, if the committee deter- 
mines that a firm indulges in 
‘scare advertising’ or other im- 
proper, inflationary practices, or) 
that a certain individual is a) 


$1 


hoarder, we intend to name names| Martin Joins Duane Jones 


and to quote facts... 


Gerry Martin, formerly with 


“Newspapers and radio stations | William Esty Co., has been named 


can greatly aid in eliminating 
scare advertising by refusing to 
accept such material. Radio sta- 
tion KMO, Tacoma, has done this.” 


Ranftle Joins Marvel Group 
Ann Ranftle, formerly with the 

New York Post ad department, 

succeeds Sanford Schwarz as ad- 


vertising and promotion director | 


of the Marvel Comic Group, New 
York. Mr. Schwarz resigned to be- 
come a member of Max Schwarz 
Converting Co., New York. 


Names Pan American 
Pan American Publishers Rep- 


resentatives, New York, has been) Statler Office Building... 


appointed national sales represent- 
ative for Outdoor Guide. 


| 


television director of Duane Jones 
Co., New York. 


HAVERHILL 


MASSACHUSETTS 


A Key City Of 50,696 City Zone 
Population Reached By The 


HAVERHILL GAZETTE 


1. World shoe making center. 

2. Western Electric Co. manufacturing 
center. 

8. Effective merchandising help. 

4. Business is good in Haverhill. 

REQUEST MORE FACTS—ADVERTISE = HAVERHILL 


Nationally Represent 


WARD-GRIFFITH CO., INC. 


Park Lexington Building........... 
Wrigley Building 
General Motors Building. 


22 Marietta Street.............+..05; 
Russ Building...............- 
SEND FOR OUR CITY ZONE POPULATION FOLDER 


Ly 


(an activity all space buyers 
would like to know about) 


€ 


Sunday Press 
(Average of 
All Sections) 


87% 


87.5% 


Publication Research Service made a study of Sunday Press 
readership of the May 14, 1950 issue. We’re pretty proud of 
the results. Here are the comparisons of over-all readership 
between The Sunday Press and top-flight metropolitan 
Sunday papers all over the nation: 


Other metropolitan Additional 
Sunday Papers 


Average 


MEN’S READERSHIP 


83.1% 


WOMEN’S READERSHIP 


83.7% 


Press Readership 


3.9% More Readers 


3.8% More Readers 


over 14,000 dresses! 


What does this prove? Simply this: the high read- 
ership of The Sunday Press means good editorial 
. . people want to read The Press. And 
advertisers want to get in a paper that people want 


policy . 


to read .. . thoroughly! 


Here’s more proof of The Sunday Press’ adver- 
tising pulling power. In this same edition the survey 


Monday. 


showed some remarkable results in local department 


store advertising (and your national advertising can 


get the same results). 


The Sunday Press did it again! Kaufmann’s ran 
a 1,000 line, full color ad in the Press Roto Section 
merchandising a sale of $2.99 dresses. Of the readers, 


The Pittsburgh Press 


Represented by the General 
Advertising Department 
Scripps-Howard Newspapers, 
230 Park Avenue, New York 
City. Offices in Chicago, 
Cincinnati, Detroit, Fort 
Worth, Philadelphia, San 
Francisco. 


Na! 


—in City and Trade Zone Circulation-—in Classified Advertising—ain Retail 
Advertising—in General Advertising—in Total Advertising 


30% of the men and 83% of the women read 
the ad. Results? A $40,000 sale which moved 


Another example: In the same section (same 
issue) Frank & Seder advertised (1,000 lines, 
two-color) a $39.95 chaise lounge marked down 
to $28. Ad readers included 36% of the men, 
65% of the women. Results: a whopping big sale 
of 1,428 chaise lounges . . . another $40,000 sale! 


This happens almost every Sunday in the 
Press. It’s a money-maker for smart advertisers. 
You'll get results you never thought possible, 
because people read The Sunday Press, and 
Sunday Press Readers go out and buy on 


We'll be glad to tell you more any time you 
want to hear it . . . facts about how the ads 
pulled, figures about readership, what you can 
expect The Sunday Press to do for you. Give us 
a call or write us a letter. And remember 

every Scripps-Howard Representative is a Press 
Representative. 
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Postal Rate Fight 
Coming, Berge Tells 
Third Class Users 


New York, Oct. 4—Speaking be- 
fore the annual meeting of the 
Associated Third Class Mail Users, 
Wendell Berge, Washington attor- 
ney, told the group yesterday that 
“it is almost a certainty there 
will be a new postal increase bill 
proposed in the next session of 
Congress by the administration 
forces... 

“The association must be well 
organized to remind members of 
both the Senate and the House 
committee and ultimately the 
whole Congress of the devastating 
effects which postal rate increases 
would have upon the small busi- 
ness of the country.” 

The cut-back in all civilian ap- 
propriations, including the post 
office, is bound to increase the 
demand for higher rates, Berge 
said, and consequently “it is going 
to be more than ever necessary 
for us to be active and to do every- 
thing possible to hold the line or, 
at least, to minimize the amount 
of any increase that may be voted,” 
he said. 


gs Discussing Post Office opera- 
tions, Mr. Berge said: “If a pro- 
found study is made it will reveal 
many additional arguments against 
the case of the Post Office De- 
partment for higher rates. We all 
know that the Post Office Depart- 
ment is honeycombed with ineffi- 
cient practices, that its cost allo- 
cation methods are unscientific, 
and that there are many services 
rendered on a frankly service basis 
which ought not to be included 
in appraising the so-called Post 
Office ‘deficit.’ But merely to re- 
iterate these charges is not to 
prove them, and our ultimate suc- 
cess depends on coming up with 
ammunition which does prove 
those charges.” 

Berge recommended that the 
association follow the progress of 
a resolution introduced by Sen. 
Leahy (S. J. Res. 197) to study 
Post Office procedures and be 
prepared to get on an advisory 
council that the resolution provides 
for, if and when it is set up. 

Robert Stone, National Research 
Bureau, Chicago, was elected pres- 
ident of the association, succeed- 
ing Arthur Martin Karl. 


JOSEPH A. HORNE 

STAMFORD, Conn., Oct. 4—Joseph 
A. Horne, 81, chairman of the 
board of Yale & Towne Mfg. Co., 
died here yesterday after a brief 
illness. 

He joined Yale & Towne in 1892 
as foreman of its cabinet lock 
department after studying engi- 
neering at Columbia University. 
He advanced to the position of 
general superintendent of the lock 
plant in 1909, and was elected a 
vice-president in 1916. For two 
years during the first World War 
he served as acting president and 
was elected chairman in 1943. 


EDWARD K. HAMMOND 
Cuicaco, Oct. 5—Edward K. 
Hammond, 66, former western 


In CANADA 


31% of the sales made 
in retail stores are 
made to Families reading 
The STAR WEEKLY 


ask for information 
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manager of Machinery, died here 
on Sept. 29. He had been associ- 
ated with the publication for 35 
years until his retirement in June, 
1948, and had been editor before 
being named western manager. 
Active in industrial advertising 
circles, he was a member of Na- 
tional Industrial Advertisers Assn. 
and Rockford Industrial Marketers. 

A mechanical engineer by train- 
ing, Mr. Hammond also was a 


gists in the Midwest not con- 
nected with a zoo. He maintained 
an extensive collection of stuffed 
migratory birds and blownup eggs 
| and bird’s nests. 


ALBERT L. GALE 

EVANSTON, ILL., Oct. 3—Albert L. 
Gale, 78, public relations director 
for Glenn-Jordan-Stoetzel Inc., 
Chicago, died here Sept. 30. 


member of Fin & Feather, and was | W. E. CHILTON JR. 


one of the few licensed ornitholi- 


CHARLESTON, W. Va., Oct. 3—W. 


E. Chilton Jr., 56, president, man- 
aging editor and principal owner 
of the Charleston Gazette, died un- 
expectedly Sept. 21. He was the 
son of the late W. E. Chilton Sr., 
who served as U. S. Senator from 
1911 to 1917. He had been con- 
nected with the Gazette since 1919, 
becoming president of the Daily 
Gazette Co. in 1922 and managing 
editor in 1924. His son, W. E. Chil- 
ton III, joined the paper after 
graduating from Yale this year. 
Robert L. Smith, formerly gen- 
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eral manager of the Gazette, wag 
elected to the presidency to suc. 
ceed Mr. Chilton. Mr. Smith hag 
been with the paper for more than 
40 years. 


BRONSON WEST 

St. Pau, Oct. 4—Bronson West, 
61, owner and president of Bron. 
son Advertising, died Sept. 24. He 
was a member of the Northwest 
Council of Advertising Agencies 
the St. Paul Ad Club and the St, 
Paul Commerce Assn. 
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NAB Moves to Form 


Advisory Committee 


WasHIncTon, Oct. 3—The Na- 
tional Assn. of Broadcasters has 
taken the leadership in forming a 
Broadcasters’ Advisory Council to 
assist the government during an 
emergency. 


At a meeting this week, the 
council was set up to include ten 
broadcasters, representatives of 


Broadcasters Assn. and the Radio- 
Television Manufacturers Assn. 

NAB President Justin Miller 
said the committee was suggested 
by John R. Steelman, assistant to 
the President. 


Joins American Cyanamid 
Marius D. Scopton, formerly 
with the New Jersey Taxpayers 
Assn., and before that with the 
Curtiss-Wright Corp., has been 
appointed to handle community 


; ti f i 
the fous mater Retweeks and the | 5.8 ions for the Calco chemical 


DuMont TV net, the Television ' 


division of American Cyanamid 
Co., Bound Brook, N. J. 


State Liquor Chiefs 
Told, by Distillers, 
about Drys’ Plans 


New York, Oct. 4—The attack 
on liquor advertising represents 
the drys’ strategy of a return to 
prohibition by indirection, A. P. 
Bondurant, vice-president in 
charge of advertising of Glenmore 
Distillers Co., told the National 
Alcoholic Beverage Control Assn. 
here yesterday. 


He warned the association of 
new legislation to come, drawn in 
the same spirit as the defunct Cap- 
per and Langer bills, and warned 
of attacks on the local level, citing 
the Oregon referendum on liquor 
advertising. 

His recipe for the state admin- 
istrators assembled here was brief: 
(1) to tell their local legislators 
the truth about the liquor industry 
as they had seen it; (2) to adopt 
the Federal Alcohol Administra- 
tion advertising rules in the states 
(“broad enough and well-moni- 


Sell Popular Mechanics’ BIG Man Market and you sell 


THE BEST MAN IN EVERY DOZEN 


Popular Mechanics gives you a big man 
market: one man in every twelve in 
America. That’s an important slice of 
your market potential . . . not to be over- 
looked in selling any product bought by 


men. But that’s not all... 


Popular Mechanics offers you your 
best buy in men .. . for two reasons: 
First, this Popular Mechanics market is 
a big, undiluted, adult man market. You 
reach men in mass at rock bottom cost. 
Second, Popular Mechanics men have 
the PM. Mind... they’re extra respon- 
sive to advertising, extra interested in 


what ads have to say. 


They read ads deliberately and con- 


sciously respond. 


The extra 


pulling power of ads in 


Popular Mechanics has been a matter of 
record for years. Popular Mechanics ads 
get action ... whether it’s pulling inquir- 
ies, getting mail orders or sending men 


into stores to ask for your product 


by name. 


And there’s still another Popular 
Mechanics extra .. . the man with the 
PM. Mind influences his neighbors, is 
the first one they consult before they buy. 


Get the whole story and you’ll put 
Popular Mechanics FIRST on any 
schedule you build for man-bought prod- 


ucts. Sell this big man market and you 


sell the Best Man in every dozen. 
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tored,” Mr. Bondurant calls them) 
and apply them to beer and wine 
advertising as well as liquor; (3) 
the establishment—through the 
Distilled Spirits Institute or the 
Licensed Beverage Institute—of a 
committee of distiller advertising 
directors. Copy could be candidly 
reviewed, and problems of good 
taste and public reaction thrashed 
out before such a committee, Mr. 
Bondurant said. 


ws Ellis D. Slater, president of 
Frankfort Distillers Corp., pointed 
up other serious aspects of the 
Oregon measure. He predicted a 
“serious loss of revenue” to any 
state which bans advertised 
brands, asserting that the public 
will illegally import the adver- 
tised “publicly preferred brands,” 
and that the state treasuries will 
lose the revenue. 

He asked that administrators do 
three things: (1) move against 
legislation which threatens brand 
advertising of alcoholic beverages; 
(2) point out to state and national 
legislators the dangers and “real 
purposes” of such legislation; and 
(3) take preventive steps, if a 
proposal to curb liquor advertising 
in a state comes up, to contact the 
sponsors and point out how impos- 
sible “it would be to administer 
the alcoholic beverage laws effec- 
tively if such proposal is enacted.” 

The administrators have con- 
siderable influence, Mr. Slater 
said, because they have no com- 
mercially selfish interest and “are 
more familiar than anyone else 
with the organization and opera- 
tion of the legal sale structure in 
your state.” 


Heads Fulton, Morrissey 


F. M. Carroll, executive vice- 
president, has been elected presi- 
dent of Fulton, Morrissey Co., Chi- 
cago agency. He will replace the 
late James D. Fulton (AA, Sept. 
25). Jan Tangelius, vice-president, 
has been appointed executive vice- 
president. 


‘Newsweek’ Names McKee 
Bayless P. McKee has been 
named manager of the Cleveland 
advertising office of Newsweek. 
He succeeds Arthur Windett, who 
has been made director of adver- 
tising services, a newly created 
post at Newsweek. 
ABP et) 


Leo Burnett Names Dodge 


Frank Dodge, formerly on the 
Arthur Godfrey staff as produc- 
tion coordinator, has been named 
production manager in the New 
York office of Leo Burnett Co. 


PUNCHES sheets and covers of any size 
or weight, quickly, accurately 


BINDS up to 250 books an hour with 
colorful GBC plastic bindings 


| BIND THIS MODERN WAY 
right in your own OFFICE 
or plant 


Add prestige...color...atten- 
tion-compelling appearance to 
coperte, presentations, catalogs 
GBC plastic binding equipment* 
quickly ... easily... economically 
binds loose pages of all sizes 
into handsome custom-made 
booklets. Pages turn easily... 
lie flat. Complete office equip- 
ment costs less than a type- 
writer...saves 50% over old- 
fashioned fastener-type covers. 
Anyone can operate. 

*PATENTS PENDING 


SPECIAL TRIAL OFFER 
» memo | Send today for information 
FREE and 2 handy pocket memo 
books bound on this equip 
ment. No obligation. 

General Binding Corporation 
808 W. Belmont Ave., Dept AA-10-9 
Chicago 14, Ili. 
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DMAA Sponsors Course at 
CCNY School of Business 

Direct Mail Advertising Assn., 
New York, is sponsoring a direct 
mail workshop in conjunction with 
the Midtown Business Center of 
the City College School of Busi- 
ness. Enrollment closes Oct. 16. 

Conducted by Frank Frazier, 
DMAA executive director, the 
workshop will offer 60-hour and 
120-hour programs designed to en- 
able men and women already in 
the field to tone up their handling 
of current problems. 


Opens Color Photo Show 


A special exhibition of adver- 
tising color photography is being 
held at its new laboratory by Pa- 
velle Color Inc., 533 W. 57th St., 
New York. Each participating 
agency selected the best color 
transparency made during the year 
for one of its clients. Pavelle made 
16x20” prints from these, using the 
Kodak dye transfer process. The 
exhibition of prints has been hung 
so that clients and guests may 
view both the finished work and 
continuous demonstrations of the 
printing process in the laboratory. 


Priorities to Be Extended 
to Cover Civilian Programs 

WasHincTton, Oct. 5—National 
Production Authority’s priority for 
defense orders is only the begin- 
ning. Now that the ice is broken, 
it is only a matter of time before 
priorities become more compli- 
cated and more general. 

As military orders go into pro- 
duction, there will have to be var- 
ious degrees of priority, so that 
urgent items get the green light 
over the less urgent. 

In addition, there will have to 
be a priority for essential non- 
military needs. Interstate Com- 
merce Commission has already 
warned NPA that it will need a 


By STANLEY E. COHEN, Washington Editor 


priority to assure fast action on the 
railroad industry’s huge freight car 
program. 

= . . 


From what NPA hears, industry 
is overwhelmingly in favor of pri- 
orities at this time. With govern- 
ment making the rules, it becomes 
a lot easier to say “No” to old- 
time customers who press for more 
than their share of available sup- 
plies. Home builders and real es- 
tate brokers feel Federal Reserve 
should think twice before plunging 
into restrictions on mortgage cred- 
it. They assert building plans for 
next season have already been 
toned down. Lender groups argue 
that home buying is anti-inflation- 


ary because monthly payments use 
up potentially inflationary ready 
cash. 
* * o 
Savings bonds may eventually 
emerge as important anti-inflation- 
ary weapons, but not for the pres- 
ent. Treasury officials are said to 
be soft pedaling bonds until Con- 
gress signs on the dotted line for 
a second round of tax increases. 
« = e 
Rural’ Electrification Adminis- 
tration reports slightly over 5,000,- 
000 farms with central station 
service. That’s 86.3% of all, a big 
change from 1935. At that time 
750,000 farms—less than 11%— 
had service. You can get a state- 
by-state tally by writing REA, De- 
partment of Agriculture, Wash- 
ington 25, D. C. 
* . * 
Industrial expansion is the No. 
1 problem occupying mobilization 
officials at the moment. Munitions 
Board, National Security Resources 
Board and Commerce Department 
are teaming up to see how much 
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The Kill Van Kull Bridge between 
Bayonne, N.J., and Staten Island, like 
these two publications, makes it easier for 
buyers and sellers to get together. 


These 2 Publications 


Bridge the Sales Gap 


Between Your Factory and Millions of Consumers 


They provide the means of reaching and selling your better 
prospects at lower cost; of givin your pom the point-of-sale 


protection it needs to successfully 


maker and user. 


ge the sales gap between 


For fast sales action, you can’t buy more effective or more 
profitable media to sell the men—the retail building material 
dealer and the contractor-builder—who sell the masses. 


In BUILDING SUPPLY NEWS and PRACTICAL BUILDER 
you buy more than a large, selective audience of good prospects, 


you buy PENETRATI 


N—the editorial guts that attract and 


ignite reader interest, that mean more pulling power for your 
advertising. Before you buy, ask for proof. 


Profitwise, an advertiser gets out of a publication only what a 
publisher puts into it. To consistently outpull competition, as 


lin 


y Issue, Building M 
Pe eg eal 2 . ¥ 


BUIL 


DEALERS PAY MORE MONEY TO READ BSN THAN ANY OTHER DEALER PUBLICATION 


BSN and PB can prove that they do, a magazine must have 
penetration ; the kind that creates interest and compells response; 
that makes readers out of subscribers, buyers out of prospects. 


Give Them What They Want Where They Read! 


In BUILDING SUPPLY NEWS, the dealer-wholesaler book, 
you should talk profits, quality and service. 


In PRACTICAL BUILDER, the world’s largest audience of 
builders wants technical, how-to-use-your-product information. 


To give your product the impetus it needs for fast, easy, low 
cost sales, these two most important selling factors must be sold. 
And they must be sold individually, in their OWN publications. 
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UPPLY NEWS | 
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can be done—and how fast. Steel 
industry’s promise to double its 
expansion program made a favor- 
able impression, but the industry 
isn’t off the hook. Some of the 
government’s top economists would 
like to see the figure doubled 
again. “If there is war,” they say, 
“we will need it; or if the cold war 
lingers, the quicker the expansion, 
the sooner there is a semblance of 
normalcy.” 
* ” * 

There is talk that President Tru- 
man will issue a-.recess appoint- 
ment putting Stephen F. Spingarn 
in the Federal Trade Commission 
before Congress returns. At the 
moment, Mr. Spingarn is still at 
his White House desk, awaiting 
Senate action on his appointment, 
sent up Sept. 22 (AA, Oct. 2). 

The decision to put a White 
House aide on FTC is a tip-off that 
the anti-trust laws are not to be 
shelved for the duration. In fact, 
the President as much as said so 
last week, in a letter warning govy- 
ernment agencies to avoid con- 
tracts and regulations which will 
promote monopoly or harm small 
business. 

- % . 

Refusal of radio manufacturers 
to go into bracket standards hag 
solidified Federal Communications 
Commission support for CBS color 
TV. A month ago, the commission- 
ers were said to be 4-3 for CBS; 
today, it looks as if CBS will get 
a unanimous decision—maybe next 
week. Staff members assume the 
choice will be tested in court, They 
think they can get a clear court 
decision by Christmas. 

a 7 7. 

The Senate small business com- 
mittee is studying reports of a 
newsprint “gray market.” Protests, 
via Sen. Hubert Humphrey (D.,, 
Minn.), said weeklies are paying 
exorbitant prices. Small business 
committee members promise a 
full-scale investigation if staff 
studies substantiate the charges. 


Oklahoma City’s WKY-TV 
Goes on Expanded Schedule 


Effective Oct. 4, WKY-TV, Okla- 
homa City, will start an expanded 
schedule, signing on the air at 
2 p.m., CST, with an hour dise 
jockey show. F. A. Sugg, manager 
of the station, reports the new 
weekly schedule will be some 25 
hours heavier than the old one. 
There will be at least 9 hours of 
telecasting daily. 

As of late September, WKY-TV 
had 44 network programs booked 
—enough to fill 35 hours weekly. 
These ABC, CBS and NBC shows 
will be on film or kinescope. There 
are nearly 43,000 receivers in the 
station’s service area, according to 
estimates by local set distributors. 


Tax Report in Comics Form 

The tenth annual report of 
Louisiana’s Department of Reve- 
nue, out Oct. 15, will appear in 
comics book format. Layout, art 
work and printing of the 16-page, 
four-color offset job was handled 
by Johnstone & Cushing, New 
York. About 75,000 copies of the 
report will be distributed to tax- 
payers and high school students. 


The New COURIER 


REACHES OVER 


1,500,000 necroes 


Now Adds New 4-Color Comics 
Plus Exciting Magazine Insert 
For Even Greater Impact On 
Rich 10 Billion Dollar Market 


Yes, the Courier leads in the Negro field be- 
it wing. Never 


news coverage, widely diversified stories, 
tures, articles have made it America’s outstand- 
ing Negro newspaper! even 
strengthen its grasp on the Negro market, the 
Courier has added 2 great new features to its 
interest-crowded pages. A new 8-page, 4-color 
comic section and exciting new magazine suUp- 
plement will not only broaden its scope of 
reader interest, but will capture an even | 
audience for the paper that sells the cream of 
the wealthy 19-billion dollar Negro market. Yes, 
the Courier leads because it’s geared to \ead— 
and sell—for you—if you join its large list of na- 
tional advertisers today! For full details write: 


INTERSTATE UNITED NEWSPAPERS 
545 Fifth Ave., New York 
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GOVERNORS REELECTED—At the conference of Transamerica Advertising Agency 
Network, held in Chicago Sept. 20, members of the governing board were re- 
elected. Left to right are M. Glen Miller, head of M. Glen Miller Advertising, Chi- 
cago, governor of the central region and chairman of the board; Earle A. Buckley, 
forle A. Buckley Organization, Philadelphia, governor of the eastern region; 
Charles D. Meissner, president, Charles Meissner & Associates, Milwaukee, na- 
tional director; W. L. Phillips, The Phillips Co., San Diego, governor of the western 


EVERYBODY HAPPY?—Participating in the round of congratulations following the 

debut of “Break the Bank’ as a daily daytime broadcast on NBC are (left to 

right): Ed Wolf, producer; Wallace T. Drew, ad manager of the sponsor, Bristol- 

Myers Co.; Emcee Bud Collyer; Chester MacCracken, vice-president, Doherty, Clif- 
ford & Shenfield; and Win Eliot, announcer-host. 


& 

eA 

PLAN CONVENTION—Preparing for the second annual conven- 
tion of the Screen Process Printing Assn. International in Cin- 


tinnati Oct. 22-25 are these Cincinnatians (seated): E. C. Krieger, 
E.C. Krieger Co.; Charles Hafner, Modern Displays; Wilbur South, 


TS A DOG'S LIFE—Tying in with National Dog Week, Walter Kendall, Kendall 

foods, Los Angeles, dog food manufacturer, holds a party to help Flame, canine 

Motion picture star, celebrate his fifth birthday. Here Flame, (center) is being of- 

toothsome morsels of Kendall dog food by Gladys Holland and Anne Howard. 

The cookies, candles and cake decorations are made of Kendall dog biscuits. Dan B. 
Miner is the Kendall agency. 


PHOTO 
REVIEW 


PYLON—This 18’ pylon of Plexiglas has 
been designed as a standard identifica- 
tion sign for Ford used car and truck 
dealers. Designed by the W. B. Ford 
Design Corp. for the Ford used car mer- 
chandising department, and built by 
Neon Products, Lima, O., it makes a 
dramatically luminous display at night. 


Willisign Co.; D. R. Swormstedt, Signs of the Times; and L. W. 
Pathe, E. C. Krieger Co. Standing: D. M. Souder, Signs of the 
Times; Stan Holly, Cincinnati Sign Supplies; and James J. Mc- 
Crea, Jay Products Co. 


ge y : 
LINE UP AD COURSES—Dallas admen who are part-time instruc- 
tors for courses offered by Southern Methodist University, meet 


with Jerry E. Drake, acting chairman of the marketing division 
at SMU, to plan the work. Left to right are William Sadler, WFAA- 


HAPPY BIRTHDAY—Marion Harper Jr. (center), president of McCann-Erickson, New 

York, congratulates Edward C. Donnelly Jr., president of John Donnelly & Sons, 

Boston, on the occasion of the outdoor advertising company’s 100th anniversary. 

Others (left to right) are John Donnelly, vice-president of the Donnelly company; 

Stanley C. Hope, president of Esso Standard Oil Co.; and John C. Dowd, presi- 
dent of John C. Dowd Inc., Boston agency. 


WINNER—Yolande Betbeze, later selected as Miss America 1951, graces float of 

R. C. Maxwell Co., outdoor advertising, in National Beauty Pageant parade in 

Atlantic City. Yolande waves as she passes spectacular for Sherwin-Williams, a 
Maxwell client. 


Just right / 


GENESEE’S LATEST—Harold Anderson was the artist for this lithographed 24-sheet 
ted by G Brewing Co., Rochester, N. Y. Rogers & Porter, Rochester, is 
Genesee’s agency. 


P 


bs 
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TV; R. B. Moreland, Earle Racey & Associates; Nathe Bagby, 
leche & Leche; Mr. Drake; Ira DeJernett, Ira E. DeJernett 
Agency; Dave McConnell and Wilson Goss, Rogers & Smith; 
Bob Burke, R. J. Burke Advertising; Bud Biggs, Biggs Studio. 
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86 
Advertising in the Test 


Stage 


Clearcoup Tests | 
Coupon Redemption 
Plan in Minnesota 


MINNEAPOLIS, Oct. 4—Clear- 
coup Corp., organized in January, 
1949, to act as a centralized gro- 
cery coupon redemption agency, is 


YOU GET A 
DOUBLE 
BONUS 


Readers and Buyers 


During the next six months St. Pe- 
tersburg, Florida's fastest growing 
city, will be host to approximately 
a half million winter visitors. 


This is OUR BONUS prosperity 
season. YOUR BONUS prosperity 
season too. 


TIMES circulation will jump 334% 
... more than $100 million in new 
money will come to town. These 
are important BONUS factors to 
consider . . . truly a DOUBLE 
BONUS of READERS and BUYERS 
among home folks and visitors 
alike. 


ST. PETERSBURG - FLORIDA 


~ TIMES ~~ 


Represented by 
THEIS & SIMPSON CO. INC. 
New York Chicago Detroit Atlanta 


V. J. OBENAUER, JR. in Jacksonville, Florida 


testing a new plan in the Twin 
Cities market area. 

Since the organization was 
launched, it has operated as agent 
for specific food advertisers. It 
collected retail grocers’ coupons, 
paid the grocers the face value of 
the coupons and forwarded them 
to food advertisers for redemption. 

Under the new plan now being 
tested in Minneapolis and St. Paul, 
retailers may send Clearcoup all 
of their coupons as often as de- 
sired. Clearcoup then sends re- 
tailers checks covering the face 
value of all coupons received, and 
forwards the coupons to the re- 
spective food manufacturers. 

Instead of acting as agent for 
a limited number of manufactur- 
ers, under the new plan the com- 
pany will act as agent for the re- 
tailers, and will accept any and 
all coupons. For this service, the 
grocers pay Clearcoup the l¢ 
handling fee per coupon normally 
paid them by manufacturers. 


TEST DRIVE FOR LILY 
OF FRANCE LAUNCHED 

New York, Oct. 3—Lily of 
France Co., maker of Lilees bras- 
siere, is conducting a test campaign 
here, featuring a new theme, “It’s 
not done with mirrors, it’s done 
with Lilees.” New York Times 
Magazine, World-Telegram & Sun 
and the Journal-American will 
run twice-weekly, 600- and 900- 
line ads until the end of November. 
Sterling Advertising is preparing 
the copy. 


TESTS DECALCOMANIAS 


Cuicaco, Oct. 3—Meyercord 
Co., decalcomania manufacturer, 
is testing its Fabri-cal hot-iron 
transfers, using full-page, full- 
color ads in Omaha, Des Moines 
and Waukegan newspapers. 


SELLING STEPS—Here are Lester Scott, U. S. Printing & Litho; William Farlie, Esso 
Standard Oil Co.; W. Parlin Lillard, General Foods Corp.; and Edward Peterson, 
Forbes Litho, photographed at Point of Purchase Advertising Institute outing. 


Full-page, half-page and 300- 
line b&w ads, featuring the com- 
pany’s decal borders and shadow 
box plaques, will continue Meyer- 
cord’s nationwide newspaper drive. 
Albert Frank-Guenther Law here 
handles the account. 


NESTLE IN 2-CITY TEST 

New York, Oct. 3—Nestle Co. 
launched a test campaign Sept. 25 
in Hartford, Conn., and Peoria, 
Ill., for its new baking product, 
Nestle’s Cookie Mix. 

The packaged mix yields four 
dozen cookies and was designed 
primarily for the purpose of mak- 
ing Toll House cookies by adding 
chocolate bits, but it also can be 
used to make plain sugar cookies, 
icebox cookies, hot breads, coffee 
cake or chocolate brownies. The 
product will be widely distributed 
locally. 

Nestle Co. began moving its 
executive offices Sept. 29 from 
New York to Colorado Springs, 


Colo. (AA, Sept. 18). Needham & 
Grohmann and Cecil & Presbrey 
are the company’s agencies. 


TRIES SCRAPPLE TEST 

PHILADELPHIA, Oct. 3—Roberts’ 
Packing Co. is testing a television 
show directed at children as a pre- 
liminary promotion for its scrap- 
ple. 

The test, which began Sept. 24, 
will run on WCAU-TV for 2é6 
weeks. This show, “Unk and 
Andy,” a package of United Art- 
ists’ Corp., is the spearhead of the 
Roberts’ fall campaign in the East- 
ern Pennsylvania-South Jersey 
area. 

If sales figures support the ap- 
proach, Roberts’ is planning to 
expand the show and extend it to 
other markets throughout the 
country, through J. Cunningham 
Cox Co., Philadelphia. 

In addition to the show, the 
company is using dirigible balloon 
inserts in the scrapple packages. 
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TV Shoppers Show 
Interest in Screen 
Size, Price, Style 


Cuicaco, Oct. 4—Visitors who 
looked over the television sets on 
display at the third annual nation- 
al Television and Electrical Living 
Show here last week were prima- 
rily interested in three things: 
size of screen; price and cabinet 
style. 

According to exhibitors at the 
show, prospective television set 
buyers are asking more sophisti- 
cated questions this year than in 
the past. They want as much for 
their money as possible and they 
want the set to blend into the 
living room scheme. 

Attendance during the first week 
of the two-week exhibition was 
disappointing to most of the ex- 
hibitors. And the exhibits of ap- 
pliances and other electrical items 
did not receive the attention that 
the video displays attracted. 


s While a sizable number of vis- 
itors appeared to be looking at the 
various TV set displays with the 
intention of buying a receiver, 
many more were “just looking” or 
had come because of the Jack Car- 
son-Marie MacDonald show and 
stayed to tour the exhibit hall. 
In addition to the exhibits of 
appliances and electrical equip- 
ment, Westinghouse Electric Corp. 
has its “theater of the atom” pre- 
sentation; the armed forces have 
exhibits featuring electronic navi- 


gation equipment, and the Atomic 
Energy Commission has a display 
showing the uses to which radio- 
isotopes are put. 

The annual exhibition is spon- 
sored by the 600 members of the 
Electric Assn., which is celebrat- 
ing its 25th anniversary during the 
show. 


/ QUICK circulation is now more 
than 1,000,000 copies per week. 


4QUICK’s present advertising rates, 
based on 750,000 circulation, will be 


1, 1951. 


continued for a full year—to October 


AS CIRCULATION GOES UP...COST PER THOUSAND GOES DOWN! 
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*Indicates first listing in this column. 


Oct. 9-11. American Photoengravers 
Assn., annual convention, Chalfonte-Had- 
don Hall, Atlantic City. 

Oct. 9-12. Advertising Typographers 
of America, 24th annual convention, Ho- 
tel Traymore, Atlantic City, N. J. 

Oct. 16-17. Boston Conference on Dis- 
tribution, 22nd annual meeting, Hotel 
Schroeder, Milwaukee. 

Oct. 22-24. Advertising Federation of 
America, 10th District convention, Herring 
Hotel, Amarillo, Tex. 

Oct. 23-24. Inland Daily Press Assn., 
annual meeting, Congress Hotel, Chicago. 

Oct. 23-25. Life Insurance Advertisers 
Assn., annual convention, Claridge Ho- 
tel, Atlantic City. 

Oct. 23-25. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club, 
Chicago. 

Oct. 24. New England Newspaper Ad- 
vertising Executives Assn., annual meet- 
ing, Parker House, Boston. 

*Oct. 25-28. National Assn. of Photo- 
Lithographers, 8th annual convention, the 
Shoreham, Washington, D. C. 

Oct. 26-27. Audit Bureau of Circula- 
tions, annual meeting, Drake Hotel, Chi- 
cago. 
Oct. 26-28. Southern Newspaper Pub- 
lishers Assn., annual convention, The 
Greenbrier, White Sulphur Springs, W. 


Va. 

Oct. 31-Nov. 1. American Assn. of Ad- 
vertising Agencies, annual Eastern Con- 
ference, Hotel Roosevelt, New York. 

Nov. 2. Upper Midwest Sales Con- 


Polaroid Camera 
Boosts Sales for 
Small Bridal Salon 


Upper DarsBy, Pa., Oct. 4—The 
bridal department of Helen Caro 
Apparel store in this suburban 
community has developed a sales 
promotion idea that, the store 
thinks, has enabled it to outsell 
many bridal salons of larger stores 
in nearby Philadelphia. 

The promotion consists of photo- 
graphing a bride-to-be as she tries 
on her gown for the final fitting, 


proximately a minute. 

The photograph acts as a sales- 
man, Helen Caro feels, because it 
is shown to friends and co-workers 
of the customer, some of whom 
also are in the market for a wed- 
ding gown. 

Whenever possible, pictures also 
are taken of the bridesmaids and 
the flower girl, to further promote 
the Helen Caro name. Cost per 
picture to the store, including a 
folder imprinted with the store’s 
name, is 48¢. 

The only other promotion used 
by the bridal salon consists of 
occasional ads in the Philadelphia 


87 
Kalart Plans Fall Drive 


Kalart Co., Plainville, Conn., 
manufacturer of camera accessor- 
ies, is building its fall campaign 
around half-page ads in Life. Also 
on the schedule are New York 
Times Magazine and national pho- 
tographic publications. First Life 
ad will appear in the Oct. 16 is- 
sue. Dealer helps include Life 
poster reprints and price tickets, 
newspaper mats and photo finish- 
ing inserts. 


Revlon Launches $250,000 | 
Fall Shade Promotion 


Revlon Products Corp., New| 
York, has launched a $250,000 pro- | 
motion for its new fall nail polish 
shade, “Where’s the fire?” 

Beginning Sept. 24, three 50-/j 
line teaser ads appeared daily in| 
about 40 newspapers in 20 cities. | 
In addition to about 20 screen | 
magazines, the October issues of | 
Charm, Cosmopolitan, Glamour, 
Ladies’ Home Journal, Mademoi- 
selle and Seventeen will carry 


full-page ads. Vogue and Harper's | 
Bazaar are carrying color spreads. | 
Humphrey Names Nadler V. P. 


Harold O. Nadler, formerly vice-| ADVERTISING AND PUBLICATION 


president of Hanly, Hicks & Mont- PR ES PRINTING 
R 


Bulletin and Inquirer, plus two 
one-minute radio spot announce- 
ments every Sunday on Station 
WPWA, Chester, preceding and 
following the Catholic Hour. 


and then presenting her with the 
photograph before she leaves the 
store. This is accomplished by 
using a Polaroid camera, which 
takes and develops pictures in ap- 


gomery, has joined the New York 
office of H. B. Humphrey Co. as Akron, Ohic 
vice-president. iF ED W. DANNER — PRESIDENT. 


ference, sponsored by the Sales and Mar- 
keting Department, Minneapolis Chamber 
of Commerce, and the Minneapolis Assn. 
of Sales Managers, Nicollet Hotel. } 

Nov. 14. American Public Relations | 
, sixth annual meeting, Washing- 


. 16, National Business Publica- 
tions, annual meeting, Waldorf-Astoria 
Hotel, New York. 

Nov. 20-22. Central regional meeting, 
National Newspaper Promotion Assn., 
Indianapolis. 

Jan. 19-20, 1951. 
of Advertising Agencies, 
Dallas. 

Jan. 22-23, 1951. Assn. of Railroad Ad- 
vertising Managers, St. Petersburg, Fla. 

Jan, 22-24, 1951. Newspaper Advertising 
Executives Assn., Edgewater Beach Ho- 
tel, Chicago. 


Southwestern Assn. 
Baker Hotel, 


Ad Fried Gets 2 New 
Accounts; Adds 3 to Staff 


Ad Fried Advertising Agency, 
Oakland, Cal., has been appointed 
to handle the advertising of Bell 
Smoked Fish Co., San Francisco, 
canner of Tara Bell smoked sal- 
mon and tuna. Television, news- 
papers and trade publications will 
be used. The agency also has been 
named by Pelex Beauty Products 
Co. of Canada, Penetang, Ont., 
cosmetics, to direct its advertising 
in Canada. Magazines and news- 


papers will be used. The agency 
has been handling the advertising 
of Pelex Beauty Products Co. of 
United States, Berkeley, Cal.,’ 
since last April. 

Ad Fried has added three to its 
staff. They are: Sandy Saunders, 
formerly with the Oakland Trib- | 
une and Post Enquirer, space 
buyer; Diana Springer, account | 
executive, and Bill Muir, with the | 
Claremont Press, to the produc- 
tion department. 


Kroger Launches Consumer 
and Personnel Contest 

_ Kroger Co., Cincinnati, launched 
its seventh annual fall sales cam- 
paign Sept. 25 featuring a $32,500 
consumer contest and a simultan- 
eous personnel contest for its store 
+ pee The contest ends Nov.) 


Theme of the consumer contest, 
which offers 1,003 cash prizes 
ranging from $10,000 to $20, re- 
quires entrants to write “What I 
like about my Kroger store,” in 25 | 
words or less. All prize awards will | 
be doubled if.entry is accompanied 
by a dated bag end from Kroger’s 
Spotlight or French brand coffee 
or the 2” strip from a can of vac- 
uum-packed Kroger coffee. Ralph 
H. Jones Co., Cincinnati, is Kro- 
Ser’s agency. 


Spier Appoints Sinclair 


Ralph H. Sinclair, formerly | 

vice-president and copy director | 
of Ruthrauff & Ryan, has been| 
named head of the mail order divi- 
Sion of Franklin Spier Inc., New 
York agency. The agency has been 
appointed to handle the advertis- 
ing of Johns Hopkins University 
P2ess, Baltimore, book publisher. 


SOLD ON BILL MAYER 
... both listeners and 
Watkins Furniture 
Company of Cleveland! 
Watkins says that Mayer's 
sincere presentation has 
helped in direct sales and 
in doing an institutional 
job of selling their stores. 
Watkins has just signed 
Bill to a new daily quarter- 
hour period in addition 
to their two-year-old 
morning segment. This 
is the result of sales re- 
sults through WGAR. 


PROMOTION ON THE RIGHT 
TRACK! More than 800 persons boarded 
a WGAR-sponsored special train to the 
Ohio State Fair at Columbus. They were 
entertained en route by WGAR personal- 
ities and were given conducted tours to 
the exhibits. When those who attended 
think of good times ...they think now 
of WGAR. Wise timebuyers do likewise! 


in Northen Ohio.. 


the SPOT for SPOT RADIO 


Write for helpful radio presentation: “A Six Billion Dollar Picture”. 


SWING SHIFT IS BACK... 
and more and more listeners 
are shifting to Morgan’s 
Musical Inn. . . where genial 
proprietor, Hal Morgan, 
does the unusual. This late 
evening show is now avail- 
able for sponsorship. For 
sales results, ask about the 
Hal Morgan Show on WGAR 
and get into the swing! 


MAX ROSENBLUM ... “‘daddy of the 
sandlots”. .. organized the Cleveland 
Baseball Federation which — 
— equipment and medical aid for 
the city’s youngsters. His proteges 
have reached the top in many fields. 
He is founder of Rosenblum’s...a 
department store now in its 40th year 

and one of WGAR’s oldest ad- 
vertisers. Pictured here is Ted Boynton 
of WGAR and Mr. Rosenblum signing 
his 16th yearly renewal! 


RADIO ... AMERICA’S GREATEST ADVERTISING MEDIUM 
WGAR...Cleveland...50,000 watts...CBS ° Represented Nationally by Edward Petry & Company 
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The Corner has been wondering just when the many 
ridiculous statements being made by various dentifrices 
on the basis of the Reader’s Digest article on tooth decay 
prevention would be, at long last, reduced to absurdity. And, 
in your correspondent’s humble opinion, this Dr. West’s ad 
does it. “Your toothbrush alone,” it says, “can reduce dental 
decay 50% to 60%.” 

It is to be doubted, of course, that Colgate, Amm-i-dent 
or any of the others—including Squibb, which is using a 
reverse twist—will now seek frantically for a new approach. 
Purock may quite possibly rush into print with a double- 
page spread announcing that you’ve got to use water with 
your toothbrush. And the largest manufacturer of dental 
forceps may have the final say by announcing that the only 
way to reduce dental caries 100% is through the use of its 
particular product. It is not too difficult to imagine this 


Reader’s Digest reports... 


YOUR TOOTHBRUSH ALONE 


CAN REDUCE DENTAL DECAY 


Wore be th ‘Detep method Reporting on the most extensive 
experiment in dental tnetury, the 
€24 Grea goer tnd cowry Reavers Digest poines out how 
a/ morwing and evening, tooth decay and deneal bills can be 
a3 you probably wou do. Then, gseatly lessened W's the brushing that’s 
brush them agam immediately after ienportont—ic's the wstbbrach 
‘ lob that does the job. 
‘ That's why it's vital you wae the 
« dentifrice ts wot le 
4 a ~~ peed tomahbrash money can buy —e 
Dr. West's Miracle: Tutt 
After betweelrmeal 4 ov! of 5 people need e new one. Thr 
eating or refreshments, Amencan Deneal Association says: “4out of 
rinse the mouth aud teeth every 3 toochbwushes in use wn American 
wab water as thoroughly as passible. homes today are wor Out, unable to cease 
teeth thoroughly“ Look at yours today! 
Seart on tins wmple plan ro reduce dental 
decay with « cew Di. West's Miracle Tut. 


Get a new 


DR. WEST’S MIRACLE-TUFT 
today! 


LEAMS (NS1O8...CUTSION...14 BETWEEN 


manufacturer doing a cooperative job with Winchester Re- 
peating Arms—whose product can also cure dental caries for 
good, as well as athlete’s foot, halitosis and untold other 
human maladies, both real and imagined. 

It seems unfortunate that so many advertisers will in- 
flate a gnat into the size of an elephant in order to attain a 
so-called “hard-selling advertising message.” It is seldom 
taken into consideration that with this inflating process 
truth also becomes violently distorted. This seems to be of 
little consequence or concern to these advertisers, Truth and 
strict adherence to fact belong to an outmoded age, an age 
of innocence and naivete now long since dead and buried. 
This is an age of tinkering with fateful fundamentals—of 
employing both verbal and physical atomic fission to split 
apart and spread to the breaking point the whole fabric by 
which our civilization and our world has been held to- 
gether. 

We start with a simple little experiment, just to see what 
happens. When that proves relatively harmless, we go a 
little further and build ourselves an A-bomb and explode it 
several times. When that doesn’t start a chain reaction that 
rends our little sphere from pole to pole, we brashly de- 
cide to go ahead with an H-bomb. After all, why not? We 
have gone so far and we’re still all in one piece. 

Unfortunately, sooner or later we’re going to explode a 
Z-bomb and all the little letters of our alphabet will be ex- 
hausted. 


NBP Sets New York Meet 

The annual meeting of National 
Business Publications will be held 
Nov. 16, 1950, at the Waldorf-As- 
toria, New York. It will directly 
precede the annual meeting of the 
Controlled Circulation Audit. 


Names Michener & Holland 

Philadelphia Quartz Co., Phila- 
delphia, manufacturer of PQ sol- 
uble silicates, has named Michenef 
& Holland, Philadelphia, to direct 
its advertising. 


Paul Klemtner Moves 

Paul Klemtner & Co., advertis- |. 
ing agent and management con- 
sultant serving manufacturers of 
pharmaceuticals and related prod- 
ucts, has moved its offices to 21 
Central Ave., Newark. 


Hinton Joins Ditto Inc. 

W. M. Hinton, formerly regional 
sales manager of A. B. Dick Co., 
has joined Ditto Inc., Chicago, in 
an executive capacity in the sales 
division. 


— 


PHOTO- 
MATIC CO. 


Ph: WH itehall 4-2930 
53-59 E. Illinois St. 
Chicago 11, Iilinois 


8x10 genuine glossy photos 
(1000 and over .06c) 


in quantities 
FOR ALL PURPOSES 


¢ in 500 and 750 queontities 
Sharp. clear, crisp’ Prompt Delivery’ 


Neg. per sub 
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Still Life for Dole Ad 
Wins Philadelphia 
Art Directors’ Medal 


PHILADELPHIA, Oct. 3—A still life 
of fruit in full color by local artist 
Arthur Williams for Hawaiian 
Pineapple Co. and its agency, N. W. 
Ayer & Son (reproduced in AA, 
June 19), was an outstanding gold- 
medal winner at the 16th annual 
exhibition of the Art Directors 
Club of Philadelphia. 

The exhibition at Pennsylvania 
Academy of Fine Arts is the first 
commercial exhibition for this 
museum, the oldest art institution 
in America. Included in the show, 
which lasts until Oct. 15, are more 
than 300 entries, ranging from 
newspaper ads to booklets and 
package designs. Awards were 
made in 20 classes. 

Other gold-medal winners were 
a Fortune cover in four colors by 
artist Walter Tandy March and a 
full-color wine illustration for a 
Fortune article by Rainey Bennett, 
Chicago. , 

Certificates of distinctive merit 
went to Westcott & Thomson Inc., 
for work on a booklet for Ciba 
Pharmaceutical Products Inc., and 
to Donnelley-Lakeside Press for 
work on the October, 1949, cover 
of Fortune. 


as Judges were Frank Kilker, asso- 
ciate art editor of The Saturday 
Evening Post; Charles Allen, il- 
lustrator; Edmund G. Thomas, 
copy specialist at Gray & Rogers; 
Rudolph Pott, magazine illustrator, 
and John Maxwell, vice-president, 
Hutchins Advertising Agency. 
Vincent Benedict, art director at 


Gray & Rogers, was chairman. 

Other winners: Design of magazine ad 
in color, artist Tana Hoban for Container 
Corp. of America, N. W. Ayer & Son, 
agency; design of trade paper ad in color, 
Howard McCall for Budd Co., Lewis & 
Gilman, agency; design of business paper 
b&w ad, artist George Sulpizio for Smith, 
Kline & French Laboratories, Warren 
Blair, art director; design of newspaper 
advertisement, artist George Sulpizio for 
Brait’s Men’s Stores, Fred Goldman, art 
director. 

Also, design of booklet, artist Leo Lionni 
for Columbia Broadcasting System, Wil- 
liam Golden, art director; design of 
poster, artist Joseph Gering for Gimbel 
Brothers of Philadelphia; design of 24- 
sheet poster, artist Carl Paulson for Yan- 
kee Maid frankfurters, Harry Feigenbaum 
Advertising Agency; design of point of 
sale display, artist Matthew Leibowitz 
for RCA Victor, John Parvin, art director. 

Also, design of package, artist Charles 
Allen for John B. Stetson Co., Thomas E. 
Thompson, art director; design of house 
organ, artist Isa Barnett for Hambelton 
Co. Inc., John Falkner Arndt & Co., agen- 


WHEN THE CHIPS ARE DOWN — 


There’s only one fool-proof way 
to spot the magazine that gets in- 
tensive readership. Check the vol- 
ume of its mail order lineage. Ad- 
vertisers who key their copy to 
check actual sales don’t spend their 
dough in books that can’t produce 
Profits—but fast. 

Foreign Service, the V.F.W. maga- 
zine, has been making money for 
hundreds of mail order clients. You 
can’t ask for better proof of high 
level readership. 

* 


WRITE TODAY FOR FREE SAMPLE 
COPIES OF LAST THREE ISSUES 


Toreign Sewice 
THE V.F.W. MAGAZINE 
Dan B. Jesse, Jr. & Associates, Inc. 


Advertising Directors 
10 East 43rd St., New York 17, N. Y. 


cy; design of editorial magazine page, 
photographer David Duncan, Life; design 
of booklet cover, artist Frank Franceschi 
for Philadelphia Museum of Art; b&w 
advertising illustration, artist Nathan Ber- 
man; product illustration in color, Victor 
Keppler Studio for National Dairy-Seal- 
test through N. W. Ayer & Son. 

Also, béw fashion illustration, artist 
Willmetta Allen for Avondale Mills 
through Ayer; b&w humorous illustration, 
artist Boris Drucker for Electric Light & 
Power Companies through Ayer; b&w 
editorial illustration, artist G. William 
Holland for Arts & Architecture. 


KECA-TV Names Vandiveer 

James T. Vandiveer has been 
named manager of daytime pro- 
grams for KECA-TV, Los Angeles, 
in addition to his present duties 
as executive producer of sports 
and special events. The station 
launches its daytime schedule Oct. 
9, = 20 additional hours each 
week. 


Broadcasters Open 
Membership Drive 


WASHINGTON, Oct. 4—National 
Assn. of Broadcasters has start- 
ed its 1950 membership drive with 
a request to member stations to 
make at least one solicitation call 
on a neighboring non-member sta- 
tion to urge it to join the group. 

As a tool to aid them in the cam- 
paign, Robert K. Richards, public 
affairs director of the association, 
has prepared a presentation book- 
let, “NAB and You.” The presenta- 
tion summarizes in 28 color pages 
the services performed by NAB 
through its various departments. 

District directors will coordinate 
the visitation, assignments to be 
made from a card file of all non- 


member stations in the area. 


NAB reports that it has added | 


38 new stations—four of them TV 
outlets—to its membership rolls 
in the past 60 days. Resignations 
during the same period have to- 
taled about six. 


Appoints Cole & Mason 


Cole & Mason, Chicago, has been 
appointed midwest representa- 
tive of Journal of Home Econom- 
ics, published by the American 
a Economics Assn., Washing- 
on. 


Appoints Rickard Agency 
Rickard & Co., New York, has 

been appointed to handle the ad- 

vertising of the building products 

_—— of Great Lakes Carbon 
orp. 


Crosley Promotes Barth 


Bernard C. Barth has been 
named assistant to John T. Mur- 
phy, director of television opera- 
tions for Crosley Broadcasting 
Corp., Cincinnati. He was formerly 
program coordinator for the three 
WLW video stations owned by 
Crosley. 


Ferber Joins ‘Boys’ Life’ 

Sam Ferber, formerly with Na- 
tional Advertising Service Inc., 
representative of college news- 
papers, has joined Boys’ Life, New 
York, as sales promotion director. 


Approve Pabco Name 

Stockholders of Paraffine Com- 
panies Inc., San Francisco, have 
approved a change in the name of 
a company to Pabco Products 
ne. 
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EASY. 


Washer" 


Keep Purchasing Power Consistently High in 


SYRACUSE, N. Y. 


One of the world's largest producers of electric washers and ironers, 
Easy Washing Machine Corporation carries its ‘Syracuse, N. Y.” 
address into 48 states and 57 foreign countries. 


To Easy Washer and many other leading manufacturers, Syracuse 
means many things . . . strategic location at the Hub of the Empire 
State, ready access to world markets by all carriers, economical 
sources of local supply from a wide diversity of industries, and a 


large skilled iabor force. 


To Syracuse, these industries mean steady employment and high 
wage levels, the basis for a stable, ever-expanding economy that is 
further enhanced by Central New York's rich farming region. This 
great, up-state market, with an estimated purchasing power of 
$1 billion annually, has long been noted for its high-level retail 


sales volume. 


* Easy Washing Machine Corporation is one of the leading manufacturers of Syracuse's 
415 diversified industries, whose products are famous throughout the world. 


Syracuse Newspaper Circulation 


provides blanket coverage of this highly responsive market. 
Now, more than 215,000 daily and 333,000 Sunday cir- 
culation delivers the sales message of manufacturer and 
retailer to this vast, able-to-buy market. 


For Complete Market Coverage 
at ONELOW COST... 


HERALD JOURNAL— POST STANDARD 


(Merning) 


HERALD-AMERICAN POST-STANDARD 


(Evening) 


(Sunday) 


GENERAL ADVERTISING REPRESENTATIVES MOLONEY, REGAN & SCHMITT 


(Sunday) 
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page ads in Life and The Saturday 
Evening Post throughout the year, 


Sexton Drive Aims 
|emphasizing that the public can 


at Consumer Sales now obtain the same fine foods it 


Cuicaco, Oct. 4—Shortly after) has long supplied to leading hotels, 
the first of the year, John Sexton) restaurants and clubs throughout 
& Co., a leading institutional food the country. Full pages in grocery 
supplier, will launch the first na-| and institutional publications will 
tional advertising campaign in its | also be used. 
65-year history. Roy S. Durstine| Sexton branched out into the 
Inc., New York, has been named! retail field about two years ago 
to handle the account. | and developed distribution through 

The firm will use half- and full-| better food stores on a franchise 

basis. Back of the move was an 
| increasing number of inquiries 
from doctors who asked the com- 
pany if the same Sexton foods they 
ate in hospitals could be purchased 
| at retail. 


u | 
SOUNDS LIKE MAGIC. WORKS LIKE MAGIC. 


YOU could set type for an ad like this right ot your own 
desk. it's no trick ot all with FOTOTYPE . the streamlined 
successor to metol type. Just slip die-cut cardboard 
letters into exclusive, self-aligning composing stick. 
Slashes type costs. Mokes loyout preparation easier, 
faster. Wide selection of type faces. Catalog free! 


FOTOTYPE, INC., 1415 Roscoe, Chicago 13 


Weintraub Appoints Purdon 


Roger A. Purdon, who joined | 
William H. Weintraub & Co., New | 
York, four months ago as group!) 
copy head, has been appointed | 
|copy chief of the agency, a post 
|left vacant by the resignation of 
| Simon A. Halpern (AA, July 10), | 
/now president of Pres-A-Lite Corp. | 
No one has been named to take 
Mr. Purdon’s copy head job. ~ 
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WINS HONORS—This 24-sheet for Peter 


serve 4 finer glass of beer” . 


Hand Brewery Co. won top honors in its 


class in the Chicago Federated Advertising Club’s eighth annual awards competition. 
Painted by Morgan Kane and Ronald Mcleod, it was produced by Edwards & 
.Deutsch Lithographing Co., through Batten, Barton, Durstine & Osborn, the agency. 


Phillips Adds PR Department 


Phillips Co., San Diego agency, 
has added a public relations de- 
partment. The new department 
will be managed by Herbert Fred- 
man, who is resigning as public 
relations director of the San Diego 
Chamber of Commerce. The com- 
pany has taken additional space 
in the First National Ban Bldg. 
to house the new department. 


| Frank Woodruff Joins Y&R 


Frank Woodruff has joined the 
Hollywood office of Young & Rubi- 
cam as radio and television pro- 
ducer. He has resigned a similar 
position with KTTV, Los Angeles, 
to join the agency. Mr. Woodruff 
was a director of Lux Radio Thea- 
ter for several seasons and has di- 
rected motion pictures at Univer- 
sal, RKO, Columbia and Republic. 


| 


Sales are not caged when you use the Pittsburgh 
Post-Gazette—It sells the entire Pittsburgh Market! 


Three million people live within a 50- 
mile radius of Pittsburgh—two million 
of them surround Pittsburgh’s ABC 
city zone—only one million live inside 
Your sales manager gears his sales 
plans to this pattern. You can gear 
your advertising plans to the same pat- 
tern by using the Post-Gazette. It alone 
REPRESENTED 


NATIONALLY BY 


gives effective coverage both inside and 
outside Pittsburgh’s ABC city It per- 
mits you to route your advertising as 
your sales manager routes his salesmen. 


irbungh— 


POST-GAZETTE 


MOLONEY REGAN 


& SCHMITT 
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American Wine Co. 
Opens Four-Month, 
Four-Media Drive 


BEveRLY Hus, CAL., Oct. 5— 
American Wine Co. will launch 
an intensive holiday advertising 
campaign this month to promote its 
Early American wine, Cook’s Im- 
perial champagne, and Lang’s 
Scotches, using magazines, news- 
papers, radio and television. 

Promotion for Early American 
wine will kick off with a page in 
the Oct, 23 Life, followed by two 
more pages during November and 
December. Backing it up will be 
two-month newspaper schedules in 
four primary markets. These will 
begin with full pages, then scale 
down to quarter pages on a once- 
a-week basis through December, 
Radio and television spots will be 
used throughout the campaign. 

Ads will emphasize “American,” 
with the first two Life ads head- 
lined “All America is acclaiming 
Early American wine” and “For 
a real American Thanksgiving.” 
Employed as a strong secondary 
theme is the phrase, “It’s smart, 
it’s sweet, it’s thrifty.” Endorse- 
ments by movie and movie-town 
restaurateurs will be used. 


@ The newspaper campaign will 
run in Chicago, St. Louis, Pennsyl- 
vania, and Los Angeles, where the 
company’s distribution is strongest. 
Expansion into eastern markets, 
including New York, is planned for 
an early date. 

Cook’s Imperial champagne is 
now scheduled for three full pages 
in Fortune. Theme here will be 
“As an American you will be 
proud to know that for 100 years 
there has been no finer champagne 
in all the world.” Endorsements 
will be used. Plans now call for a 
Similar schedule in a substantial 
list of class and business publica- 
tions. 

Lang’s Scotch will be promoted 
with a two-month schedule of 4- 
column by 12” newspaper inser- 
tions in San Francisco, Los Ange- 
les, New York, Chicago, Washing- 
ton, Boston, Miami and Milwaukee. 

Hixson & Jorgensen, Los Ange- 
les, is the agency. 


Godfrey Now Heard 
Mornings on West Coast 


“Arthur Godfrey Time” is now 
being heard in the morning on the 
West Coast for the first time. 
Station KNX, Los Angeles, is air- 
ing a half-hour segment of the 
show from 7 to 7:30 a. m., Monday 
through Friday. The remaining 
portions of the show will be heard 
afternoons from 3 to 4 p.m., as 
before. Lever, Wildroot and Pills- 
bury are the morning sponsors. 


Mail Group Elects Cone 


The Seattle chapter of the Mail 
Advertising Service Assn. has 
elected Jerry Cone, Cone Mail Ad- 
vertising Co., president. Elizabeth 
Lansdowne, Page-Lansdowne, 
has been named vice-president and 
Roland Heiden, Heiden’s Mailing 
Bureau, secretary-treasurer. 


wt ¢ 
a) gLEWFIELD PLASTICS, INC: 


wY. 
35 DE witt STREET, BEAVER FALLS, 
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Jameson Boosts 
Fall Newspaper 
Ad Budget 50% 


New York, Oct. 4—William 
Jameson & Co. division of Seagram 
Distillers -has stepped up its news- 
paper advertising for Gallagher & 
Burton’s whisky almost 50%. 

The company’s new campaign, 
which will run in newspapers in 
more than 100 markets through 
December, is designed to help re- 


ee 


tailers move the liquor stocks they 
built up immediately after the 
start of the Korean War. 

During the early months of 1950, 
when there was a possibility that 
liquor taxes might be reduced, 
most distributors and dealers kept 
their inventories at lowest work- 
able levels. 

Following the Korean crisis, the 
dealers began to buy, partly in an- 
ticipation of heavy consumer de- 
mand and partly because it became 
evident that taxes would not be 
reduced. 


s Consumers, however, did not 
rush to liquor stores to stock up. 
Net result is that dealer liquor in- 
ventories now are high and dis- 
tillers are faced with the necessity 
of helping dealers move stocks 
now on the shelves, in order to 
maintain sales from the distillers’ 
warehouses. 

Jameson’s increased use of 
newspaper space is accompanied 
by a corresponding reduction of 
space in other media and in its 
sales promotion gimmicks (the 


PRINTING TYPES 


and How to Use Them 
New Book by Carnegie Press 

by Stanley C. Hlasta, Assistant Head, Dept. 

of Printing Manag t, C je Institute of 

Technology. $7.50 


A complete, up-to-date study for: 


* Printers © Publishers 

* Advertisers © Editors 

* Students of ¢ Advertising, Public 
Printing Relations Executives 


panes together invaluable information, includ- 


1, Reproductions of alphabets of selected faces. 


2. An interesting and useful account of the 
origin and development of each type face. 


3. Explanations of distin- 
Suishi 


ng charac’ 
With illustrations. 


4. Listings of types available 
frem foundries and matrix 
companies. 


5. Suggested combinations of 
faces. 


Classification of faces. 
-A clear explanation of 


ww and where to use 
various faces. 


CARNEGIE press 


Carnegie Institute of Technology 
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company has used gadgets exten- 
sively in the past). 

Most of the state liquor publica- 
tions have been dropped from the 
list, temporarily, and other spe- 
cialized publications no longer are 
on the schedule. The company is 
running two-color ads in two na- 
tional liquor trade periodicals, 
however. 


= Copy used in the current news- 
paper campaign reflects a shift 
in the company’s promotion strat- 
egy. About four years ago, when 
the company began to promote its 
“carriage trade” theme, ads carried 
illustrations of carriages in front 
of prestige establishments. Later, 
Jameson shifted to a cartoon series 
featuring “dignitaries” who 
praised the blend. 

Convinced that the ads were 
too heavy on the prestige angle to 
reach its potential customers, 


91 


Jameson later shifted to ads show-| ritory (along the Eastern Seaboard | Form Los Angeles TV Group 


ing newspaper reporters, sports 
broadcasters, telephone linemen 
tree surgeons, etc., and 
plugged the idea that “all Ameri- 
cans today are carriage trade— 
they want the best.” 


, 


@ The new ad series in newspa- 
pers is a combination of the two 
ideas formerly used. Typical of 
the insertions is an ad showing a 
television cameraman, and the 
sponsor of his show, with the terse 
copy: “I don’t own the show I 
televise, but when it comes to 
whisky, the sponsor and I are both 
‘carriage trade’ (Americans who 
demand the best).” 

Ads range in size from 250 
lines to 1,000 lines, and several of 
the 1,000-line insertions will run 
in two colors in most cities where 
color is acceptable. A number of 
cities in Jameson’s marketing ter- 


copy | 


and west to Illinois) have been 
added to the list. 

One of the color ads before 
Christmas will feature gift pack- 
ages, including a new pint bottle 
gift wrapped. 

Lawrence Fertig & Co. is the 
agency. 


Names Bean PR Director 


Richard L. Bean has been named 
publicity director for the Los 
Angeles Chamber of Commerce, 
replacing Worth Larkin, who has 
been called back to military serv- 
ice. George Prussel succeeds Mr. 
Bean as manager of the TV sec- 
tion of the chamber. 


Appoints McArthur A. M. 
James K. McArthur, formerly 
assistant advertising manager of 
American Express Co., New York, 
has been appointed advertising 
manager of the company. 


| Television Broadcasters of 
|Southern California has been 
formed by the seven TV stations 
in Los Angeles. Officers are: Don 
Fedderson, vice-president and gen- 
eral manager, KLAC-TV, presi- 
dent; Harrison M. Dunham, gen- 
eral manager, KTTV, vice-presi- 
dent, and Haan J. Tyler, general 
manager, KFI-TV, secretary- 
treasurer. 


AMA Group Elects Fernald 


Robert O. Fernald, director of 
market research, National Lead 
Co., New York, has been elected 
president of the northern New Jer- 
sey chapter of the American Mar- 
keting Assn. for the 1950-51 season. 


Resigns Cedergreen Account 
Honig-Cooper Co., Seattle, has 

resigned the advertising account 

of Cedergreen Frozen Pack Corp., 


Bellingham, Wash. 


Pittsburgh 13 


letterhead paper. 


Prove it yourself. Compare Hammermill Bond 
with the paper you are now using—in 
your own office—at no expense. 


e Your typists also will do faster, neater 
work on Hammermill Bond’s smooth, 
sturdy, snow-white surface. For this paper 
takes quick, clean erasures. No retyping 

of a whole letter because of one mistake — 
causing needless overtime and paper waste. 


Ask your printer about Hammermill Bond. 
He will tell you that any typing stands 
out with new sparkle and snap on this fine 


if you need a printer who is ready 
and willing to supply your needs on 
Hammermill papers, call Western 
Union by number and ask ‘‘Operator 
25" for the name of a member of 
the Hammermill Guild of Printers. 


— cut our 
overtime 
costs!” 


““"YES! SINCE WE 
CHANGED TO 
HAMMERMILL BOND, 


"3 Companion papers for office use include Hammermill 


. > 
#}. 


LOOK FOR THE WATERMARK... 


Mimeo-Bond and Hammermill Duplicator 


MY TYPISTS FINISH 
THEIR WORK ON TIME.” 


SEND FOR THE 1950 WORKING KIT OF HAMMERMILL BOND 


A real “show-how” portfolio ... actual printed specimens to help 
you design a letterhead to represent your firm properly . . . time- 
saving forms that cut down errors and waste...sample book of 
Hammermill Bond. Send coupon for your FREE kit now. 


PO OP ES PS ee 


Hammermill Paper Company, 


Name 


1459 East Lake Road, Erie 6, Pennsylvania 
Please send me—FREE—the Working Kit of Hammermill Bond. 


Position. 


IT 1S HAMMERMILL'S WORD OF HONOR TO THE 


(Please attach to, or write on, your business letterhead) 


AA-10-9 
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three times 


“FOR HALF THE COST... 


This little story has to do with a classified advertiser 
who used the same copy in two advertising papers— 
4” in ADVERTISING AGE, 5” in the other. Result: 
ADVERTISING AGE produced 32 sales against 18 
produced by the other paper. 

In recapitulation, the advertiser reported: 
for about half the cost, ADVERTISING AGE pro- 
duced nearly twice the volume of business, and over 
three times the gross profit.” 

Yes, it does pay to use classified—if you use it in 
ADVERTISING AGE’s 
where the eager readers look for men and materials, 
ideas, services and equipment. 


the Profit!" 


“Thus, 


“Advertising Market Place” 


Information for Advertisers 


No. 3757. How and Where to Use 
Spot Movies. 

The place of spot movies (film 
commercials) in an advertising 
program and how they can be 
used to present a sales and adver- 
tising message or a product dem- 
onstration to motion picture thea- 
ter or television audiences is told 
in this booklet “Why Should I Be 
Interested?” offered by the Movie 
Advertising Bureau. Information 
on what they are; who sees them; 
who uses them; who makes them, 
and what they cost is given in the 
booklet. 


No. 3758. 1949 New Car Sales in 
Southern California. 

A complete tabulation of all new 
passenger cars and makes sold 
during 1949 in the 11 southern 
California counties, and in the Los 
Angeles metropolitan district, is 
contained in this bulletin prepared 
by the business research division 
of the Los Angeles Herald-Express. 
The data show seasonal varia- 
tions of sales and areas where 
sales are heaviest. Total registra- 
tions of passenger cars, trucks, 
trailers and motorcycles are in- 
cluded, as well as gasoline sales. 


3759. Poster Advertising in 
the Minneapolis-St. Paul Mar- 
ket. 

Naegele Advertising Co. has 
published a new 1951 rate and al- 
lotment schedule. This brochure 
is unique in that it incorporates a 
Twin Cities suburban market 
growth story, in addition to a two- 
page map showing 32 area mar- 
kets covered exclusively by the 
poster advertising company. Tech- 
nical information pertinent to use 
and cost of outdoor advertising is 
included. 


No. 


No. 3760. Market Data on Public 
Works. 
This data file presents compre- 
hensive information on new con- 


struction, repairs and maintenance 
in the public works field. Designed 
for handy reference and easy fil- 
ing, it is made up of loose pages, 
each page covering one specific 
subject. It is offered by Public 
Works. 


No. 3761. Metalworking Market 
and Media Data. 


New information on the metal- 
working field, based on a census of 
50,000 metalworking plants, is 
presented in this data file offered 
by Steel. Other features of this 
file include survey reports on the 


reading habits of metalworking; _ 


executives, based on 90 studies 
made over the past 20 years, as 
well as sales figures showing the 
industry’s growth from 1939 to 
July, 1950. It is arranged accord- 
ing to the NIAA outline. 


No. 3762. Rural Electrification in 

Canada. 

The electrification of farms 
within the provinces of Manitoba, 
Saskatchewan and Alberta since 
1941 is used as the basis for a new 
market study prepared by the 
merchandising and research divi- 
sion of The Country Guide, to 
show the potential market for 
electrical equipment and services 
offered by these rural provinces. 
It also presents information on 
the outlook for further develop- 
ment. 


No. 3763. Selling the Local Mar- 
kets. 


How to build greater product 
acceptance in local markets 
through advertising in locally edit- 
ed newspaper magazine sections is 
told in this booklet. It reproduces 
in color the complete text and 
some of the illustrations used in 
the Locally Edited Gravure Maga- 
zine Group’s full color sound-slide 
film presentation “L-E-Mentary” 
for the 12 independent newspapers 
belonging to the group. 


Note: Inquiries for the items listed above will not be serviced beyond Nov. 20. 
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INFORMATION 


—please print or type) 


Readers Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following (insert number of each item wanted 


we, rynimunm cherge $3 
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HELP WANTED 


POSITIONS WANTED 


Space Salesman $6,000 
Export paper. Ohio area. 
GEORGE WILLIAMS—PERSONNEL 
209 S State St. HArrison 7-2063 Chicago 


—- CORRESRONDENCE SCHOOL 
ECUTIVE 


Rare cia for young, resourceful 
man with at least 5 years experience in 
Home Study School field. Must be able 
writer, familiar with all phases of work. 
Modest starting salary, plus bonus. School 
located 100 miles from Chicago. Write 
fully, including salary req 

Box 3394, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

FRED J. MASTERSON 
ADVERTISING & PUBLISHING 


PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr-2 0115 Chicago 


Business Paper in service field, located 
in Chicago area, has opening for man in 
combination editorial-research capacity. 
Requires responsible high-grade person 
who has ability to seek out information, 
conduct small market studies, turn in 
copy on any assignment from feature 
article to fillers. Give full information 
and references in first letter and salary 


ADVERTISING AGE 
200 E. *iltinots St., Chicago 11, Ill. 
PERSONALIZED SERVICE 
We have clients looking for outstanding 
individuals in Merchandising, Advertis- 
ing, Sales Promotion and Management. 
**AND** 
Writers, Publicity, Public Relations, Me- 
dia, Art and Production talent. 
THE HONES COMPANY 
14 E. Jackson Blvd. Chicago 4, Ill. 


~~ LAYOUT ARTIST 

Permanent position with small well- 
known Chicago agency specialising in 
fashion, food, homefurnishings. Must have 
exceptional creative ability, agency or 
studio experience in design, execution 
and production of all phases of advertis- 
ing, promotional and direct mail art. Some 
retail experience helpful. Opportunity 
unlimited for man or woman willing to 
prove worth. State experience, qualifica- 
tions, age, salary. Do not send samples— 
interview will be arranged. 

Box 403, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


CAR CARD Advertising Salesman needed 
for Chicago. Age 30 to 50. Selling exper- 
ience. to per ——. Rush writ- 
ten details and photograp! 
Box 3398, ADVERTISING AGE 
__ 11 E. 47th St., New York 17, N. Y. 


POSITIONS WANTED 


ADVERTISING & SALES PROMOTION 
man now employed seeks change. 25 year 
background of Newspaper advertising, 
dealer, jobber and factory rep., interested 
in New York Market. Salary open. 

Box 3385, ADVERTISING a 
1l E. 47th St., New York 17, N. 


Editerial Assistant 

with experience in layout, makeup and 
proofreading of trade magazine; copy 
writing; controlled circulation; advertis- 
ing production. Has shorthand ability. 
Female, 27 BA. old. 

Box ADVERTISING AGE 

200 E. “iittnols St., Chicago 11, Ill. 

~ Advertising & Sales Promotion ~ Mgr. 

7 yrs. of exper. in copywriting for Nat. 
mag, trade papers & direct mail. Capable 
of developing sound ideas for sales de- 
partment. Thorough knowledge of prod. 
& layout. 36, married, draft exempt. 

Box 3395, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
Modern Creative Layout, Lettering, Design 
One man Art Department seeks steady 
position or free-lance art work. 

Box 3396, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


AAAA CHICAGO AGENCY 
NEEDS LIVE-WIRE MAN 
This financially strong, small, shirt-sleeve 
organization, with an excellent reputa- 
tion, offers a once-in-a-lifetime opportu- 
nity to an experienced account executive. 
He will be backed by aggressive promo- 
tion and every other cooperation to as- 
sist in increasing his billing, but must be 
matured enough to stand on his own 
feet. If you have the qualifications we 
seek and desire a permanent connection 
with a better-than-average income, give 
us a complete outline of yourself. Your 
reply will be held in strictest confidence. 
Our personnel know of this advertise- 

ment. 
Box 7710, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


PACKAGED PROFIT! 


For Chicago agency or mfr. Rich managerial 

pa =. Ls rer od training with 3 agencies, 

lance research. A/E on \é6, 

quiere “and. ~~ ~y post-war accounts. 

direct mail, research, sales 

merchandising.” Fast campaign 
liege and post. 

Air Force overseas oo 

draft =k Youthful outlook with mature 

. Salary and bonus. 


Crack 
NAME TITLE a 
creator, account clincher 
COMPANY grad adv. trained, 
ADDRESS 
x 7H, 
CITY & ZONE STATE 


ADVERTISING AGE 


200 E. Iilinois St., Chicago I!, Ill. 


Free Lance TM Writer 

Able industrial copywriter offers clear- 
cut interpretation of technical informa- 
tion for instruction or sales. Analysis 
from blueprints. Chicago area 

Box 3397, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
Young hopeful with five years experience 
in copywriting, production, media seeks 
new horizons. Good knowledge of medical 
field. Will go where opportunity calls. 

Box 300, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

NEED A “GOOD-MAN FRIDAY” 

WITH A KNACK FOR DETAIL? 
Young copywriter-contact man with agen- 
cy experience. Knows production. Vet- 
eran, 25, married, college grad. Needs 
just one good opportunity with agency 
or mfg. 
Box 3401, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

ARE YOU A TOP EXECUTIVE 
snowed under by production pressures 
created by international tension? 

IF 80 YOU NEED 

33 yr. old asst.-13 yrs. background in 
all phases human relations; public, com- 
munity, employee, indust. rel. Advertis- 
ing, all phases: copy, space, budget, prod., 
merchandising. No claims expert but 
trained for broad supervision policy level. 
~~ trained. Will relocate for right 
ob. 


Box 3404, ADVERTISING AGE 

200 E. lilinois St., Chicago 11, Ill. 
West of Cleveland—East of Salt Lake— 
there is a firm that needs young adver- 
tising/sales promotion exec. as assist. or 
mgr. of dept. Draft exempt, 27, married, 
Mo. U. jour. grad. Mid-west farm & n. p. 
rep 3 yrs. Proven copy, pub. rel., small 


daily exp. Creative, administrative, sales Jr 


& research minded. 
Box 3405, ADVERTISING AGE 
200 E. *iltinols St., Chicago 11, Ill. 
EXPER. WOMAN COPYWRITER DOING 
RETAIL, NATIONAL, INDUSTRIAL, 
trade mag. copy, dealer mat service and 
organ, dir. mail, publicity, wants post 
with progressive agency or firm. Prefer 
products sold to women. Also did radio, 
house organ, edited small-town paper. 
Good personality, appearance. Worker. 
Box 3406, ADVERTISING AGE 
200 B. Illinois St., Chicago 11, Ill. 


LAYOUT ARTIST. Chicago only. 2 yrs. 
gen’l exp. College grad. $60. 
Write AL, c/o Maywood Sales Co. 
1142 S. Keeler Ave., Chicago 24 
Advertising Space Salesman 
College graduate. Forceful public speaker. 
Go-getter for new business. Widely ex- 
perienced in Middle West. Draft exempt. 
Box 3408, ADVERTISING AGE 
___ 200 E. Illinois St, Chicago 11, Tih 


BUSINESS ‘OPPORTUNITIES 
MONEY IN MEXICO 
Pile up profits covering the Mexican 
market for your accounts, Established 
Mexican advertising agency solicits rep- 
resentation of American agency. Split 
commission basis. Mutual bank and com- 
mercial references. Galvez Radio Publici- 
dad. Reforma 1, Suite 1051, Mexico City. 
A LOT OF MONEY FOR YOU 
A very profitable national grocery trade 
journal can be bought. You need a good 
English education and to know or to 
learn the grocery distributive field na- 
tionally. You should be able to write 
factual articles about the field and to 
edit articles written by others. You must 
be able to make a very substantial down 
payment, the balance of purchase price 
to be paid from =e Principals only, 
no brokers or agents. 
Box 3407, ADVERTISING — 

_ 1 E, 47th St., New York 17, N. Y. 


Wanted 
Promotion-minded Research Man 


This is a real opportunity for the 
right man. Publisher of established 
and growing national magazine with 
headquarters in the East wants to 
add to the sales administrative staff 
of advertising department a man with 
a background of successful experi- 
ence in advertising or publishing 
field. Responsibilities would include 
market research and analysis, ad- 
ministrative work, preparation of 
selling aids for advertising salesmen. 
Salary commensurate with ability. 
Box 7713, Advertising Age, 11 E. 47th 
St., New York 17, N. Y. 


AGENCY COPYWRITER 


Experienced in automotive and indus- 
trial field. Wonderful opportunity in 
medium-sized Chicago agency for cre- 
ative man of copy chief calibre. Write 
giving full particulars, past experi- 
ence, and salary desired. 


Box 7712, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Advertising Age, October 9,' 1950 


Eva Tanguay Was 
Happy Go Lucky 
Forty Years Ago 


Cuicaco, Oct. 2—After read- 
ing AA’s story today on the 
origin of “Be Happy—Go 
Lucky,” J. J. Kelly of Adver- 
tising Distributors Union here 
phoned to remind AA.that Eva 
Tanguay had something to do 
with the phrase 40 years ago. 

The famed songbird’s most 
famed song, “I Don’t Care,” in- 
cluded the refrain: 

I don’t care, 

I don’t care, 

What people may think of me, 

I'm happy go lucky, 

Men say I am plucky, 

So jolly and carefree. 

I don’t care, 

I don’t care, 

If I do get the mean and stony 

stare, 

If I'm never successful 

It won't be distressful, 

"Cos I don’t care. 

—Reprinted by permission 
4 Edward B. Marks Music 
orp, 


American Can Names Lueck 
Dr. R. H. Lueck, formerly sales 
manager for American Can Co,’s 
Pacific division, has been named 
general manager of research for 
the company with headquarters in 
New York. New sales manager for 
the Pacific division is A. C. Staley 


Now Garfield & Associates 

Garfield & Guild Advertising, 
San Francisco, has changed its 
name to Sidney Garfield & As- 
sociates. 


CREATIVE 
DISPLAY 
ARTIST 


We need topnotch litho. dis- 
play artist. Must be experi- 
enced and know creative 
design combined with third 
dimension cardboard con- 
struction. Good setup for 
right man. Zipprodt, Inc., 6 
N. Michigan Ave., Chicago. 
Phone FRanklin 2-9440. 


ADVERTISING ASSISTANT 


. with agency or advertising department 
experience in direct mail and magazine ad- 
vertising production techniques, cost, media. 
College graduate, 26 to 30 years of age 
preferred. Philadelphia manufacturing con- 
cern. Give complete personal history data 
including record of college courses. 


Box 7709, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


SOMEBODY CAN UTILIZE MY EXPERIENCE 
AND PERSONALITY WITH PROFIT 

If you have a niche for a self starter with 
sound background in sales, merchandis- 
ing, advertising and promotion at mana- 
gerial level in both manufacturing and 
pemtiching fields, I would welcome an 
siterview No fly by nights, please, and 

I would expect your most searching in- 
vestigation. Box 7714, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 11, Ill. 


Sales Representative Wanted 
New York or Philadelphia 
EIMie ype putlieti Ria ope a 
oid type publications has opening 
high ade trod oducer. Large volume of 
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the 33 C 


- WV .—f- inning regularly. Location 
New York or will geosvenge territories 
for good man at Philadelph 

Box 7715, Advertising Age 
11 E. 47th St., New York 17, N. ¥.4 


ACCOUNT EXECUTIVE 


oegpenive medium size New York ad- 
ve mcy centrally located, wi' 
list of igh grade accounts, desires to 
expand. Al reputation, complete recogni- 
tion, genial associates. To a man of 
a suity who can develop immediate bill- 
ere is offered an unusually li 
strict confidence 
Box ADVERTISING AGE 
11 E. th. St., New York 17, N. Y. 
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Along the Media Path 


— 


e The Sept. 30 issue of Collier’s, 
carrying an article entitled “The 
Capone Gang Muscles Into Big- 


per of extra copies” were put into 
the city. The magazine hit news- 
stands on Sept. 22. 

On Sept. 28, last day of sale for 
that issue, the Chicago Daily News 
reprinted the entire article. Maga- 
zine officials in New York said the 
News paid nothing for the priv- 
ilege and that Collier’s permitted 
reprinting “as a public service.” 
Collier’s promoted its gang story 
with a full-page ad in Chicago 
newspapers on Sept. 27, the day 
after the papers reported the kill- 
ing of ex-Police Lieut. William 
Drury. The ad asked: “Who Killed 
Bill Drury?” and pointed out that 
he was “suspected by the mob of 
talking to Reporter Lester Velie,” 
author of the magazine article. 

The ad said Drury was killed “at 
the very moment the Kefauver 
committee investigators are 
swarming over Chicago, prepar- 
ing to probe the Capone mob.” It 
also told readers that the Chicago 
crime syndicate “has been buy- 
ing up every copy of this issue of 
Collier’s they can get their hands 
on.” Readers were therefore urged 
to get a copy from friends or at 
the library if they couldn’t buy 
one at a newsstand. 

Meanwhile, in New York, on 
Sept. 26, Author Velie was inter- 
viewed over WJZ about the Col- 
lier’s piece and its connection with 
the Drury slaying. Velie also made 
a tape-recording on the same sub- 
ject which was broadcast over the 
Mutual Broadcasting System. 


e The St. Louis Business Record, 
controlled circulation weekly tab- 
loid business newspaper, celebrated 
its first year of publication Oct. 3. 
The 12-page paper currently is 
being mailed to 14,000 business 
men in the greater St. Louis area. 


e According to a study made by 
Beam & Milici Advertising Agen- 
cy, Honolulu, the five Honolulu 
radio stations now are running 349 
newscasts weekly, an increase of 
one-third over the number broad- 
cast before the outbreak of the 
Korean war. 


eOn Oct. 25, Station WKBW, 


RALEIGH 


North Carolina 


i 


CITY in AMERICA 
in Buying Income Per Family 


$6464" 


Fast-growing, top-quality metropoli- 
tan market. Wake County 1949 Retail 
Sales, $106.7 Million.* 


*(SM Survey, 5/10/50) 


SELL this Market PLUS 


the 33 County Golden Belt of the 
South . . . WITHOUT WASTE—at 


ONE LOW COST... with 


The Raleigh 


NEWS and OBSERVER 


110,068 Morning 
113,643 Sunday 


(Publisher's Statement, 3/31 /50) 


REP: THE BRANHAM COMPANY 


Time Politics,” sold out in Chicago | 
even though “a considerable num- | 


Buffalo, will open its new, mod- 
ernistic studio and office building 
at 1430 Main St., on the same site 
where the station’s original trans- 
mitter was located 25 years ago. 
The building also will be the home 
of the station’s proposed television 
studios, if the FCC approves the 
proposals after the freeze is lifted. 


e@ The approaching political cam- 
paign suggested the current pro- 
motion theme used by Station 
WTIC, Hartford. The station is 
distributing simulated electioneer- 
ing lapel pins, which read: “WTIC, 
the people’s choice for 25 years.” 


e@ Under a new plan worked out 
by the Portland Oregonian and 
Western Union, the telegraph com- 
pany will accept classified ads for 
the paper at 27 telegraph offices 
outside Portland and send them 
directly to the newspaper by col- 
lect wire. Advertisers pay nothing 
extra for the telegraph service. 
The new technique is an out- 
growth of a previous arrangement 
under which Western Union ac- 
cepted the ads and mailed them 
to the newspaper daily. 


e The first number of Industrial 
Laboratories, Chicago, has 56 
charter advertisers. The monthly 
has 104%”-wide by 10”-deep pages, 
accommodating a wide range of ad 
sizes. Frank L. Thompson, publish- 
er, says the publication’ will 
emphasize brief factual news re- 
ports for industrial laboratory 
“project teams.” Initial controlled 
circulation is 23,695. 


@ The New York Times is back- 
ing its two special business and 
financial sections in January with 
its largest advertising promotion 
budget. The annual section re- 
viewing and forecasting U. S. bus- 
iness, industry and finance will 
appear with the Jan. 2 issue of the 
paper. 


STRONG—This pole sign, used as part 

of Shell’s intensive point of purchase ef- 

fort, is the largest Stanzall weather- 

proof cardboard sign ever turned out by 

Chicago Show Printing Co. It was litho- 

graphed in five colors, and measured 
50”x120”. 


On Jan. 3, the Times Interna- 
tional Trade Supplement will be 
issued, theme of which will be 
“world trade—key to world re- 
covery.” Some 10,000 promotional 
folders have been mailed to ad- 
vertisers and agencies covering 
the international trade supplement 
and a similar mailing on the bus- 
iness review and forecast section 
is set for mid-October. Ads on the 
special section will run in 16 trade 
and business publications during 
late October and early November. 


e The Advocate, Stamford, Conn., 
is offering writing portfolios to 
the first 1,000 Stamford service 
men whose families request the 
gift. 


e The October issue of the new 
larger-size Sports Age carries 30% 
more advertising than any pre- 
vious October issue. 


e Station KIST, Santa Barbara, 
Cal., is offering point of sale mate- 
rial to local merchants using the 


station. Copies of commercials are 
pasted on easel posters at the time 
the salesman calls for copy okay. 


e Forty-two preliminary prize- 
winning dresses, suits and coats 
were modeled in the Chicago 
Tribune fashion show on Oct. 4, 5 
and 6. The fashion show was the 
climax to the paper’s 1950 Ameri- 
can Fashions competition, in which 
winners received $2,000, $1,000 
and $500 prizes. The 42 prelimi- 
nary winners received $50 awards. 


e Boston Station WCOP has 
launched an eight-week picture 
postcard campaign, featuring sta- 
tion personalities and including 
brief personal messages. About 800 
national advertisers and agencies 
are on the list. 


e A crowd of 50,000 watched a 
one-day rebuilding of a _ badly 
eroded 160-acre Iowa farm on 
Sept. 19, date of the Iowa Farm & 
Home Register’s fourth annual Na- 
tional Soil Conservation Field Day. 

During the day, more than 20 
soil conservation and farm im- 
provement practices were put into 
effect, including terracing, gully 
sloping, tiling, etc. About 200 men 
and scores of regular farm equip- 
ment took part in the demonstra- 
tion, which equaled a five-year 
program individual farmers might 
adopt. 


e Organizations interested in hav- 
ing a Santa Claus delivered by 
helicopter may make necessary ar- 
rangements through American Sky 
Advertising Co., 333 N. Michigan, 
Chicago. The company, which 
normally handles skywriting and 
other sky advertising stunts, plans 
to turn its equipment and talents 
to delivering Santa Clauses within 
a 200-mile radius of Chicago this 
Christmas. 


e Detroit Free Press circulation 
for August weekday editions was 
470,646, a gain of 26,686 since Au- 
gust a year ago. August circula- 
tion of the Sunday editions was 
473,101, up 12,739 from the same 
month of 1949. 


Arthur Murray to Use TV 

Arthur Murray School of Danc- 
ing, New York, will sponsor a coast 
to coast one-hour TV show for its 
210 dance studios. This comedy- 
variety show will be _ telecast 
weekly over the DuMont TV net- 
work, both live and kinescoped. It 
will start Sunday, Oct. 15, 9-10 
p.m., EST. Dorland Inc., New 
York, has been named to handle 
this TV campaign. 


R&R Names O'Keefe, Mahoney 

Ruthrauff & Ryan, New York, 
has added Winston O’Keefe, pro- 
ducer of the Ford Theater TV 
show for Kenyon & Eckhardt, to 
its staff as an executive producer, 
and also has promoted David J. 
Mahoney, account executive, to 
vice-president. 


Louisville, Ky. 
JOE EATON, MGR. . 
Represented Nationally by 


JOHN BLAIR & CO. 


imei) 


Edelweiss 


LNPERTINGL 


You've heard it before and you'll hear it again 
... 'There’s no substitute for experience.'’ An 
ever-increasing group of film users is learning 
that thirty-seven years of Atlas know-how is an 
important factor in the production of top quality 
motion pictures, sound slidefilms, and TV com- 
mercials. With complete creative, photographic, 
recording, and laboratory facilities under one 
roof, we are equipped to handle any job, large 
or small, with speed and efficiency. Your inquiry 
is invited. 


1111 South Bivd., Oak Park, Illinois ° 


Established 1913 


228 N. LaSalle St., Chicago 
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To Byrde, Richard & Pound 


Byrde, Richard & Pound, New 
York, has been appointed to han- 
die the advertising of Gane’s 
Chemical Works Inc., New York, 
maker of medicinal chemicals, and 
J. L. Hopkins & Co., New York, 
botanical drug concern. Trade pub- 
lications and direct mail will be 
used for both accounts. 


To Sunshine Climate Club 


Leslie G. Smith, vice-president 
of Fuller & Smith & Ross, has re- 
signed to become general manager 
of Sunshine Climate Club in Tuc- 
son. He will direct publicity and 
promotion for the Arizona resort 
area. 


EYE*CATCHERS 

For idea men. . . a unique 

phote service 

large and small advertisers 

everywhere ... in all kinds 

of promotions . . . prints o' 
rite fo 


mats available. 

FREE proofs No. 14 
EYE*CATCHERS, INC. 

10 E. 38 St., New York City 16 


PROMOTES PACKAGE—Sicks’ 
voting its outdoor showings to its new la 


Seattle Brewing & Malting Co. 
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currently is de- 
bel design, created by Walter Landor & 


Associates, San Francisco, and voted “grand champion” label at the recent con- 


+i of Nati 
Li 


acco 


| Small Brewers Assn. 


Western Agency, Seattle, handles the 


unt. 


Subscription Book Houses Adopt Plan 


to Improve Ad and Se 


New York, Oct. 3—A joint pro- 
gram to eliminate causes of justi- 
fied consumer complaints against 
subscription book companies, 
through the maintenance of ethical 


IT’S EASY, 
WHEN YOU 


KNOW HOW! 


...- AND SHREVEPORT HoOoPERS PROVE iT: 


Share of Audience, Total Rated Periods for TEN REPORTS 
DECEMBER, 1948 Through APRIL, 1950 


50% 

STATION B Pvrrcecsseseecessscsoscceccens, 30% 
STATION C — 20% 
STATION D iii ed i i et ae 10% 
5% 


i ilcapers and BMB both prove that KWKH is the over- 
whelming favorite in and around Shreveport! 


The graph at the top of the page illustrates the findings of 
Hooper reports covering a period of 16 consecutive months. 
It not only proves that KWEKH gets top Shreveport ratings; 
it also shows that KWKH is consistently increasing its leader- 
ship over other Shreveport stations! 


The pie-chart at the right shows the kind of 
loyalty accorded KWKH by its large rural 
audience. Well over half the 303,230 fam- 
ilies in KWKH’s Daytime BMB Audience 
listen to KWKH 6 or 7 days weekly! 


64% 
LISTEN 


GoeT 
DAYS 


That’s the proof of KWKH’s superiority in this rich Southern’ 


50,000 Watts e CBS 


The Branham Gan Representatives 


SHREVEPORT — 


LOUISIANA 


Henry Clay, General Manager 


Co., 
market. What other facts would you like? | ; 
| 
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lling Practices 


advertising and selling practices, 
has been undertaken by the Assn. 
of Better Business Bureaus in co- 
operation with 50 subscription 
book companies and 84 local busi- 
ness bureaus. 

Victor H. Nyborg, president of 
the national bureau, said the pro- 
gram is “another practical demon- 
stration of a number of business 
houses taking voluntary action to 
work in the public interest.” 

Involved are nearly all of the 
publishers selling encyclopedias 
and other books from door to 
door. Robert C. Preble, executive 
vice-president of Encyclopaedia 
Britannica Inc., Chicago, one of the 
participating companies, has been 
named chairman of the industry’s 
advisory committee. 


@ Other companies which will sup- 
port the program include: Grolier 
Society; P. F. Collier & Son Corp.; 
Field Enterprises Inc.; United 
Educators Inc.; F. E. Compton & 
Co., and Book House for Children. 

The program is based on Federal 
Trade Commission’s trade practice 
conference rules, adopted volun- 
tarily by the industry early last 
month. It is designed “to imple- 
ment these accepted criteria by 
registering and rendering reports 
on book solicitors, as well as by 
publicizing the aims, objectives 
and, in time, the accomplishments 
achieved through the medium of 
this cooperative enterprise,” Mr. 
Nyborg said. 

While registration by sales peo- 
ple is not mandatory, it is ex- 
pected that most of them will take 
advantage of the identification 
privileges by registering with lo- 
cal bureaus in the cities where 
they work. The program also calls 
for participating companies to 
submit their advertising and sales 
talks to the bureau on a voluntary 
basis. 

The National Better Business 
Bureau will act as the operating 
agency for coordinating the pro- 
gram between the publishers and 
local bureaus. John J. Burke of 
the NBBB staff has been named 
director of the subscription book 
division. 


White Names Henry, Roesch 


Wyman L. Henry, formerly vice- 
president in charge of sales for O. 
A. Sutton Corp., Wichita, Kan., 
has been named sales manager of 
the 3000” division of White Motor 
Cleveland. Karl A. Roesch, 
former manager of the Cleveland 
branch office of White, has been 
appointed assistant wholesale man- 
ager of the company’s national 
sales staff. 


Shrager Promotes Newman 


Norton A. Newman, art director 
of John Shrager Inc., New York 
agency, has been named vice- 
president in charge of art and pro- 
duction. He succeeds Walter Jack- 
man, who has been called to mili- 
tary service. 


Nylon Dip to Buchanan 

Robert Smith Mfg. Co., Los An- 
geles, producer and marketer of 
Nylon Dip, has appointed Buchan- 
an & Co., Los Angeles. 


addicted 


unrestricted 


6 point Caslon or Goudy; 


pretty well with it; 


with it!” 


omnivorous enthusiasm 
That I mess up Mr. Starch’s 


I say, “The hell with it!” 


Enthusiastic Ad Reader Rebels 


One kind of reading matter to which I have long been 
With an enthusiasm naively undiscriminating and wholly 


Is advertising, the literature of health, love, comfort, 
profits, self-esteem and enjoyment, 

In which many remarkable scriveners find if not fame 
at least fairly steady employment. 

I read every word they write, 
similes blow the meaning up cloudy; 

I read even the cut-lines when printed paneciee in 


Even when the message is over-printed on a halftone 
background and practically invisible, I do 


But when they run the ad so I have to turn the page 
around sidewise to read it, 


Ah yes, I’m the reader of advertisements of such 


cause his ulcers frequently to kick up another spasm, 
But when an advertiser tries the trick of putting his ad 

upside down or standing on one ear because my 

attention is what he wants to compel with it, 


even if their gales of new 


I say, “O, the hell 


readership surveys and 


—Carr LIGGETT, 
Carr Liggett Advertising Inc., 
Cleveland. 


Fels & Co. Expands 
Detergent Campaign 
to 25-State Area 


PHILADELPHIA, Oct. 3—Fels & Co. 
is expanding its ad campaign on 
Felso home detergent to cover 25 
states. More than 150 newspapers 
will be used in the fall-winter 
drive on this new product. 

The Felso campaign, which be- 
gan in this area last June with 
full-page ads offering Hollywood 
handkerchiefs to new purchasers 
of the detergent, will be repeated 
in each market as distribution ex- 
pands. 

The Felso ads feature a blow-up 
of the package. Full pages will be 
followed with a series of smaller 
ads. 

As part of the expansion, Fels 
is using radio and television spots 
to support newspaper space. How- 
ever, newspapers will be used al- 
most exclusively in new markets. 

S. E. Roberts Inc., Philadelphia, 
is the agency. 


Yankee Signs Waitt & Bond 


Waitt & Bond, Revere, Mass., 
has signed for the 6 p.m. edition 
of the Yankee Network news serv- 
ice each Monday, Wednesday and 
Friday to promote its Blackstone 
and Yankee cigars in an extensive 
New England-wide campaign, aft- 
er a summer hiatus. Batten, Bar- 
ton, Durstine & Osborn handles 
the account. 


Kendall Kinescopes TV Show 


Kendall Foods Inc., Los Angeles, 
dog food manufacturer, and spon- 
sor of “Cowboys and Injuns” over 
KECA-TV, Los Angeles, is now 
kinescoping the program for show- 
ing on KGO-TV, San Francisco, 
beginning Oct. 8. Dan B. Miner 
Co. is the agency. 


Dennison Buys Programs 


Dennison Food Co., Oakland, 
through Brisacher, Wheeler & 
Staff, San Francisco, has signed to 
sponsor M-G-M Radio Attractions’ 
“Hardy Family” in four markets 
and “Maisie” in one. 


STATEMENT OF THE OWNERSHIP, 


REQUIRED BY THE ACT OF CONGRESS 
OF AUGUST 24, 1912, AS AMENDED BY 
THE ACTS OF MARCH 3, 1933, AND 
JULY 2, 1946 (Title 39, United States 
Code, Section 233) 
Of Advertising Age, published weekly at 
Chicago, lll., for October 1, 1950. 

1. The names and addresses of the pub- 
lisher, editor, managing editor, and busi- 
ness managers are: 

Publisher, G. D. Crain, Jr., Evanston, 
Ill. 

Editor, S. R. Bernstein, Chicago, Ill. 

Managing Editor, R. W. Murray, Park 
Forest, Ill. 

Business Manager, C. B. Groomes, Chi- 
cago, Ill. 

i The owner is: (if owned by a cor- 
poration, its name and address must be 
stated and also immediately thereunder 
the names and addresses of stockholders 
owning or holding 1 percent or more of 
total amount ot stock. If not owned by a 
corporation, the names and addresses of 
the individual owners must be given. If 
owned by a partnership or other unincor- 
porated firm, its name and address, as 
well as that of each individual member, 
must be given.) 

Advertising Publications, Inc., 200 East 
Illinois Street, Chicago 11, Illinois. 

G. D. Crain, Jr., 704 Michigan Avenue, 
Evanston, Illinois; G. R. Crain, 704 Michi- 
gan Avenue, Evanston, Illinois; S. R. 
Bernstein and A. B. Bernstein, 5216 
Blackstone Ave., Chicago, Illinois; O, L. 
Bruns and M. s. Bruns, 5826 N. Whipple 
St., Chicago, Illinois; Kenneth C. Crain, 
11 E. 47th St., New York City; C. B. 
Groomes, 7524 N. Claremont Avenue, Chi- 
cago, Illinois; J. B. Miller & M. A. Mil- 
ler, 409 S. Second Ave, Maywood, Illinois; 
B. G. Rehm and H. M. Rehm, 4870 Cal- 
ifornia Ave., Chicago, Illinois; G. L. Ham- 
lin and E. K. Hamlin, Route 1, Vandalia, 
Michigan; Mary C. Sanders, 611 Barton 
Place, Evanston, Ill.; M. E. Crain, and 
E. F. Crain, 909 Foster Avenue, Chicago, 
Ill.; Jessie W. Crain, Box 2059, Carmel, 
California; Jane C. Ivie, 549 Addison 
Street, Chicago, Ill. 

3. The known bondholders, mortgagees, 
and other security holders owning oF 
holding 1 percent or more of total amount 
of bonds, mortgages, or other securities 
are: 

(If there are none, so state.) None. 

4. Paragraphs 2 and 3 include, in casey 
where the stockholder or security holdefj 
appears upon the books of the company 
as trustee or in any other fiduciary rela 
tion, the name of the person or corpora 
tion for whom such trustee is acting; a 
the statements in the two paragrap 
show the affiant’s full knowledge ang 
belief as to the circumstances and com 
ditions under which stockholders 4 
security holders who do not appear upo® 
the books of the company as trustees, 
hold stock and securities in a capacity 
other than that of a bona fide owner. 

5. The average number of copies of each 
issue of this publication sold or dis 
tributed, through the mails or otherwisé, 
to paid subscribers during the 12 months} 
preceding the date shown above was 


22,048. 
G. D. CRAIN, JR. 
Publisher 
Sworn to and subscribed before me this 

26th day of September, 1950. 

EDITH M. STEGER 

(Seal) 
(My commission expires April 1, * 1952.) 
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Federal Reserve Figures on Department Store Sales 


WASHINGTON, Oct. 2—The im- 
position of consumer credit con- 
trols on Sept. 18 put a crimp in 
department store sales during the 
week ended Sept. 23. 

Sales for the entire U. S. were 
10% higher than they were a year 
ago, but about equal to the record 
1948 volume. Ever since the be- 
ginning of the Korean War, 1950 
sales volume had been well ahead 
of both the 1948 and 1949 figures. 

During the month of September, 
dollar volume usually increases 
from week to week. However, the 
Federal Reserve Board this year 
reports that sales dropped from an 
index figure of 369 in the week 
ended Sept. 16 to 321 in the week 
ended Sept. 23. 

Sales in midwestern, southern 
and southwestern districts were 
below the national average, while 
dollar volume in the New York, 
Cleveland and Kansas City dis- 
tricts was greater than the av- 
erage national gain. 

Greatest year-to-year gains 
among the cities were made by 
San Francisco (up 22%); Oakland, 
up 20%; and Denver and Pitts- 
burgh, both up 20%. 

% Change from - 


Jan. Mo. Wk. 
Federal Reserve to of Sept. 
District and City July Aug. 23 
UNITED STATES ......... 3 18 10 
Bosten District “4 6 
New Haven ..... 19 8 
a 16 6 
Springfield ....... = ll 6 
Providence -_ 20 12 
New York District —! 17 13 
Newark. ........... 1 17 17 
Buffalo ...... —2 16 15 
New York —2 16 13 
Rochester 1 18 8 
Syracuse ....... 3 15 9 
Philadelphia Dis' 3 19 
Philadelphia 3 21 12 
Cleveland District ........ 3 24 15 
III ' ahtiadtdcisiveinisiibedeinsessen 2 24 16 
Cincinnati 4 23 10 
Cleveland 2 21 18 
Columbus . 2 17 2 
Toledo .. 0 14 8 
 _ == 2 25 17 
Pee 1 24 20/° 
Richmond District . 2 17 5 
Washington ..... 0 16 3 
Baltimore ........... +1 16 9 
Atlanta District 6 16 6 
Birmingham ................ 3 24 15 
aa 8 27 —1 
Atlanta .......... 9 18 9 
New Orleans 3 4 —2 
Nashville ......... 6 19 10 
Chicago District . 3 22 8 
Chicago ........... 1 18 3 
Indianapolis 1 24 6 
Detroit ......... 3 25 14 
Milwaukee 3 29 7 
St. Louis District . 3 13 2 
Little Rock. ............0:.:000 4 9 1 
Louisville .. = 6 21 9 
St. Louis 5 1 13 2 
Memphis “ 3 14 —3 
Minneapolis District .... 2 18 9 


HIT THE READERSHIP JACKPOT! 


When the postman delivers a 
steady flow of orders, the space 
buyer knows he has hit the reader- 
ship jackpot. 

Mail order advertisers are hitting 
the readership jackpet in Foreign 
Service, the V.F.W. magazine, month 
after month. 

Your advertising deserves this 
high degree of readership if your 
Product is needed in the homes of 
more than one million young fami- 
lies—the V.F.W. market. 

2 


WRITE TODAY FOR FREE SAMPLE 
COPIES OF LAST THREE ISSUES 


Toreiqn Sewice 
THE V.F.W. MAGAZINE 
Dan B. Jesse, Jr. & Associates, Inc. 


Advertising Directors 
10 Gast 43rd St., New Yerk 17, N. Y. 


aim YOUR ADVERTISING DOLLAR 
Buys WCOTE IN... 


DEPARTMENT STORE 


TOPS IN CIRCULATION 


13 DIESEL PROGRESS’ circulation of 


SALES INDEX 


1935.39 EQUALS .00 


= 

SIH SeoRSSSSESECRE 
~ 
~ 


i 14 15,018 is the largest of any pub- 
Week to Sept. 23, ’50*p321 FF 4 we lication serving the Diesel field 
Week to Sept. 24, '49*. 299 Two Join ‘Everywoman’s exclusively. It's handpicked to 
Week to Sept. 16, ’50*..369 Hal Langdon, formerly with TV include the key administrative, 
Week to Sept. 17, '49*..315 [| | Guide and Young & Rubicam, and engineering, manufacturing, sales 
Month of Aug. ’50*...p281 3 ae ll Hill Publishing Go, — and service personnel who specify 
Month of Aug. ’49*....239 : been named to the sales staff of and buy your product. 
pPreliminary. ha | Everywoman’s, New York. Write today for DIESEL PROGRESS 
*Not adjusted seasonally. é Market Data and Media file 

‘go wae Arbib to Hirshon-Gartield Rex W. Wadman, Editor and Publisher 


Solita Arbib, formerly promo- 


Minneapolis 6 26 10|/tion manager of Charm and Liv- , " 
| a rl ensmoseee — = = B ing for Young Homemakers, has Editorial and Production Office: B i Advertising Office: 
— Oly’ Diswtes 4 4 a. joined Hirshon-Garfield Inc., New R16 N. lo Cienega Bivd, Los Angeles 46, Calif. 2 West 45th St., New York 19, NY 
RED caenthenieanads 3 11 2! York, as group account executive. 


s—lt Can Sell for You! 


Five Times More Sales 


than any other brand 
for one Pipe Tobacco 
Advertised in GRIT 


A GRIT advertiser of Pipe Tobacco leads in the 
GRIT Market with more than half the business 
. . . and continues to show sales increases. 


Here’s a great market of nearly three million 
GRIT Readers each week, in 16,000 True Small 
Towns. These readers indicate their preference 

for GRIT and for brands advertised in GRIT* 

... including one Cigarette which has 42% of 
the sales in the GRIT Market as compared to its 
national average of 27%. 


Here is a market of larger families, steady-income 
families who buy brand products. 79% buy 
Cigarettes, 53% buy Pipe Tobacco, 31% buy Cigars. 


GRIT sells for its Advertisers . . . it can sell for you! 


eae EEE ate the Rack os 


WILLIAMSPORT, PA. 


Small Town America’s Greatest Family Weekly 


*Ask the GRIT representative for the GRIT Reader Survey 
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WhatI Would Ask About An | How! Would Plan to Solicit 
Agency It I Were Advertiser AccountsIf{! Were an Agency 


By Farrrax M. Cone 


Chairman, Foote, Cone & Belding; 
Chairman, American Assn. of Ad- 
vertising Agencies. 


It just happens that for a num- 
ber of years our agency has used 
in discussions with advertisers a 
series of questions entitled, “Some 
questions we would want an- 
swered about a prospective adver- 
tising agency for our company.” 

Since they are the most search- 
ing questions that a number of us 
have been able to put down, I 
think it is impossible that I could 
do better, alone. And so I shall 
use some of these, here. 

Let me simply say that there 
is no trick question in the series. 
There is no question that could 
be answered satisfactorily only by 
any one agency. There is no ques- 
tion that could be answered sat- 
isfactorily only by a large agency. 
And not by a small one. There is 
no question that could be answered 
satisfactorily only by a so-called 
national agency. And not by an 
agency with a single office. 


ew First of all, and face to face, 
I would want to know the history 
of Agency X that I would have 
invited to solicit my advertising 
account. 

I would ask: What is the agen- 
cy’s complete account history. Not 
only who jts clients are, but who 
else, if any, its clients have been. 
I would ask: What has been the 
agency’s turnover of accounts? 
And—more to the point—what is 


F. M. Cone 


account. 


Successful Advertiser-Agency Relationships 


At the meeting of the Assn. of National Advertisers Sept. 25-27, 
one feature was a discussion of advertiser-agency relationships. 
It was broken into four parts: 1. How to select an agency or solicit 
an account. 2. How to get the most effective copy. 3. The adver- 
tising follow-through. 4. The agency’s responsibility for building 
and maintaining company brands, and company reputations. 

In each instance, an agency man and an advertiser participated, 
each playing the ‘other’s role. For example, an agency man told 
how he would go about selecting an agency if he were an adver- 
tiser, while an advertiser told how he would go about soliciting 
an account if he were an agency. 

Because the agency-client relationship is so important and so 
interesting, and because the eight talks given were of an unusually 
specific and helpful character, AA is presenting them in nearly 
complete text. Herewith is the first pair—on selecting an agency or soliciting an account. Next week 
we shall publish the two talks dealing with methods of developing the most effective copy for an 


H. J. Deines 


the history of each turn? 

I would want to know the trend 
of the agency’s business. I would 
ask for figures. And I would want 
those for account growth and 
those for account additions—sep- 
arated and dated. I would want 
every vital statistic. 


s But even more important, I 
think—about the agency itself, I 
would want to know the philoso- 
phy of the principals. 

I would ask: what is the agen- 
cy’s philosophy about its own 
business? What about size? What 
about profits? What about people? 
Where did the people come from? 


WORCESTER’S WONDROUS TWINS 
1. high buying power 


WORCESTER 
Surpasses the 


National 


In air express shipments, Worcester has gone well beyond 
national average gains, The nation as a whole made 23% 
more air express shipments January to July 1950, than 
in the same six months of 1949. Worcester exceeded last 
year’s number by 29% and the amount of the shipping 


charges by 39%. 
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» 2. intensive newspaper coverage 
Put Worcester’s Wondrous Twins to work for 
you with the Telegram-Gazette’s daily circulation 
in excess of 140,000 and the Telegram 
on Sunday over 100,000. 


We TELEGRAM GAZETTE 


WORCESTER, MASSACHUSETTS | 
GeorGeE F BooTH Publisher- 


MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 
OWNERS of RADIO STATION WTAG 


» Shipments 


How were they trained? What has 
been the turnover of personnel? 

I would want to know why 
people have stayed in the agency. 
And why people have left? 

I would want to know how de- 
pendent the agency would be on 
my account. And I would hope that 
it would not be dependent at all. 
I would want it to be hugely ob- 
jective—in my behalf. 


es Finally—about the agency’s 
own business, I would ask: What 
rules does it have about the kind 
of accounts it will solicit, or ac- 
cept? 

I would want to know what 
other accounts than mine the agen- 
cy was currently soliciting—not by 
name, but by type and size and 
competitive position. And why 
these were being solicited? And 
how? And how each would fit into 
the operation. 

And not until I thought I knew 
completely this agency’s philoso- 
phy about itself would I go on to 
question it about its work for 
clients. 


s Because, until I knew exactly 
how the agency principals felt 
about their own place in the busi- 
ness structure and in the business 
community, nothing else would 
matter. 

Actually I would discover the 


former by my questions about the 
latter. For I would ask: What is 
the agency’s position in the com- 
munity, in its affairs? Does it 
help? Or is it too busy? 

What about Advertising Coun- 
cil projects? Does the agency sup- 
port the Council? And if it does— 
to what extent? 

If it doesn’t belong to the Four 
A’s—why doesn’t it? (Let me say 
quickly, that I certainly would not 
insist on 4A’s membership. There 
are very good agencies of all sizes 
that are not Four A’s members. 
Just as I suppose there are good 
advertisers who are not in the 
ANA. But I would want to know 
why—if Agency X were not a 
Four A’s member.) 


a I would want to know the agen- 
cy’s record with the FTC. I would 
want to know its record—and its 
attitude. Attitude here is only 
another word for philosophy. And 
on this, as I have said, I would 
have to be satisfied first. 

Once I was, we could move 
pretty fast. 


ws And I would. I would ask some 
questions—to be answered straight 
from the record. 

But first there is one that I 
wouldn’t ask. I wouldn’t ask: what 
is the agency’s experience, or the 

(Continued on Page 98) 
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SEEING IS BELIEVING. Let us show you proofs of the 
finest process color plates, produced regularly for the lead- 
ing advertising agencies, that have appeared in national 
publications. You are always assured of faithful repro- 
duction by highly skilled craftsmen whenever you use 
FAITHORN. This is an important part of FAITHORN Com- 
3-in-1 Service — Ad-setting, Engraving and Printing 
—all under ONE roof. ONE contact and ONE order—a 
definite saving of your TIME, TROUBLE and MONEY. 
PHONE Whitehall 4-2300 
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By Harry J. DEINEsS 


General Advertising Manager, 
Westinghouse Electric Corp. 


I have tried and have been sub- 
jected to so many different kinds 
of solicitation that failed that, 
while my advice may not give you 
any startling success patterns, it 
will tell you some things not to 
do if you ever solicit our account. 

And may I say right off that 
we ain’t lookin’ and, unless one 
of our agencies should fall on its 
face, no conceivable solicitation 
would induce us to look. 

I say that without intention of 
frustrating any enterprising agen- 
cy man. I say it because I believe 
it represents the feeling of many 
worth while advertisers who con- 
sider it extremely important to 
make their agency relationship a 
successful marriage. 


s But some times even this kind 
of advertiser and his agency come 
to the parting of the way. When 
this happens, what sort of agency 
solicitation will have won a real 
chance at getting the account? 

First suggestion: Let’s stick to 
our own field. The fact that we 
have an outstanding name as an 
industrial agency is no reason to 
knock ourselves out trying to get 
a consumer goods account. It’s the 
hardest kind of selling job and in- 
variably has only a slim chance of 
succeeding. 

Likewise, the fact that we are big 
stuff in food, soap, drugs, liquor 
or cosmetics doesn’t necessari- 
ly fit us to get or successfully hold 


‘an electrical appliance, television 


or automobile account. Most pros- 
pects want an agency having ac- 
counts whose buying-habit and 
distribution problems are similar 
to their own. 


® So let’s spend most of our new- 
business time developing prospects 
who are actually in our field of 
experience-—or else be ready to put 
up the money required to buy 
management and talent that is ex- 
perienced and fully competitive 
in the field we want to shoot for. 

Having decided to stick to our 
field, let’s select a list of the best 
prospects and start making them 
aware of our agency and the kind 
of work we do. 

The -best way, in my opinion, is 
not to attempt at once to make 
personal calls. In buying almost 
any product under the sun it is 
common practice for your chief 
supplier’s competitors to call per- 
iodically, even though you are cur- 
rently giving them little or no bus- 
iness. Not so with agency service. 
It causes scuttlebutt which makes 
the incumbent so nervous his im- 
agination and productive ability 
take a dive—and the advertiser 
pays the damages. 


ws Better, I think, are regular, 
thoughtfully written personal let- 
ters, accompanied by samples of 
our work, such as campaigns, spe- 
cial pieces and preprints of our 
own advertising, assuming that we 
are one of the few agencies who 


What Do Yeu Know about 
DOOR-TO-DOOR 
SELLING? 


Door-to-door ing — better known 
as DIRECT SELLING —is building 
) aowdinng quickly for many manu- 


tion. is fully explained 
in te 4 bootlet. miied F 


Please write on your letterhead. 


OPPORTUNITY MAGAZINE 


Dept. A-35, 28 E. Jackson BI., Chicago 4, Ill. 
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shcw their belief in advertising 
by runnihg some of their own. 
Also, our list of present clients is 
alvays interesting to prospective 
cli -nts—and always most interest- 
iny are the results that their ad- 
vertising is accomplishing. 

To whom shall we write? To the 
advertising manager, of course, 
and perhaps to him alone. If our 
study of the situation shows that 
the sales manager or merchandise 
manager are active partners in 
the advertising picture, let’s write 
to them, too, mentioning the fact in 
our letters to the advertising man- 
ager. But for the love of Mike, asa 
general rule let’s lay off the top 
brass—the advice of agency top 
brass to the contrary notwithstand- 
ing. It’s 100 to 1 that our letters 
will be sent on to the advertising 
manager without the brass ever 
seeing them and, if you have a 
creative imagination, you can 
visualize the effect of such top- 
level solicitation on some touchy 
advertising manager. 


se At any rate, if we keep at it 
the day will finally come when we 
get word that one of our prospects 
would like to see us. 

Whether we send a pair or a 
platoon; sincere neckties or derby 
hats; jovial story-tellers or soft- 
spoken low-pressure artists is 
something that each agency must 
decide on the basis of good judg- 
ment or whatever substitute they 
have found for it. 

The important question is: What 
shall we talk about? What does 
our prospect want to hear? 

It’s a good bet he wants a clear 
picture of the kind of advertising 
we are creating for our present 
clients and the results that are be- 
ing accomplished. 


s He is probably less interested 
in advertising as an art form than 
as a method of communicating 
ideas. So, let’s skip the fact that 
we are blessed with the best art- 
ists, copywriters, media and mer- 
chandising men in the business. 
All agencies are. The prospect 
called us over because he was im- 
pressed with the results our ad- 
vertising is obtaining for our 
clients. So let’s leave our medals, 
cups and name talent at home and 
come loaded with examples of our 
product; the reasons back of build- 
ing it the way we did; and the re- 
sults it is obtaining for our clients. 

Our prospect takes for granted 
that we know the craft of making 


let them perform 


MAGIC 


on your 
EXCHANGE & COMMISSARY 
SALES 


Near-Universal Readership 
inthe Army & Air Force . . . 


Army Times & 
Air Force Times 


2-Market Coverage 
—1I Low Cost 
DOMESTIC (U. S.) EDITIONS 
EUROPEAN EDITIONS 
PACIFIC EDITIONS 
Write for Free 34-page Market Book 
ADVERTISING OFFICES: 


NEW YORK—41 E. 42nd St.—MU 7-5552 
CHICAGO—203 N. Wabash Avenue 
WASHINGTON, D. C.—1115 18th St. N.W. 
PHILADELPHIA—R. W. McCarney Co. 
PACIFIC COAST—Geo. D. Close, Inc. 


and placing ads. He wants evidence 
that we are people who can see 
business problems clearly and 
create advertising that powerfully 
influences their solution. 

It may be a business problem 
like too much inventory as in the 
good old days. Or it may be that 
the problem is no inventory—de- 
mand exceeding supply—dissatis- 
fied dealers—hard-won preference 
being eroded away in the market 
place by other brands. 


w Perhaps he needs to bring the 
public preference for his brand 
up where it does justice to the 
quality, value and availability of 
his product. 

Or he may have the problem 
of communicating the facts about 
the company’s business to the em- 
ployes and their neighbors. This 
requires agency people with an 
understanding of the seriousness 
of the business problem involved 
so that clear, honest communica- 


tion of the facts about costs, wages, 
profits, and ability to compete will | 


open the eyes of at least the, costs money and, while he believes 
thoughtful and reasonable em-| in continuous effort, he is not go- 


ploye—and there are many of 
them if we will only take the 
trouble to tell them the whole 
truth in simple English... 

No matter what our prospect’s 
most pressing business problem 
may be at the moment, what he 
hungers for is a team of advertis- 
ing practitioners to see it as he 
sees it; understand the ideas that 
have to be sold as he understands 
them; and to believe in these ideas 
and the power of advertising so 
deeply that what comes out is not 
just copy appropriate for the oc- 
casion, but a communication with 
persuasive heat and sparks that 
start the fires that must be started 
in the minds of the people who 
have the final solution in their 
hands. 


ws And, let’s let our prospect know 
that we know that strong cam- 
paigns can be built only from 


| strong individual advertisements. 


He knows that each advertisement 


| 


ing to buy continuity to make up 
for mediocrity in individual ads. 

He probably has the impression 
that some agencies feel that al- 
most everything that legitimately 
comes under the heading of agen- 
cy service is more important than 
the ad itself—such as the theme, 
the family resemblance, the mar- 
ket survey, the plans board, the 
media selection, the scheduling, 
the merchandising. All this get- 
ready-to-begin-to-commence and 
follow-through stuff may seem to 
him to sap a great deal of time and 
energy that might better go into 
the thing that pays off—the crea- 
tion of communications that ac- 
tually persuade a large number of 
people to do something he wants 
them to do. 

Let’s stick to the proof that we 
know how to create advertisements | 
that get action. In this way we} 
may not get all the accounts we 
solicit but I believe we will get 
some—perhaps some of the best. 
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Alters Dealer Publications 

United States Gypsum Co., Chi- 
cago, plans to make some changes 
in 1951 in its “Popular Home” and 
“The Business of Farming” mag- 
azines which it publishes with 
dealers as sponsor. The changes 
include a greater use of four-color 
illustrations in both advertising 
and editorial matter; two ads in 
each issue for the sponsoring deal- 
er, and imprinting of his name on 
both front and back covers. 
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vertising with our 
downtoearth TV 
film 


“We have considered The ge be 


Rotarian a key advertising 
medium for four years,” 


“I meet a number of Rotarians on Wabash trains,” says 
Tom Hayes, “and feel confident many of them ‘Follow the 
Flag’ because of our advertising in The Rotarian. We 
have considered The Rotarian a key advertising medium 


for four years. 


“The Rotarian is read by one of America’s largest 
groups of influential executives. These men, are them- 
selves, great business travelers and they influence the 


says 


choice of transportation for many others. 


“We believe that by giving them superb service when 
they travel, they will call upon us when they want equally 


good service for their shipments.” 


The careful readership given The Rotarian, plus unquestioned 
buying powerand influence of the business leaders who comprise 
its subscribers (net paid circulation over 280,000) are reasons 
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Wabash Railroad Company 
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Modern Corres /* 
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CHICAGO and Sr. LOUIS 


r 
PYABASH RalROAD, "9 "Hic Manager, 
Building, St. Louis 1, Missourt 


Werature checked .— 
@ Bird »— Wobows Tang AI deserts 


why The Rotarian is producing such satisfactory results for national 


advertisers of quality products and services for business, home 
and community. If you’d like to know more about this executive 
. . and without obligation. 


audience, your inquiry 


is invited . 


Missouri, 


Reproduction of a 1-column advertisement 
from The Rotarian, prepared and placed 
by Gardner Advertising Co., St. Louis, 
advertising agency for the 
Wabash Railroad Company since 1937, 
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What I Would Ask a Prospective 
Agency IfI Were an Advertiser 


(Continued from Page 96) the history of the sales position of 
experience of the agency’s people| each of the products the agency 
—in our line? Actually I wouldn’t | advertises—according to the best 


care. 

What I would care about, and 
what I would ask—is this: What | 
is the agency’s experience—and | 
what specifically is the experience 
of its people—the people in its) 
various departments, in using ad- 
vertising and merchandising to 
help sell any kind of goods through 
our kind of distributive channels 
and outlets? 

I would want this in detail, in 
minute detail. 


= I would want to know, for ex- 
ample, if ours was a grocery store 
product, how many of the people 
who would work on our problems 
had had grocery store experience 
before they had had advertising 
agency experience. And where? 
And what kind? And how much? 

And then I would ask the big 
questions. Two of them. 

I would ask: What is the com- 
petitive sales position and what is 


outside information? According to 


Nielsen or Industrial Surveys— 
or the McClellan, or other reports? 

That is a very important ques- 
tion. But the second is vital: 


a What is the trend of advertising 
expenditures and what is the trend 
of advertising cost to sales ratio 
for each of these products? 

Why are these questions so im- 
portant? Because this is where the 
profit story of most competitive 
products and particularly those of 
frequent purchase now is told. 

There is at least one famous 
highly competitive advertiser rep- 
resented in this room today who, 
according to his annual report, 
has had five consecutive years of 
sharply increased advertising ex- 
penditures with sharply increased 
sales, each year—at constantly 
decreasing advertising-cost-to- 
sales ratios. 

This is what I would want for 
our company ...ever-increasing 
sales at constantly lowering unit- 
advertising costs. 


es I would want an agency that 
would never be afraid to say don’t 
advertise more, advertise less. And 
I would want an agency that 
would never be afraid to say: Pile 
it on here, or there, or everywhere. 

The thing is, I would want my 
agency to understand the econom- 
ics—and the risk, in either case... 
and to make that understanding 
the basis for its plans. 

And I think that I could tell this 
about this agency by their answers 


A DECADE O 


“U.S. CHAMBER OF COMMERCE Bg) 
FIGURES pi Bas 


MOTOR FUEL TAXES 


in Tennessee in past 10 years 
increased from $19,800,000 to 


$39,000,000* 


The heart of /"@Y 7 Tennessee is 


IN PANS TEL QV gl el les 


The ‘MONEY TOWN” of the South 


Reach this prosperous market through two great newspapers. 


F PROGRESS 


to those questions. 


ws To be sure, there are a few 
more: 

What is the agency’s operational 
procedure? 

What is the agency’s research 
setup? 

Is the agency equally at home in 
all media? 

What about television? 

What is its performance in trade 
and business paper advertising? 

These I would ask specifically. 

But the larger questions—about 
the depth of the agency’s work in 
marketing...and about its copy 
philosophy and _ merchandising 
operations, all would have been 
answered before—from the record 
...of advertising and results. 


ws There is only one more ques- 
tion, I think, that I would ask. 

But first, I want to read you 
the wisest words that I have ever 
heard to describe the advertiser- 
agency relationship that I would 
be looking for. They were written 
by a famous former chairman of 
the ANA, to another business man 
who asked his counsel. 


Here they are: 
My Dear Sir: 

You have asked us to give you the 
benefit of our experience in the selection 
of an advertising agency and in the 
maintenance of most effective relation- 
ships with an agency. 

While I could not give specific advice 
on these matters as related to your prob- 
lem—not knowing enough about it—I 
can point out certain principles which 
have evolved from our long working ex- 
perience with agencies. 

When we select an agency we con- 
sider that we are selecting a working 
partner for a very long period of time 
and we approach the job just as care- 
fully and objectively as possible. 

When we select an agency we do not 
invite all agencies to solicit us. We make 
up a list of those agencies which we feel 
could qualify on the basis of facilities, 
established reputation for good work, in- 
tegrity and stability, and invite only those 
to solicit the business. 

We make agency selections very in- 
frequently. 

We feel that frequent changes in agen- 
cies would result in incalculable losses 
in experience and in service. What you 
buy in an agency is simply service—the 
service of knowledge and experience and 
talent and integrity ...in people. It takes 
agency personnel a long time to deeply 
understand our problems, to accumulate 
the necessary factual data. This is a 
period of mutual investment, the yield 
of which comes later. With frequent 
change this investment period is simply 
repeated with the real pay-off in ef- 
fectiveness greatly diminished. 

Furthermore, having selected our agen- 
cies carefully, we let them know that 
as long as the service given us comes up 
to highest standards of effectiveness and 
disinterestedness, they are not in dan- 
ger of losing the account. 

They are not threatened with divorce 
without grounds, in short. We want them 
to invest in our account in terms of per- 
sonnel, disinterested study of our prob- 
lems and unstinting effort—and we know 
that we cannot get such investment ex- 
cept on the expectation of mutual build- 
ing. Furthermore, we would not want ef- 
fort deflected from the job in hand to 
the business of keeping us sold. 

To be very blunt, unless we are dis- 
satisfied, unless because of new develop- 
ments we need additional agencies, and 
unless we make our intention known to 
our agencies, we do not entertain bids 
for our business. 

As I have said, we treat our agencies 
as working partners and we put at their 
disposal all the information which we 
can. We expect in return that they shall 
be as concerned with the success of our 
efforts as we are. 

We expect in addition to all the crea- 
tive and productive services of an agency 
the very best and most disinterested 
counsel, even to the point of advising us 
not to advertise if the facts so warrant. 
This frequently happens, believe it or not. 
The writer of those paragraphs 
was Mr. Charles G. Mortimer Jr., 
vice-president and director of Gen- 


eral Foods. 


a And now, that one last ques- 
tion: 

Who are the people the agency 
would put on our account? 

You will have noticed that I 
have mentioned copy only casu- 
ally. And here I come to it specif- 
ically. For the individuals that I 
would be interested in most are 
the agency’s copy people. 

Questions already asked and 
answered will have told me the 


agency’s record in account man- | 


agement ...and in marketing and 
merchandising—and in wise and 
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Audograph Opens 
2-Part Program; 
Tells New Gains 


Sales Up 25% Recently 
as Coupons Spur Leads, 
Ad Exec Pallin Claims 


By CHARLES DOWNES 

New York, Oct. 4—A new 
two-pronged advertising campaign, 
which includes preparedness as 
well as product advertising, is be- 
ing launched by Gray Mfg. Co., 
maker of the Audograph Elec- 
tronic Soundwriter and other elec- 
tronic equipment. Erwin, Wasey & 
Co. has the account. 

The preparedness ads will break 
this month in Washington news- 
papers and service magazines, and 
the first of the new product ads 
appears in the Sept. 30 issue of 
Business Week featuring an en- 
dorsement of Audograph by Claude 
Putnam, president of Markem Ma- 
chine Co., who is also president 
of the National Assn. of Manu- 
facturers. 

Richard O. Pallin, director of 
advertising, told AA that the type 
of advertising that Gray has been 
doing since he took over the ad- 
vertising department last Novem- 
ber has paid off with more than 
25% returns. 


a Each ad used by the company 
carries a coupon requiring the 
name, title, company and address 
of the sender who desires one 
of Gray’s booklets. Since revamp- 
ing Audograph advertising last 


fall, Mr. Pallin said, the company 
has been receiving an average of 
200 returns a month, each of 
which is a live lead. Before the 
new program .was_ undertaken, 
salesmen complained about the 
poor leads they were receiving, 
Mr. Pallin said. 

On the subject of preparedness 
advertising, which Gray will start 
next month, and which will run 
simultaneously with its product 
campaign, Mr. Pallin said it is be- 
ing undertaken to emphasize the 
benefits of Audograph and the 
facilities of Gray Research & De- 
velopment Co., a subsidiary of the 
manufacturing company, for ex- 
pediting defense work. 

The preparedness campaign, he 
said, will run in publications that 
have a large readership among 
those connected with the defense 
program. These publications in- 
clude the Army-Navy-Air Force 
Journal, Signal and Shipmate. All 
of these will carry full pages 
monthly through December. 


In addition, Audograph Co. of 
Washington, D. C., Gray’s local 
distributor there, will use four- 
column ads during the next three 
months in the Washington Post, 
Times-Herald and Star. 

“Each ad,” Mr. Pallin said, “will 
deal with a specific problem of the 
défense establishment and how 
Audograph can help solve it. Local 
distributors throughout the coun- 
tty will receive reprints as well as 
mats or plates so they may run the 
ads over their own company names 
regional or local papers.” 

Gray’s product advertising, Mr. 
Pallin said, will use full pages 
monthly through the.remainder of 
the year in Business Week, Best’s 


Insurance News, Banking, Dun’s| 
Review, Sales Management, Of-| 
fice Management & Equipment, 
Office, Casualty Insurer and Na-| 
onal Underwr:ter. Newsweek and 
ii time will carry two-thirds pages 
i} *@ch, Oct. 9 and 23, respectively. | 

| 
"In addition, special advertising | 
Wil run during the same period | 
"the Journal of the American 
Medical Assn., Modern Hospital, 


and Journal of the American Bar 
Assn. 

“Special ads for professional 
men are well worth the cost of 
preparation in returns received,” 
Mr. Pallin said. 

Gray Mfg. Co., which has its 
manufacturing plant in Hartford, 
Conn., has been in business since 
1891. It started as the Gray Tele- 
phone Pay Station Co., and was 
organized to manufacture the tele- 
phone pay station which had been 
invented earlier by William Gray 
of Hartford. 


= In the early ’30s its basic pat- 
ents expired and its principal cus- 
tomer, the Bell System, began to 
manufacture its own pay stations. 
In 1938 the company’s charter was 
amended to permit general manu- 
facturing activities, and the cor- 
porate title was changed to Gray 
Mfg. Co. 

Reorganization and research pro- 
grams were initiated which led to 
the development of the Audograph, 
which played an important part 
in the design and production of 


airborne radar equipment during 
World War II. 

Following the war, an interna- 
tional sales and service organiza- 
tion was built to merchandise the 
Audograph Electronic Sound- 
writer. In addition, the Gray Re- 
search & Development Co. was 


S. C. Johnson Runs 
Glo-Coater Applier 
Fall Ad Promotion | 


RACINE, Wis., Oct. 4—S. C. John- | 
son & Son is using four-color 


99 


| azines during both months. 


In addition, copy is scheduled 
for Family Circle, True Story and 
Woman’s Day. Video commercials 
on S. C. Johnson’s portion of NBC- 
TV’s “Saturday Night Review” 
also will plug the offer. Spot TV 
commercials in cities not reached 


organized to carry on research) spreads in Ladies’ Home Journal,| by the Saturday night television 
and development work in the field | Life and Woman’s Home Compan-| show fill out the schedule. 


of electronics. 


Renames Hewitt, Ogilvy 


Hewitt, Ogilvy, Benson & Math- 
er, New York, has been reap- 
pointed to handle the advertising 
in the United States for the British 
Industries Fair, which will be held 
next year from April 30 to May 11 
in London and Birmingham. The 
agency handled the fair’s adver- 
tising here for the 1950 exhibition. 


Brucks to Concert Magazine 

Norman Brucks, formerly in the 
sales promotion department of the 
Industrial Adhesive division of the 
U. S. Plywood Corp., has joined 
the advertising sales staff of Na- 
tional Concert and Theater Maga- 
zines, New York. 


ion this month to boost its new | 


| Glo-Coater plastic-head wax ap-| 


plier. 
The applier, with a 4’ handle! 
and two re-usable chenille pads, 


normally sells for 98¢, but retails 


for 49¢ when purchased with any | 
size can of Johnson’s Glo-Coat 
floor wax. 

“Lady, please spare your knees” 
is the appeal being used both in 
the October spreads, and in four- 
color pages in November. 


ws Full-page, four-color ads fea- 
turing the special 49¢ offer will 
run in the magazines listed above 
in November, and in The Amer-| 
ican Weekly, Parade, This Week| 
Magazine and other Sunday mag-| 


Needham, Louis & Brorby, Chi- 
cago, is the agency. 


MAGAZINE CLIPPINGS 


AID BUSINESS 


Clippings from the business press, 
farm publications and consumer 
magazines can supply valuable infor- 
mation in the operation of business. 
Used by business organizations and 
their advertising agencies for collect- 
ing editorial publicity, for maintain- 
ing competitive advertising files, for 
making research and market studies 
and for developing sales prospects. 
Booklet No. 50 Clippings Aid Business 
Booklet No. 60 Magazines Read by Bacon's 


BACON’S CLIPPING BUREAU 


343 So. Dearborn St., Chicago 4 


now it can be seen 
in newspapers. . .« 
with REILLY PLASTICTYPES 


HE OLD TIMER* shown here was once the 

pride and joy of its maker. But 1912 news- 
paper advertisements never really did it full 
justice. That was before Reilly Plastictypes. 

Modern car manufacturers find that Reilly 
Plastictypes give their cars that quality look, 
that gleaming sparkle, that attracts the eye and 
is too often lost with ordinary mats. 

Your product, too, will gain in prestige and 
sales when reproduced by Reilly. Our Plastic- 
types are the nearest thing yet to perfect repro- 
duction. In newspapers where mechanical 


Reilly Electrotype Co 
Creators of Better Plates 
for Better Printing 


305. EAST 45th STREET, NEW YORK 17, N. Y. 
MuUrray Hill 6-6350 : 


ei 


Bie ME gee 


equipment is not ultra-modern, Reilly is at its 
best. Every blessed detail is clearly delineated. 

You pay dearly for good art work, good pho- 
tography. Pay a few cents more for Reilly 
Plastictypes and make it look right in print. 
Good reproductions make your advertising 
work, make your story the more believable. 
Feather-light Reilly Plastictypes won't chip, 


dent or scuff. 


Call Reilly or send in this coupon. Let us show 
you what we are doing for others with similar 
products and problems. You'll be amazed! 


* (Reproduced from a photograph of a 1912 Mercer Raceabout, courtesy of TRUE Magazine.) 


REILLY PLASTICTYPES 


Reilly Electrotype Co., 305 E. 45th 
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Uses a Timely Tie-Up 

To the Editor: Ingber, Inc. 
(Leonard F. Fellman & Associates, 
agency), manufacturer of hand- 
bags, has asked that we send on 
the attached proof as a rather out- 
standing example of timeliness in 
advertising—a timeliness which 


Bonw ial cller ae 
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involved a rather long shot but 
which at this writing appears to 
be paying off. 

Knowing, of course, that Phila- 
delphia’s interest in its own Na- 
tional League baseball club with 
a pennant in sight and by the same 
token the eyes of the nation being 
focused on Philadelphia if local 
dreams came true in the baseball 
department, Ingber embarked on 


This department is a reader’s forum. Letters are welcome. 


this rather bold venture in adver- 
tising a bag for fall. 

This ad is particularly unique, 
for seldom have sports been high- 
lighted in a fashion magazine. 
Since it will appear in Vogue in 
the Oct. 1 issue, which by a not so 


strange coincidence is only three | 
days before the opening of the) 
World Series in Philadelphia (we | 


hope), we thought you would be 
interested in this advertisement. . . 
LEONARD F.. FELLMAN, 
Leonard F. Fellman & Asso- 
ciates, Philadelphia. 


. © * 
Agency Study Is Available 

To the Editor: I read with in- 
terest your pamphlet on “Ad- 
vertising Agency Functions and 
Compensation” which was sent to 
my good friend, Harry Mahoney, 
Mansfield Tire & Rubber Co., and 
wondered whether or not it would 
be possible to get two copies of this 
pamphlet so that Mr. E. V. Duffy, 
our general sales manager, and 
myself might have an opportunity 
to read it more thoroughly. 

Don KIRKPATRICK, 

Advertising Manager, Penn- 

sylvania Rubber Co., Mans- 

field, O. 

Copies of this booklet, contain- 
ing the most detailed study ever 
made of what advertising agencies 
do and how their services are paid 
for, are still available at 75¢ each. 


* * = 
‘Grateful’ for Council Boost 
To the Editor: We are all de- 


lighted with your G. D. Crain Jr.’s 
Footnotes column in the Sept. 11 
issue of ADVERTISING AGE. It is 
wonderful editorial support for 
the Advertising Council and es- 
pecially timely because it appears 
that we will be asked to take on 
more and more war campaigns in 
the relatively near future. There- 
fore your refresher course for ad- 
vertising executives will be most 
helpful. 

Naturally, we share your high 
regard and respect for Jim Young, 
and we were happy to see him get 
some of the credit due him. 

While your latest boost is typical 
of the backing the council has had 
for years from Acz, I want to as- 
sure you that-none of us takes this 
for granted. In fact we are ever 
grateful... 

MAXWELL Fox, 

The Advertising Council, New 

York. 

oe ce 
Prepared?—Ready! 

To the Editor: Probably many 
readers of Time noticed the in- 
teresting juxtaposition of the 
American Petroleum Institute and 
Organized Reserve Corps adver- 
tisements in the Sept. 25 issue. 

These two advertisements com- 
prise a neat two-page spread with 
question-and-answer complete in 
the headline. Why read the fine 
print? 


VERNON L. FLADAGER, 
D’Arcy Advertising Co., St. 
Louis. 


TRIBUNE LEADERSHIP 


BASED ON EDITORIAL EXCELLENCE AND 


mM 
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Largest daily ci 
in Northern Ext 


ifornia. 


Northern California since 1939. 


- 


A.B.C. city and trading zones. 


uw 


United States. 


SERVICE 


circulation among all newspapers 


4 out of 5 Tribunes are home-delivered—largest 
home-delivered daily and Sunday circulation in 


97.3% of the total daily and 95.8% of the total 
Sunday circulation is concentrated within the 


Largest yee of home-delivered circulation 
among all newspapers of 150,000 or more in the 


The Tribune offers intensive coverage of the able-to-buy 
families of Metropolitan Oakland, 3rd market on the Pacific 


Coast. 


TOTAL NET PAID CIRCULATION 


pany 155,015 


sunpay 170,803 


A.B.C. Publisher’s Statement, March 31, 1950 


®ak 


land G2 Tribune 


ASSOCIATED PRESS...WIREPROTO..,WISE WORLS...CHITES ORESS...CR1CRGO BAILY BEWS FORLION SEaTICE 


For market, circulation and advertising facts about Metropolitan Oak- 


land, write to the 


Tribune, Oakland, Calif., 


or contact Cresmer & 


Woodward, Inc.—Ask for a copy of the “1950 Bright Spot.” 
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out what it’s all about, but if it’s 
supposed to be suggestive humor, 
than we have certainly reached a 
new low for a family newspaper. 
GEORGE P. WRIGHT, 
Shigeta-Wright, Chicago. 
The ad at which Mr. Wright 
points a finger is one of the teasers 
that opened a campaign for Revlon 
Products’ new nail polish color, 
“Where’s the Fire?” 


Finds Difference of Opinion 
May Not Be So Ditferent 

To the Editor: Through the 
years one of the things in adver- 
tising which has impressed me 
most is the difference of opinion 
among so-called experts on mat- 
ters of importance. 

I found an outstanding example 
of this on succeeding pages of your 
Aug. 28 issue when your story at 
the bottom of Page 32 emphasized 
the desirability of employing var- 
iations on old “familiar themes” 
(for instance Lucky Strikes’ “Be 
Happy, Go Lucky”)—whereas the 
Young & Rubicam ad immediately 
following, entitled “The Curse of 
a Good Memory,” said: “Many a 
man fails as an original thinker 
simply because his memory is too 
good.” 

I guess the truth is that you 
are both right and are merely 
emphasizing different angles of a 
well rounded advertising mind! 

ALEX ROGERS, 

Libby, McNeill & Libby, Chi- 

cago. 


Lilly Compiles Analysis 
of Drug Store Operations 

To the Editor: Here are two ad- 
vance press copies of the 18th an- 
nual edition of the “Lilly Digest.” 
The thought occurred to us that 
you might like to have a copy for 
your personal library, also one 


for general research. reference, as 


STENCIL CUTTING 
JUST A MATTER 
SECONDS NOWADAY 


A million years ago, when a Neande 
man wanted to send his girl-frien 
postcard, it took him a full day j 
carve out her name and address. Ti 
Circulation Associates’ modern s' 
addressing equipment will turn out 
many as 15,000 pieces in an hour! 
the postman will have no trouble 


phering and delivering them either!} in a 
poster: 
Circulation Associates operates efficig been u 
modern equipment for cutting and ever s 
taining Speedaumat, Elliott or Addr@ paign 
graph stencils...in any quantity f@ Latest 
a few hundred to many millions..§ ald, 
the lowest obtainable rates for qU— Dodge. 
clean, accurate work. C. A. will addi per, 
your lists for you, too... in a cent 
located plant staffed with more than Adv 
skilled, experienced employees... Gro 


saving in occupancy-cost and operat 
personnel that will turn a new, b 
light on your Direct-Mail cost 


Tell us today...by postcard, 
’phone or wire... what your 
ments are, and we will give you & 
liminary estimate of the cost of 
and/or maintaining your lists on 
within 24 hours! 


. Write today for your free 
copy of “TWO SOFT- 
BOILED EGGS—AND A 
KIND WORD”...a specially 
prepared brochure that will 
give you a few chuckles... 
and a lot of ideas about han- 
dling your Direct-Mail! 


CALL COLUMBUS 5-3150 


CIRCULATION ASSOCIAT} ie. *.: 


h and Elliott Stencils 


Maintenance and 1 Compilation « Addressing * wi 

Triple-Head Multigraphing * Offset and | etter fomplete, 
Printing * Complete Direct-Mail Campaigns*) TF H E 

1745 Broadway « NEW YORK 19,4 “foyonne 
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and the new year, an income and ' 


expense form, along with a busi- 
ness reply envelope (specimen 
with “Digest”), is mailed to each 
registered drug store in the U. S. 
inviting the proprietor to submit 
his year’s operations figures for 
free, confidential analysis. Within 
60 days he is supplied with a com- 
plete analysis report representing 
a percentagewise breakdown of his 
figures, along with comments, 
suggestions, and, when indicated, 
management advice. The report is 
not based on our own ideas or 
theories, but upon the successful 
operations of other stores of like 
size and location. 

The closing date for the “Lilly 
Digest” is June 1, and one copy is 
forwarded to each registered drug 
store in the U. S. in the latter part 
of August. 

Since 1939, the “Lilly Digest” 
has provided the only auchoritative 
source of drug-store operations 
statistics. As you will see, it is a 
report, not a survey or an opinion 
poll. The analysis service and the 
resultant “Lilly Digest” have been 
regarded throughout the years as 
a worth while service to the drug 
trade and a trustworthy yardstick 
with which to measure manage- 
ment efficiency. 

J. W. LANSDOWNE, 

Assistant Manager, Trade Re- 

lations Department, Eli Lilly 

& Co., Indianapolis. 


. 

One Proverb Inspires Another 

To the Editor: Looking at both 
the enclosed posters brings to our 
mind another old Chinese proverb: 
Imitation is sincerest form of 
flattery! 

More probably it’s all coinci- 
dence. At any rate, Guild Wine 
first used the line and Chinese 


: pod MAGIC MILE” RiDI 
YOUR DODGE DEALER ' 


in a spot radio series and on 
posters in 1948. And the line has 
been used in all Guild advertising 
ever since, in a continuing cam- 
paign featuring Hollywood stars. 
Latest of these is Barry Fitzger- 
ald, whom you, and we trust 
Dodge, will see on posters in Octo- 
ber. 
WILLIAM V. SHAFTNER, 
Advertising Manager, Wine 
Growers Guild, Lodi, Cal. 


4 Send or call for the complete bulletin 
Metropolitan New York Test Market #1" 
Study the facts and you will find you can 
a —— segment of Metropolitan 
New York, by testing BAYONNE, for 
only 9 cents a line . . . just peanuts com- 
with any other media giving the 
complete, concentrated coverage of 


THE BAYONNE TIMES 
Bayonne cannot be so'd from the outside” 
NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
MSMadison Ave.,W.Y. © 4356. Michigan Ave., Chicago 


Start 14-City TV 
Spot Campaign for 
Dri-Cool Briar Pipe 

Racine, Wis., Oct. 3—Wiscon 
Products Inc., maker of Dri-Cool 
briar pipes, has inaugurated the 
first of a series of television spot 
promotions which eventually will 
appear on 19 stations in 14 major 
TV markets. 

The campaign will continue 
through the Christmas selling sea- 
son, with a minimum of 39 spots 
scheduled in each of the following 
cities: Baltimore, Boston, Chicago, 
Columbus, Cincinnati, Cleveland, 
Dayton, Milwaukee, Minneapolis, 
New York, Philadelphia, Provi- 
dence, St. Louis, and Washing‘on. 

A test TV promotion of the pipes 
was made in Milwaukee and St. 
Louis on Father’s Day. According 
to the company, the unique ther- 
mostat feature of the pipe, plus 
the mass demonstration on tele- 
vision, moved the pipes steadily 
off dealers’ shelves. The success 


of these test runs prompted the 
14-market drive aimed at the 
Christmas gift season. 


= In some cities the TV campaign | yo ctor’ Farrell, Chesley & Clifford, 


will start before the company has 
completed distribution of Dri-Cool 
pipes to dealers. Inquiries in these 
cities are beng directed to the TV 
station, and when distribution has 
been effected sales inquiries will 
be referred directly to distributors. 

Hamilton Advertising Agency, 
Chicago, handles the account. 
Coupons Inc., Chicago, is market- 
ing and sales representative for 
Dri-Cool briar pipes. 


Hickok Promotes New Sports 
Jewelry; Starts Belt Drive 
Hickok Mfg. Co., Rochester, N. 
Y., breaks its new sports jewelry 
campaign in the November True 
with a four-color spread featuring 
“your favorite sports jewelry.” 
Follow-ups in Collier’s, Dec. 2, and 
The Saturday Evening Post, Dec. 
9, are scheduled, in addition to 
smaller space in Field & Stream, 
Outdoor Life and Sports Afield. 
The company’s “Twin-profile in- 


itial” belt promotion opens with 
a full page in Look, Oct. 10, to be 


followed by ads in Collier’s Oct. | 


28, The Saturday Evening Post 
Dec. 2, and True in December. 


New York, is the agency. 


‘Radar of Selling,’ ‘Magic 
Key’ Shown in Europe 


“Radar of Selling,” motion pic- 
ture sponsored by National In- 
dustrial Advertisers Assn., telling 
the story of industrial advertising 
at work, and “The Magic Key,” 
motion picture telling the impor- 
tance of advertising in the Ameri- 
can way of life, were shown in 
Europe to the convention of the 
Netherlands Advertising Organ- 
ization in Haarlam, Holland. Both 
films were produced by Raphael 
G. Wolff Studios, Hollywood. Put- 
man Publishing Co., Chicago, fi- 
nanced “Radar of Selling” for 
NIAA. 


Peterson Resigns Ekco Post 

Curtis L. Peterson has resigned 
as advertising manager of Ekco 
Products Co., Chicago. His future 
plans were not announced. 


| 101 PARK AVENUE. NEW YORK 


_Steyskal Joins Yambert 


Julian E. Steyskal, formerly 
with Elwood J. Robinson Adver- 
tising Agency, Los Angeles, has 
| joined the Ralph Yambert Organ- 
| ization, Hollywood, as vice-presi- 
dent and account executive. Be- 
fore joining Robinson, he worked 
in sales promotion for Union Oil 
Co., and was vice-president and 
account executive for the Dan B. 
Miner Co. 


sender 


GEORGE T. HOPEWELL. INC. 


astern Reprentative 


HAMILTON ENAMEL..: 


Improved quality and greater value 


FALCON ENAMEL... 
An old brand in a new quality 


FORMAT ENAMEL... 


A new economy coated grade 


Fo 


The super speed of modern 
printing equipment, like this 
Chandler & Price cylinder press, 
makes the press performance of 
paper more important than ever. 
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‘American Machinist’ 
Top Ads Rate 47% 
in Continuing Study 


New York, Oct. 6—Study No. 3 
of the Continuing Study of Busi- 
ness Papers—a 192-page report 
based on its survey of the March 
6 issue of American Machinist, a 
McGraw-Hill publication—was 
released today by the Advertising 
Research Foundation. 

Substantial scores were recorded 


for the readership of advertising 


and editorial content measured in 
the surveyed issue. Readership 
figures for the 20 highest scoring 
advertisements ranged from 63% 
to 40%, resulting in an average 
score of 47%. 

Scores for the 116 ads of one- 
quarter page and larger ranged 
from 63% to 4%, giving an average 
readership of 28%. 

Readership scores for the 17 
editorial departments measured 
ranged from 72% to 15%, with an 
average readership of 40%; while 


nN. 
WAILERS 


SOURS rp 
MCRICULL URIS) 


1,275,000 
GUARANTEED CIRCULATIO 


9 oe 375,000 
@ LOWER SOUTH 465,000 
*urstoiion 435,000 


EDITION 
FARM and RANCH PUBLISHING COMPANY 


Nashville, Tennessee — Dallas, Texas 


the figures for the 10 feature ar- 
ticles measured ranged from 55% 
to 27%, with an average of 39%. 


@ The survey indicated that 98% 
of the magazine’s readers turn to 
the editorial pages for information 
on new equipment, materials and 
produc components; that 95% 
turn to the advertisements for in- 
formation on parts and supplies, 
production and maintenance ma- 
chinery, shop supplies, and acces- 
sories and attachments for produc- 
tion machinery; and that 82% of 
American Machinist subscribers 
directly influence or recommend 
purchases. 

American Machinist is the first 
business paper serving the metal- 
working industries to be surveyed 
by the foundation in the series of 
studies being conducted in coop- 
eration with Associated Business 
Publications. The two previous 
studies were of Automotive In- 
dustries, published in April, 1949, 
and of the American Builder, pub- 
lished the latter part of August, 
1950. 


es An October publication date 
has been set for Study No. 4, re- 
porting the results of a survey of 
Chemical Engineering. 

The studies published have been 
approved by the Foundation’s 
board of directors, and technical 
aspects have been examined and 
approved by the _ foundation’s 
technical committee. 


Plans Xmas Cutlery Drive 


Chas. D. Briddell Inc., Crisfield, 
Md., will use “All Through the 
Store” as the theme for its Christ- 
mas promotion of Carvel Hal. 
cutlery. Full-page ads will appear 
in Better Homes & Gardens, Good 
Housekeeping and House & Gar- 
den. Point of sale merchandising 


material will be given to dealers. 


Full pages also will be carried in 
dealer publications. A Christmas 
card mailing to a consumer list 
rounds out the program. VanSant, 
Dugdale & Co., Baltimore, is the 
agency. 


The Eye and Ear Department 


Crosby. 


day night for a whole hour. 


is footing the production bill? 


Back in the days of radio—remember?—this reviewer was 
constantly puzzled by the fact that the manufacturers of radio 
sets, to whom top entertainment meant more sales for their 
product, never came across with a really good radio program. 
Granted, Philco finally got around to presenting Bing Crosby, 
but by the time they did, Der Bingle was already pretty well 
established on the air waves. It was Kraft, not Philco, that built 


Don McNeill (left) interviews a housewife 
from the studio audience with the help 
of Sam Cowling and Singer Patsy Lee. 


Club.” The “TV Club” is another one of those programs that re- 
verses the dictum about children—they should be heard and not 
seen. Seeing the “Breakfast Club” is like trying to tell time by 
looking at the works of a clock instead of its face. McNeill—a 
big, jolly, likable fellow himself—stalks around with a portable 
microphone. No booms? Maybe the first program had some en- 
tertainment value in making known to those who have listened 
to Don for years what he looks like when you see him. But be- 
yond the novelty of seeing McNeill for the first time, Philco will 
have to do something to make a television presentation out of 
the radio program it currently has on ABC-TV every Wednes- 


Can it be that the set manufacturers are hexed? Or that they 
try too hard? Or do they intentionally leave the good talent and 
the top shows for advertisers whose only connection with TV 


Now we have the tele- 
vision set manufacturers 
on TV—and the same 
thing is happening. Ad- 
miral’s “Broadway Re- 
vue”—with Sid Caesar 
and Imogene Coca—was 
an exception. But “Broad- 
way Revue” is no longer 
viewable and Admiral is 
now backing the mightily 
original “Stop the Music.” 

Meanwhile, Philco takes 
another daring and origin- 
al step by putting Don 
MeNeill’s 17-year-old 
“Breakfast Club” before 
the TV cameras and call- 
ing it “Don MeNeill’s TV 


— 


‘Legion’ Adds Hecker 

William J. Hecker, formerly 
with Esquire, Playbill and N. W. 
Ayer & Son, has joined the sales 
staff of American Legion Maga- 
zine, New York. 


Business? 


EDWARD H. BUTLER 
Editor and Publisher 


The families in the seven counties of Western New York 
spent more than $282,241,000 for food last year. They 
were aided in their selection of nutritious foods by na- 
tional and retail food advertising in The Buffalo Evening 
News... the great medium which reaches them in the 
afternoon, when food is their paramount concern. 


Sell the News Readers 


-...and you sell the whole 
Buffalo Market of 1,402,973 people 


BUFFALO EVENING NEWS 


WESTERN NEW YORK’'S GREAT NEWSPAPER 


Buffalo Area People Spend 
$282,241,000 For Food 


KELLY-SMITH CO. 


Golden Brand to New Agency 


Golden Brand Food Products 
Co., Philadelphia, has appointed 
Harry Feigenbaum Advertising 
Agency, Philadelphia, to handie 
Cream Wipt salad dressing and 
Golden mayonnaise. Al Paul Lef- 
ton Co., Philadelphia, formerly 
carried the account. 


GE Appoints Emmet 


Herman Emmet Co., New York, 
has been named advertising rep- 
resentative for the General Electric 
Review, electrical engineering 
monthly published by the appara- 
tus department of General Electric 
Co., Schenectady, N. Y 


Advertising Age, October 9, +1959 


‘TV Spots or Video 
Programs?’—Arndt 
Studies Problem 


PHILADELPHIA, Oct. 4—The ques- 
tion of whether television spots or 
programs do the best selling job 
has been studied by John Falkner 
Arndt & Co., and its answer is— 
both. 

A member of the Arndt staff 
did a research job among pro. 
ducers, directors and commercial 
managers of television stations and 
learned seven reasons for using 
spots and about the same number 
for full programs. 

For example, where a brand 
battle is under way, this agency 
found that spots are most effective, 
Where continuous reminders are 
necessary, spots help keep the 
name alive; where competition is 
heavy, where improved distribu- 
tion is desired, where a regular 
program can be _ supplemented, 
where a mass market is to be 
reached in a hurry, where an im. 
proved product is being intro. 
duced, that is where spots do t 
trick most effectively. 


s However, if a company wants 
to provide a complete sales story 
or demonstrate a product, a full 
program is most effective. Thai 
same holds true where a gap exists 
between a large company and t 
public, or where a company 
several products to sell. 

The Arndt survey also b 
out the fact that, where a com 
pany wants to encourage re-orde 
or has an unusual product, 
programs are best. 


Beard to Plan Program 
for NIAA ‘51 Conference 


William K. Beard Jr., president, 
Associated Business Publications, 
New York, will serve as executiv 
chairman of the program for th 
1951 conference of the Nation 
Industrial Advertisers Assn. to be 
held in New York next June. 

Mr. Beard, formerly a vice; 
president of McGraw-Hill. Pub 
lishing Co., directed the panel dis: 
cussions on the effectiveness of in4 
dustrial advertising at NIAA' 
1949 and 1950 conferences. 


Solomon Joins Bien Jolie 


Ken Solomon, formerly co 
news editor of Women’s Wea 
Daily, has joined Bien Jolie Inc 
New York corset manufacturer, 
sales promotion manager. 


MATRIX COMPANY 


S17 SOUTH JEFFERSON STREET, CHICAGO 7 ILLINOIS 
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Radio, TV Hold 
Interest at Ohio 
State Meeting 


CoLumsus, Oct. 6—Discussions 
of the relative effectiveness of 
radio and television highlighted 
the seventh annual Ohio State 
University Advertising and Sales 
Promotion Conference here today. 

Fourteen speakers discussed 
trends in retail and national ad- 
vertising and in agency manage- 
ment in the “post-graduate” ses- 
sions, sponsored jointly by Ohio 
State and the 5th District, Adver- 
tising Federation of America. 

Ben R. Donaldson, director of 
advertising and sales promotion, 
Ford Motor Co., 
outlined statisti- Seas 
cal data of the j 
growth and de- 
velopment of the ~ 
television me- 
dium. 

He admitted 
that it is doubt- 


ful “whether any 
one individual 
can produce an 
exhaustive and 
definite review 
of the new medium,” but insisted 
that television will “spark ad- 
vances in techniques of using other 
media,” just as it has become a 
powerful new selling tool. 

Using a series of charts, Mr. 
Donaldson traced the increase 
in TV receivers since 1946, and 
estimated that there will be more 
than half as many television homes 
as radio homes by 1954. In nine 
television markets, half of all the 
radio homes will have TV sets by 
the end of this year. 


Ben Donaldson 


a These factors, said Mr. Donald- 
son, coupled with improvement in 
video programming, already have 
resulted in a decline in the cost 
per TV home reached. 

He used the Ford Theater show 
as an example. On Oct. 21, 1949, 
the show had a rating of 32.3 in 
the New York area and reached 
263,000 homes. On April 7, 1950, 


] 


the telecast had a 32.3 rating in 
the New York area, but reached 
351,000 homes—a 33% increase in 
six months. 

The increase, he declared, “rep- 
resents a marked drop in cost per 
home reached which, with the high 
cost of television, is a most im- 
portant consideration.” (Rate in- 
creases by TV stations were not 
discussed.) 

He warned, however, that “des- 
pite its bright promise, television 
cannot be expected to carry the 
full burden of any company’s ad- 
vertising.”’ 


8 Benjamin S. Katz, president of 
the Gruen Watch Co., Cincinnati, 
told the confer- 
ence that “we 
sare experiment- 
ing with a num- 
ber of television 
ideas and have 
@lready revised 
our advertising 
budget to the ex- 
tent that today 
approximately 
0% of our con- 
sumer advertis- 
ig dollar is go- 
Mg into television.” 
s He said that Gruen is using TV 
fr demonstrations in order to 
Make it easier for Gruen dealers 
® close the sale when a prospect 
fomes into the store. 
f) David Arons, publicity director 
ft Gimbel Brothers, Philadelphia, 
}warned large department stores to 
using TV “in a manner com- 
Mensurate with the size of their 
inesses.”” He predicted that un- 
Mts the large stores change their 


Benjamin Katz 


94,000 Eggs Help Admen Unscramble Story 
of ‘Popular Mechanics’ Best Man Theme 


New York, Oct. 3—“Operation 
Egg” came to a close here last 
week—the nationwide six-month 
promotion in which Popular Me- 
chanics magazine distributed 94,- 
200 eggs (strictly fresh) to 7,850 
advertisers and agency men in 
Cleveland, Chicago, Detroit, Min- 
neapolis-St. Paul, Milwaukee, Buf- 
falo, Syracuse, Rochester and New 
York. 

The stunt dramatized the Popu- 
lar Mechanics trade paper adver- 
tising theme, “The best man in 
every dozen.” Each dozen eggs 
was packaged in a specially de- 
signed egg carton, and delivered, 
personally, by beautiful models 
wearing what were officially de- 
scribed as “brief, attractive cos- 
tumes.” 

Each package contained a card 
signed by a Popular Mechanics 
representative, which tied up with 
the “best man in every dozen” 
theme and called attention to a 
12-page booklet expounding the 
theme in detail and presenting 
the Popular Mechanics sales story. 


a The unusual stunt, developed by 
Clover L. Perkins, advertising 
manager, and H. Royal Lee, sales 
promotion manager, called for 
more than merely the purchase of 
a lot of very fresh eggs. It called 
for marshalling and costuming 42 
Harry Conover girls in New York, 
14 Patricia Stevens models in Chi- 
cago, and corresponding groups of 


EGGED ON—Duane Jones, New York 

agency head, gets his carton of Popular 

Mechanics eggs from pretty Conover 
model. 


pulchritude in each of the other 
cities. 

It also called for marshalling 
substantial segments of the local 
taxicab fleet in each of the cities, 
with each of the models dashing 
off on her appointed rounds with 
the precision of an armored force. 
Even in New York, 42 taxis simul- 
taneously being loaded with pretty 
girls who in turn were loaded 
with baskets full of egg cartons, 
were a sight to stop the passerby. 


attitude toward television, the me- 
dium would follow the same path 
as radio in regard to retail adver- 
tising. 


Mobilization Will 
Boost Mailings, Mail 


Service Men Say 


New York, Oct. 4—Mobilization 
activities will bring about a great- 
er volume of direct mail promo- 
tion. This view was expressed by 
speakers at the annual convention 
of the Mail Advertising Service 
Assn. International, meeting here 
this week. 

Mailings on price changes, short- 
age explanations, defense pro- 
duction specifications and similar 
activities were seen as the stim- 
ulus for higher volume. 

More than 400 registrants, in- 
cluding members from Canada and 
England, discussed production, 
equipment and sales problems; in- 
spected new equipment and proc- 
esses; received awards; and elected 
the following officers for the com- 
ing year: 


a President, Huntly H. Geddes, R. 
L. Polk & Co., Detroit; vice-presi- 
dent, S. Mayer Feldenheimer, C. 
E. Howe & Co., Philadelphia; west- 
ern vice-president, Paul Krupp, 
Advertisers Mailing Service, Los 
Angeles; Canadian vice-president, 
W. M. Morrow, Business Letter 
Service, Toronto; treasurer, John 
D. Yeck, Graphic Service, Day- 
ton, O. Jeannette Robinson, ex- 
ecutive secretary, was reelected for 
the 22nd year. 


Radio Research Committee 
Still Far from Test Stage 


Dr. Kenneth Baker, research di- 
rector, National Assn. of Broad- 
casters, last week was chosen to 
make a report on work to date of 
the independent committee (orig- 
inally set up at the suggestion of 
Station KJBS, San Francisco) to 
evaluate Hooper, Pulse and other 
program rating services. 

Dr. Baker’s report is to be sub- 
mitted to stations, advertisers and 
agencies, possibly via their asso- 
ciations, and it will result, if re- 
action is favorable, in a study of 
research methods. However, the 
problem of financing such a study 
has not yet been faced. 


‘Times-Picayune 
Denies Violating 
Anti-Trust Act 


New ORLEANS, Oct. 4—The 
Times-Picayune Publishing Co. 
and four of its executives have 
denied government charges that 
the actions of the paper or the 
other defendants have restrained 
trade or otherwise violated provi- 
sions of the Sherman Act. 

The answer was filed on behalf 
of the newspaper; Leonard K. 
Nicholson, president; John F. Tims 
Jr., general manager; Aubrey F. 
Murray, advertising director, and 
Donald W. Coleman, circulation 
manager, who were named in the 
government complaint. 


ws Since about 1935, the defendants 
admit, they have required classi- 
fied advertisers to purchase such 
space in both the morning Times- 
Picayune and the afternoon States 
as a unit. But they “aver that this 
is a general, accepted and justifi- 
able practice pursued for many 
years without question through- 
out this country by persons or cor- 
porations owning a paper pub- 
lished both in the morning and the 
afternoon.” 

The defendants also admit that, 
from January, 1940, to February, 
1950, the paper required advertis- 
ers wishing to obtain a reduced 
rate on general advertising in ex- 
cess of 10,000 lines to purchase 
such space in a combination of the 
morning and afternoon papers, or 
a combination of the morning and 
Sunday papers. But they insist that 
this is a “general, accepted and 
justified trade practice pursued 
for many years without ques- 
en...” 


Sheehan Rejoins Doremus 


William J. Sheehan, formerly 
in the Boston office of Doremus & 


vice-president in charge of crea- 
tive work and business develop- 
ment in the Boston office. For the 
past year he was associated with 
Selvage & Lee, consultant in in- 
dustrial public relations. 


Misleading 


Frequent: Brockway 


(Continued from Page 1) 

The Consumer Committee has 
made periodic surveys during the 
past ten years, and summarizes the 
results as follows, he said: 

“Criticism for the most part is 
that advertising, although offering 
much of the information consum- 
ers want, could still be more in- 
formative. Other criticisms are that 
advertising is specious, offensive, 
pseudo-scientific and extravagant 
in its claims. In the field of adver- 
tising media, radio is the subject 
of most criticism, with many re- 
spondents writing special notes on 
their questionnaires in criticism of 
radio commercials. 

“In summary, the several sur- 
veys of consumer opinion of ad- 
vertising that have been conducted 
by the committee show a slow but 
real improvement of attitude on 
the part of the consumer leaders 
toward advertising.” 


a Another organization that passes 
on the merits of advertising claims, 
Mr. Brockway said, is the Assn. of 
Better Business Bureaus, which 
summed up the current situation 
in the following statement: 

“During the past 12 months we 
have received an increasing num- 
ber of complaints against national 
advertising. We have received ap- 
proximately 25% more complaints 
during last year than during the 
preceding year. Most of the com- 
plaints registered with the bureau 
question the accuracy of copy 
claims or descriptions. There also 
has been a definite increase in the 
number of complaints against the 
use of disparaging advertising— 
although such copy is not widely 
used.” 

Three years ago the Four A’s 
formed its own committee for the 
self-regulation of objectionable 
advertising, and Mr. Brockway 
felt that this system of interchang- 
ing complaints among agencies 
is far and away the best method to 
accomplish results—or should be if 
all agencies cooperated and con- 
sidered criticisms seriously. 


ws Comparing the last 12-month 
period with the first 12-month 
period of the Four A’s committee’s 
operation reveals the following 
changes: 

Objections because of “disgust- 
ing impression,” down from 15% to 
12%; because of “sexiness,” down 
from 32% to 25%; because of “ir- 
religious copy,” down from 3% to 
zero; because of “scare copy,” 
down from 2% to 1%. But objec- 
tions because of “misleading copy” 
have gone up from 26% to 33%, 
and objections for “other reasons” 
are up from 8% to 11%. 

All of this raises one question, 
Mr. Brockway said: Why can’t we 
be more careful to study our ad- 
vertising as a consumer, and if we 
think it is disgusting, sexy or mis- 
leading, do something about it be- 
fore it gets to the public? 


a In addition to federal, public 
and self-regulating groups, there 
is another segment of the advertis- 
ing business that does a most ef- 
fective job in regulating advertis- 
ing, he pointed out, and that is the 
media. 

Magazine publishers have a 
Copy Advisory Committee, which 
corrects exaggerated and mislead- 
ing claims. From March, 1949, to 
April, 1950, he said, most of the 


trouble experienced by the com-| 


: |mittee came from ads for four 
Co., has rejoined the agency as} 


types of products: dentifrices, 
deodorants, razors and cold rem- 
edies. 

Newspapers have no national 
body for passing on ad copy, he 
said, but many individual papers 


Ads Less 


do outstanding jobs. The New York 
Times, for example, eliminated or 
changed about 1,500 ads last year 
to make them conform with its 
acceptability standards. Nearly 
three-quarters of the changes are 
in retail advertising, primarily be- 
cause the Times will not permit 
any product to be described as 
unqualifiedly superlative. 


ws Mr. Brockway gave several ex- 
amples of ad copy that had been 
changed at the newspaper’s re- 
quest—like “50 of the hottest girls 
this side of hell,” which the paper 
suggested changing to “50 of the 
most alluring maidens this side 
of paradise”’—and added that in 
most instances advertisers liked the 
new copy as well or even better. 

Radio and television, like news- 
papers, have no national body to 
act as watchdog for their advertis- 
ing, and they also face the added 
problem of acting as censor for 
editorial content supplied to them 
by agencies, he said. 

Admitting that he had no facts 
or figures on TV, Mr. Brockway 
said he felt, however, that tele- 
vision was using pretty good taste, 
and said further that he had heard 
no general clamor about indecency 
or bad taste in TV programs or 
advertising. 


s John Caples, vice-president of 
Batten, Barton, Durstine & Osborn, 
told the meeting that the best way 
to make selling points more effec- 
tive is to adopt a reliable method 
of copy testing to determine the ' 
best sales appeal to feature in your 
advertising. 

Mr. Caples showed a series of 
slide films, which illustrated the 
following methods of copy testing: 
mail order tests; coupon and sales 
tests; hidden offer tests; tests by 
means of tabulating phone calls 
resulting from phone numbers 
printed in ads, and split run tests. 

Each slide contained two ads 
which had been tested by a cer- 
tain method. Mr. Caples explained 
the method used in each test, told 
which ad was the winner of the 
test, and gave reasons why that 
particular ad was the winner. 

Asked why copy testing is 
needed, he said the answer was 
twofold: 

1. Experience shows that it 
isn’t safe to guess which of sev- 
eral appeals will produce the most 
sales. Even mail order experts 
(who keep careful records of sales 
results) find it isn’t safe to guess, 
he said. 

2. The other big reason for test- 
ing is that the difference in sell- 
ing power between two ads can be 
so great—not merely a 5% or 10% 
difference, but sometimes as much 
as a 100% to 200% difference. 


ws Mr. Caples gave his listeners a 
set of rules to follow if they want 
to make ads produce more sales. 
They included: Select the right 
audience; make ads easy to under- 
stand and specific; give your pros- 
pect a complete sales talk; appeal 
to your reader’s self-interest, and 
don’t claim more than you can get 
believed. 

John P. Cunningham, Cunning- 
ham & Walsh, New York, told the 
admen that copywriters must not 
rely on what agency research men 
have to say about the products to 
be written about—and certainly 
must not rely on their own “fancy 
brain-pans.” 

He emphasized that copywriters 
| must do a lot of footwork, ques- 
| tioning consumers, salespeople and 
others, before actually putting 
words on paper and proving why 
they “‘get $10,000 a year more than 
a hundred ‘next’ guys.” 
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Washington Guide to the Perplexed... 


More Public Service 
Advertising to Come 


Government Agencies, 
Ad Council Pondering 
Home Front Tasks 


By STANLEY E. COHEN 

WASHINGTON, Oct. 5—At the 
draft board, the adman may be 
among the least essential men on 
the list. 

But when it comes to the job of 
letting millions of people know 
what to do in the face of an emer- 
gency, he stands unchallenged as 
the most important man in town. 

Admen have been slipping in 
and out of town since mobilization 
got under way, helping top govern- 
ment officials find the most ef- 
fective ways of getting the right 


HOW TO GET 
AHEAD IN 
ADVERTISING 


Your success in eirerts — 
largely on your ability to 

ideas—your ability to use your imag- 
ination—your creative power. 

“YOUR CREATIVE POWER?” is the 
title of a new book, written by a famous 
advertising man, and just published by 
Scribners. The author is Alex Osborn 
—the “Osborn” of Batten, Barton, 
Durstine and Osborn—one of America’s 
largest advertising agenies. 

In this new volume, Mr. Osborn has 
condensed into a few hours of utterly 
fascinating reading his 40 years’ suc- 
cessful experience in advertising and 
selling. 


How to Think Up Advertising Ideas 
Here are just a few of the things this 
book tells you: 

How some famous ideas were born 
How to think up ideas 

How to recognize good ideas 

How to present your ideas to others 
How to win advancement 

How to develop creative power in 


others 
The 10 habits that kill ideas 
The 10 habits that breed ideas 
How a single idea made $5,000,000 


What Well-Known People Say 

Richard C. Borden, nationally known 
sales consultant—“The most valunble book 
in my library.” 

Arthur C. Nielsen, President of world’s 

largest research organization—“I defy any 

itious reader to start it without wish- 
ing he could pain it before stopping for 
either food or sleep.” 

Ra nd Rubic: Founder of Young 
and Rubicam—“If I had a chance to 
read it when I was 22, I might have used 
my working time much more creatively.” 

Dr. Henry C. Link, author and paychel- 
ogist—‘Best possible kind of book on how 
to achieve creativeness.” 


G. Lynn Sumner, President, G. Lynn 
Sumner Co.—“The best book on creative 
thinking I have ever read.” 

Many who read this book want to GIVE 
it. Elizabeth Arden sent 110 copies to 
friends in the retail trade. A manufac- 
turer sent a copy to each of his 38 field 
representatives. H. J. Heinz Company, 
Fidelity Mutual Life, Standard Oil of 
Ohio, Champion Spark Plug, Ward Bak- 
ing, are among the companies which have 
given copies to all their executives. 


Read it 10 Days Free 


No matter whether you are a copy- 
writer, artist, student, or advertising ex- 
ecutive, the publishers are so certain that 
this new volume (41 chapters, 355 pages) 
will be of great value to you that they 
make this offer: Read the book for 10 
days without cost or obligation. If you 
are not delighted, simply return the book 
and OWE NOTHING. 


SCRIBNERS — 


Charles Scribner's Sons, Dept. 1410 
597 Fifth Ave., New York 17, N. Y. 


Please send me YOUR CREATIVE POWER 
for 10 days’ FREE examination. Within 
that time I will remit $3.00 plus a few 
cents mailing charges, or return the book. 


ee 


Address___ 


SAVE! If you enclose payment, publisher 
will mA mailing charges. Same return 
privile 


facts before the right people. 


# Howard Chase, public relations 
director of General Foods, has been 
at the Department of Commerce 
since word first got around that it 
might be necessary to slip back 
into a WPB-type operation. State 


This is the last of six ar- 
ticles reviewing the status of 
advertising under war condi- 
tions. It deals with the assist- 
ance advertising will be called 
upon to render in “home 
front” projects. Previous ar- 
ticles reviewed Treasury and 
Armed Forces regulations gov- 
erning advertising, the man- 
power problem, the tax situa- 
tion, credit and instalment 
selling, and the outlook for 
shortages in various industries. 


Department’s overseas information 
organization is calling increasingly 
on media experts and admen to get 
punch into the messages which are 
sent to potential allies in all parts 
of the world. 

Advertising’s place in a national 
emergency was carved out during 
World War II when literally hun- 
dreds of admen, and hundreds of 
millions of dollars worth of ad- 
vertising space were made avail- 
able for war programs through the 
War Advertising Council. 

It was such a good bargain for 
Uncle Sam that even in the post- 
war “slump,” a shoestring office 
for media relations was retained 
in the White House hierarchy. 


aw At the present time, it’s a two- 
man operation—top man, Charles 
W. Jackson; his associate, Tim 


Gibson. They operate under the 
supervision of Presidential Assist- 
ant John W. Steelman. 

Currently they carry on 14 major 
programs and 31 minor ones. The 
so-called minor ones usually pub- 
licize an activity for a limited 
period—such as United Nations 
Day, 4-H Club Week, etc. The 14 
major programs are: American 
Economic System, Our American 
Heritage, Joint Armed Forces 
Prestige, Better Schools, CARE, 
Decennial Census, Fight Tuber- 
culosis, Forest Fire Prevention, 
Overseas Information, Red Cross, 
Religion in American Life, Stop 
Accidents, United America, United 
States Savings Bonds. 


es When you think about it, it is 
a rather fantastic arrangement. 
Messrs. Jackson and Gibson might 
be compared roughly with a sales 
manager. Their principal—a gov- 
ernment agency—has an idea to 
“sell.” The Advertising Council 
provides a task force agency which 
puts the idea into appropriate 
shape for selling; then channels it 
out for free distribution via some 
of the most valuable advertising 
facilities in the country. 

During the past year almost 
1,000 magazines gave the Treasury 
a page each month. Many maga- 
zines donated additional space for 
other campaigns—American Econ- 
omic System, United America, etc. 

Newspapers ordered more than 
half a million mats of council ads. 
More than 900 outdoor plants 
donated 47,591 poster panels. 
Transportation advertising posted 
over 1,000,000 car cards. There 
were 17,101 three-sheets. 


s Through its network allocation 
plan, the council provided coop- 
eration of 131 national advertisers 
on a regular basis. Listener im- 
pressions for the year were es- 
timated at more than 15 billion. 
At this writing, no new cam- 
paigns have come out of mobiliza- 
tion, but some are in the making, 
and many of the old ones are in 


DO THIS! 


Write us today for samples and 
quotations. If possible, let us know 
the number of sheets to be inserted, 
sheet size, your preference of style 
and color, and approximate quan- 
tity. Should your plans call for IN- 
DEX DIVIDERS, let us know that too, 
so we can offer you a complete 
package. 

BEAVERITE SPECIALIZES 

IN LONG LASTING, 
INEXPENSIVE BINDERS— 
AND SELLS ‘‘DIRECT." 


NEED BINDERS? 


SPECIFICATIONS 


MAINTENANCE 
MANUALS 


Samples and quotations promptly given 


BEAVERITE PRODUCTS, INC. 
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35 DE WITT STREET, BEAVER FALLS, NEW YORK 4 
Catalog Covers, Ring Binders —Multo and Swing-O-Ring, Proposal Covers of Durabic 


. BESTEX, BEAVERHIDE, and Poper Cover’ Stocks; Looseleaf and Mechanical Bindings. 


you...) YES YOU- 


CAN HAVE CASH SAVINGS 
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HARD HITTING—Payroll savings recruit- 

ing ad destined for newspapers during 

Treasury's November bond drive. Treas- 

ury newspaper ads are now prepared by 
Foote, Cone & Belding. 


for drastic overhaul. 
Among the problems certain to 
require expert attention are: 


s Civilian defense—the probabili- 
ty of three separate campaigns: A 
campaign involving newspaper and 
radio material useful in helping 
local communities develop civilian 
defense organizations. A second 
campaign to help the Red Cross 
train 20,000,000 first aid workers 
and organize a mammoth blood 
bank. A third campaign to teach 
millions of citizens what to do in 
the event of an emergency. 

Economic _ stabilization—The 
facts about inflation. What each 
citizen can do to fight it. Still very 
tentative. Not likely to jell until 
an office of stabilization is estab- 
lished. 

Productivity—a new “pitch” on 
the American Economic System. 
Still in rough shape, but the idea 
is to stress the fact that the system 
has more to do at the moment 
than merely produce the highest 
standard of living in the world. As 
it stands now, the story is, “We 
have to produce even more, to meet 
our needs, and to supply the re- 
quirements of the armed forces.” 


# Council President Ted Repplier, 
during one of his “flying” visits 
here last week, predicted that 
mobilization would eventually af- 
fect almost every campaign on the 
council’s books. The Armed 
Forces Prestige campaign is al- 
ready shifting to “come hither” 
messages aimed at potential re- 
cruits. 

But Mr. Repplier stresses the 
fact that the council will not de- 
emphasize campaigns like Religion 
in American Life, and United 
America. 

“We are agreed,” he said, “that 
these campaigns are important to 
our way of life, and we are de- 
termined to do everything we can 
to protect that way of life.” 


we What about paid space? Gov- 
ernment pays production costs, but 
except for Army and Air Force re- 
cruiting, there is no paid space. 

In a sense, admen and media de- 
cided the issue. Early in World 
War II they took the position: 
“We prefer to give our services 
and facilities. The dangers of big 
paid government campaigns are 
something we prefer to avoid.” 

During World War II, there 
were small paid campaigns for 
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Wacs, nurses and a few other spe- 
cialists, but no general recruiting 
ads. The current trend is in the 
same direction. 

Army and Air Force spending 
is moving in the direction of spe. 
cial campaigns—enlistment of for. 
mer servicemen, Wacs, medical 
personnel of all types, air force 
specialists, aviation cadets, pilots, 
navigators. 


a At the moment, there has beep 
no emergency increase in the regu- 
lar $1,400,000 national advertising 
budget worked out by the sery- 
ices before the Korean fighting 
Grant Advertising Inc. handles the 
account. In addition, Army and 
Air Force spend $200,000 through 
area army commanders. 

The Navy develops its own re. 
cruiting campaigns, with occa- 
sional one-shot assistance from ad- 
vertising agencies. The Marine 
Corps secures extensive recruiting 
advice under a public relations 
contract with J. Walter Thomp- 
son. 

What about Treasury, the big- 
gest of them all? 

Treasury is having its troubles, 
Immediately after the invasion of 
Korea, officials considered war 
theme copy, but discarded the idea 
for fear the fighting would end 
before the ads appeared. 

There was also some feeling that 
all-out copy placed the wrong em- 
phasis on the importance of the 
savings bond program at this time. 


es As the nation moves into in- 
tensive defense, the savings bond 
program takes on a different char- 
acter; it gives Americans a sense 
of participation; helps curb in- 
flation; gives families the oppor- 
tunity to build reserves of capital. 

For the present, Treasury is 
moving ahead with a hard-hitting 
sales program to build payroll 
savings. Developed through con- 
ferences with savings bond offi- 
cials and the Advertising Council 
task force agencies, Treasury’s fall 
campaign stresses these themes: 
(1) for the average person, money 
saved on payroll savings is his 
principal saving. In other words, 
if he didn’t save it this way he 
wouldn’t have it at all; (2) owning 
savings bonds is better than having 
cash. 
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@ Treasury was advertising’s first 
government client, and has always 
been its biggest. For nearly nin 
years, Treasury is said to have 
commanded more time and talent 
at Young & Rubicam than any o 
the agency’s commercial clients, 

It has its own advertising staff, 
directed by Elihu Harris. In i 
advertising division, Herbert 
Beuermann is chief of newspape 
and retail; Nathan P. Colwell i 
chief of radio and TV; O. Jo 
Davis, chief of periodicals and 
graphics. Tim Gibson is White 
House liaison. 

For the Advertising Council} 
Thomas H. Young of U. S. Rubbef 
Co. is coordinator and Henry C¢, 
White, campaign manager. 


@ Here’s the current volunteet 
agency line-up on Treasury: 
Newspapers and general maga 
zines: Foote, Cone & Belding, Chi 
cago, with theme and copy ap 
proval under personal direction @ 
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{Marshall Field Jr. Succeeds Father As 


‘Sun-Times’ Publisher; Other Changes Made 


Cuicaco, Oct. 5—Marshall Field 
stepped aside as president and 
publisher of the Chicago Sun- 
Times on Sept. 30, and his son, 
Marshall Field Jr., 34, was named 
both editor and publisher of the 
paper. Young Field had been as- 
sistant publisher and associate 
editor. 

Three other members of the 
Sun-Times’ executive staff also 
retired from their positions on the 
paper. They are: Richard J. Fin- 
negan, executive vice-president 
and editor; Leo J. Abrams, adver- 
tising director; and John F. Shana- 
han, circulation director. All three 
will remain with the paper as 


culation director, was appointed 
circulation director, succeeding Mr. 
Shanahan. Before World War II, 
Mr. Mox established a reader serv- 
ice department in connection with 
the home delivery department of 
the Chicago Times, and supervised 
the settlement of insurance claims 
to readers. He returned to the 
Times after nearly four years of 
war service, as assistant circula- 
tion director, a post he retained 
with the Sun-Times. 

Other executive changes made: 
Milburn P. Akers advances from 
managing editor to executive edi- 
tor, and Thomas F. Reynolds, as- 
sistant managing editor, becomes 


Spiegel Launches $50,000 
Prize ‘Friendship Contest 


Spiegel Inc., Chicago mail order 
house, has launched a “friendship 
contest” with $50,000 in prizes for 
persons who get a friend to send 
a monthly payment order and a 
25-word letter on the benefits of 
a credit account. 

The contest is being promoted 
in the company’s 1950 Christmas 
catalog and through a separate 
mailing piece, both of which will 
be sent to addressees “running into 
millions.” In addition, the com- 
pany will plug the contest through 
newspaper ads in about 60 small 
midwestern towns where it main- 
tains order desks. The Christmas 
catalog includes a new electric 
mattress with a thermostatic con- 
trol and oak and walnut tables 
with plastic tops that resist heat, 
acid and burns. 
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Servel Names Bea Miller 


Bea Lawson Miller has been ap- 
pointed home service director of 
Servel Inc., Evansville, Ind., manu- 
facturer of gas appliances and 
equipment. She will supervise the 
company’s program of educational 
service to homemakers through the 
home service departments of the 
nation’s gas utility companies and 
appliance distributors. 


Chicago Has 627,881 TV Sets 

Electric Assn., Chicago, reports 
that television receivers installed 
and in use in the Chicago area 
numbered 627,881 as of Aug. 31. 
This total is based on the totals 
reported by manufacturers and 
distributors. The figure for July 
31 was 568,063. 


Sick of Bum Art, high prices? 
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Fairfax M. Cone, chairman of the 
board. Eugene J. Garvy is account 
executive; John Rolfe, copy direc- 
tor; and Orville Sheldon, art di- 


Inc., of which the Sun-Times forms 
the newspaper division. 


wat - . s Larry T. Knott, assistant adver- . ° 
> idea§ rector. Magazine Publishers Com-| tising director, has been named radio stations everywhere 
| endg mittee, which clears general mag-| advertising director, succeeding 

azine material, is under chairman-| wr. Abrams. Mr. Knott began his 
g thatg ship of Bernard Barnes of Time advertising ca- ~ 
gem-§ Inc. — we reer with the rf! hd 
f the§ Business publication advertis-| Boston Herald- 
time.§ ing: G. M. Basford Co., with Wal- Traveler, joining 

ter Mulhall, vice-president, as ac- | the Chicago Trib- 
o in-§ count executive. une’s ad staff in 

bondf Farm campaign: J. Walter) 99g He joined 
char-§ Thompson Co. Joseph Stone is ac-| the Chicago Sun 
senseg count executive and copy director.| j, 1943 and was 
b in-| Assistants on copy are Kenneth| named ad man- 
ppor-| Manthorne and Richard Corbin; ager in 1946. He 
ypital.j art directors, Edward Fischer and | came to the Sun- 
ry is} Edward Buckley; production, Rob-| Times as assist- Ley Kaew 
iting} ert Cahn. ant advertising 
ayroll{ Outdoor and transportation: | director. He is chairman of the 

con-}| Campbell-Ewald, with Henry G.| plans committee of the Bureau 

offi-| Little, executive vice-president,| of Advertising and a director of 
ouncilj and Winslow H. Case Sr., vice-| the Newspaper Advertising Exec- 
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BLOMGREH 


CHICAGO 5, 


626-638 FEDERAL ST. 


' 75 years on wel of Printing Plates 


Basic NBC Affiliate 


but only one... 


ARTISTS © DESIGNERS 
PHOTO RETOUCHERS 
WASH DRAWINGS 
PHOTO ENGRAVERS 
4 COLOR PROCESS 
BENDAY ARTISTS 
ELECTROTYPERS 


TENAPLATE e« LEAD MOLD 
VINYLITE PLASTIC 
MOLD PROCESSES 


PRE-MAKE-READY 
ELECTROTYPES 
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NASHVILLE 


CLEAR CHANNEL 
50,000 WATTS 


IRVING WAUGH 
Commercial Manager 

EDWARD PETRY & CO. 
National Representative 


It's 
Just send in Triple-Threat WSM and watch the way 
your sales message drives straight through to the pocket books 


Want to make a sales touch down in the Central South? 


simple. 


of one of America’s fastest growing regions. WSM has the power 
(50,000 Cleared Channel Watts) the talent (over 200 strong) and 
the production experience (now originating 17 network shows 
weekly) to put any product over the Central South goal line. Want 
case histories? Ask Irving Waugh or Any Petry Man. 
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Export Advertising Called Social 
Force on the International Level 


(Continued from Page 1) 
peraments of the people we want 
to reach is imperative.” 


= L. C. Boos, president and gen- 
eral manager of United States 
Rubber Export Co., after explain- 
ing the advertising methods of his 
company, said: “We expect our 
international advertising not only 
to create consumer acceptance for 
our products but also to aid in the 
building of good will for the com- 
pany in countries where we ad- 
vertise. For it is our opinion that 
we, like other American com- 
panies, must not only advertise 
to sell, but also, in certain areas, 
to dissipate false opinions that we 
are exploiting the country in which 
we are resident.” 

Mr. Boos stressed the importance 


of institutional advertising by say- 
ing that since his company has 
30,000 items to sell, straight prod- 
uct advertising would be out of 
the question. “To discontinue ad- 
vertising completely,” he _ said, 
“would certainly relegate us to 
the limbo of the lost. So we em- 
barked on a campaign along strict- 
ly institutional lines. Each adver- 
tisement is a reminder in print of 
our company’s friendly attitude 
and sincerity in making the good 
neighbor policy a reality.” 
Concerning the future, Mr. Boos 
said there are too many “ifs” in 
the picture to make predictions. 
“But this much I know,” he said. 
“We shall always want and need 
good advertising in some form, 
not only to safeguard our com- 
pany’s investment abroad, but to 


help build better international un- 
derstanding and good will which 
is more important than ever to- 
day.” 


ws Eugene Holman, president of 
Standard Oil Co. (N. J.), pointed 
out that you can often judge a 
country by its advertising. The 
impressions people in other coun- 
tries get about the U. S. are partly 
formed by what they read in their 
magazines and newspapers, or hear 
over their radios about American 
products. The job of telling that 
story, he declared, is one of the 
most important in the world to- 
day. 

European conditions today were 
summarized by Josiah B. Thomas, 
vice-president of the Reader’s Di- 
gest international editions, who 
said that “the over-all impression 
that one brings back from Europe 
is that leadership is weak in all 
countries; that there is a definite 
defeatist psychology; that people 
are depending too much on dollars, 
arms and troops from us and not 


‘WANTED, A PARROT 


The LeBlanc Corporation, of Lafayette, La., makers 
of HADACOL, a vitamin and mineral formula, are seek- 
ing the services of a parrot that will say distinctly, many 
times a day, "Polly wants HADACOL.” 


The owner of such a bird, if selected, will be given 
a reasonable compensation on a contract basis. The 
owner and the parrot will travel throughout the nation 
in a limousine with the parrot's name engraved in gold 
on the door and will stay at only the best hotels. The 
parrot will be furnished a gold cage and its life insured. 


The parrot will visit large drug stores, perform at 
jobber's salesmen meetings, conventions, etc., and may 
o presented on radio and television. The LeBlanc Cor- 
poration has a triple A high credit rating. For further 
information contact Hedrick & Towner Advertising 
Agency, 3704 Travis St., Houston 6, Texas. 


TALENT HUNT—LeBlanc Corp., Lafayette, La., is seeking the services of an actor 
in two-column copy that offers a fairly soft life to the right bird. This ad appeared 
in the Miami Herald. 
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enough on their own initiative.” 

The outlook in Latin America 
was reported good by C. W. Lin- 
scheid, manager, export division, 
Fairbanks, Morse & Co. Buying 
in Latin America, he said, is be- 
ing accelerated because of the fear 
of another war and also because 
there is a greater supply of dol- 
lars available. 
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TOYS AND NOVELTIES, “The Voice of the Industry”. Contact us for further information. 
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THINK OF GROWING MARKETS | 
THINK OF 


eee... WHEN YOU THINK OF 


-—— PLOAMOA-THINK OF FLORIDA'S © 
THREE BIG MORNING DAILIES! 


Last year a whopping $2,948,000,000 

went into pay envelopes in Florida. Against 

a national individual income decrease of two 

percent, Florida climbed a healthy five per- 
cent. Only two states showed an increase 
greater than Florida, percentage-wise, in total 

income in 1949. 

Today, constantly expanding agricultural, industrial 
and commercial development, plus steady population 
growth, are swelling Florida’s buying power, 

creating an important, year round sales potential 

for every type of merchandise and service. 
When you think of growing markets, 
think of Florida. 
And when you think of coverage in 
Florida, think first of Florida’s three 
big morning dailies. You reach the bulk 
of Florida’s buying power — and at 
lowest cost — when you use The Miami Herald, 
the Tampa Tribune, and the Florida Times-Union in 

Jacksonville. These three morning newspapers give you 

family coverage in Florida’s three major markets and their rich, 

heavily populated trade areas where nearly 80 percent of 

Florida’s effective buying income is concentrated. 


FLORIDA TIMES-UNION 


Jacksonville - National Representatives» Reynolds-Fitzgerald, Inc., 


TAMPA MORNING TRIBUNE 


National Representatives - Sawyer-Ferguson-Walker Co. 
MIAMI 


National Representatives - Story, Brooks & Finley, Inc., A. S. Grant, Atlante 


®TO SELL iITTO 
AMERICA, TEST 
IT IN FLORIDA 


John F, Chapman, vice-presi- 
dent, McGraw-Hill International 
Corp., told the delegates that Rus- 
sian aggression—instead of throt- 
tling our foreign trade—is paving 
the way for expansion of our in- 
ternational business. We have 
more to offer and a greater need 
now to offer it, he said. 


ms Declaring that export advertis- 
ing calls for a specialized approach, 
Robert Otto, president, Robert 
Otto & Co., pointed out that, as 
long as export advertising is able 
to put over a product as competi- 
tive as a lipstick and stake out a 
world-wide claim for it, we have 
every reason to be confident of 
export advertising’s power and fu- 
ture possibilities. 

Mariano Guastella, president, 
Publicidad Guastella, emphasized 
the importance of point of sale ad- 
vertising in Latin America which, 
he said, is not being adequately 
done by most American companies. 
Special effort has to be made, he 
said, to train sales forces and to 
sell dealers on the idea of using 
point of sale material. 

Paul R. Kruming, president of 
National Export Advertising Serv- 
ice, a director of the association 
and chairman of the first con- 
vention a year ago, was presented 
a silver bowl for making the con- 
vention possible. 


Roosevelt Show Sponsored 
Station WNBC, New York, has 
lined up four sponsors for Mrs. 
Eleanor Roosevelt’s new show, 
scheduled to start Oct. 11 (12:30- 
1:15 p.m., EST). The station de- 
clined to identify the sponsors, 
pending final contracts. Elliott 
vw will handle the commer- 
cials. 


REP. H. A. MEYER 


WASHINGTON, Oct. 2—Rep. H 
bert A. Meyer (R., Kan.), 64, p 
lisher of the Daily Reporter, In 
pendence, Kan., died today in 
U. S. Naval Hospital at ne 
Bethesda, Md. He had been 
mitted to the hospital a week 
fore Congress adjourned. A me 
ber of Congress since 1946, he 
cently won renomination for 
third term. 


W. L. BANNING JR. 

Los ANGELEs, Oct. 4—Willi 
Lowber Banning Jr., 51, head 
Banning Co., advertising agen 
here, died of a heart attack Se 
24 aboard a yacht moored at 
Balboa Bay Club, Balboa. A nati 
of St. Paul, he attended Dartmou 
College. After graduation he cam 
here and established his o 
agency. 


RICHARD C. KOSTER 

WASHINGTON, Oct. 3—Richard 
Koster, 31, public relations di 
of the Federation for Railway P: 
gress, died Sept. 30 in Mount Al 
Veterans Hospital. 


Phonevision Test Postponed 


Sess Mes een EB 
THE LETTER SHOP, Inc 


Chicago 5.'lea 


4231 S. Dearborn St., 


DAY and NIGHT 


ZINC 


| Agency Sewice 
712 FEDERAL ST., CHICAGO ¢ WAbash 2-86} 
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1 Advertising Age, October 9, 1950 


wwe Report Covers 
Ad Costs During 


 @iPast Ten Years 


Dobberteen Reports at 
Ohio Meeting on Media 
Rate Changes Since 1940 


Cotumsus, Oct. 6—A report on 
a study measuring advertising costs 


State Advertising 
and Sales Promo- 
tion conference 
here today by H. 
H. Dobberteen, 
vice - president 
nd media director, Benton & 


4 5 wles, New York. 
f. Principal conclusions: 
= 1. Real consumer purchasing 


wer has increased 50% since 
940. 

2. The price of advertising in 
arious media has gone up from 
0% to 88% for a given amount of 
dvertising. 

3. The relative costs or cost-per- 
housand people reached show 
uch more modest increases (6% 
0 28%) and, in some instances, ac- 


Ni ual decreases. 
1ead 


fis figures on changes in media 
ates, circulations and cost per 


k Sepiihousand follow. Base period is 
at théi940 (equals 100). 
. nati Four Leading Weekly Magazines— 
tmou B&W Rates 
1946 1948 1950 1951 (Est.) 

le Came, .tes 148 #4174 «4173 = 185 
s irculation 127 139 142 146 

‘ostperM 115 125 122 125 


Four-Color Ads in Four Leading 
Weekly Magazines 


1946 1948 1950 1951 (Est.) 
147 174 175 188 
hard irculation 127 139 142 146 
~ ostperM 115 125 123 128 
lire Four Women’s Service Magazines— 
ay P: B&w Rat 
t Al 1 1948 1959 1951 (Est.) 
in tes 111 125 128 134 
firculation 118 120 1 126 
fost perM 94 104 105 106 
Four-Color Ads in Four Women’s 
ned Magazines 
st 1946 1948 1950 1951 (Est.) 
5 POStRates 110 (124 «©6127 ~=—:134 
honevigirculation 118 120 123 126 
j ‘ostperM 93 lll 104 106 
Four Shelter Magazines—B&W Rates 
1946 1948 1950 1951 (Est.) 
ates 112 127 135 143 
irculation 124 149 151 154 
89 93 


1 1948 1951 (Est.) 
lll 125 135 142 
irculation 124 149 151 154 
89 84 89 92 
Four Farm Publications—B&W Rates 
1946 1948 1950 1951 (Est.) 
106 114 129 33 
tion 100 106 108 110 
106 113 119 121 
eur-Color Ads in Four Farm Publications 
1948 1950 1951 (Est.) 
02 119 126 30 
irculation 100 106 108 110 
ostperM 102 108 116 118 
Twe National Weekend Magazines—Color 
1 1948 950 
125 141 
irculation 142 152 158 
83 89 


apers 
1945 1948 1950 
136 152 170 
irculation 130 144 145 
ostperM 105 106 17 
100 Selected Daily Newspapers 
1948 1950 
Rates 112 132 144 
reulation 114 132 136 
illine Rates 98 101 106 
Five Selected Trade Publications 
1947 1950 
Rates 125 140 
Circulation 138 141 
Cost per M 91 99 


“To summarize the foregoing, we 

have seen that with respect to our 
ond criterion — Cost per thou- 

tnd—there are substantial varia- 

ions by media types and classifi- 

a Mr. Dobberteen declared. 
us: 


B&W Weeklies . 
Color Weeklies . 


B&W Shelter 
Color Shelter 
B&W Farm .... 
Color Farm .... 
Supplements .. 


PER 


“Of these 12 classifications,” he 
said, “four are down and eight are 
up. It is newsworthy that there re- 
mains anything in our business 
world anywhere which can be 
bought more economically today 
than it could in 1940. But we see 
now that it is true of the shelter 
books, the Sunday supplements, 
and of trade publications.” 

“Outdoor costs have been calcu- 
lated on the basis of ‘100 show- 
ings’ in the interest of uniformity 
and simplicity. 

“Cost figures represent the total 
cost of all markets with available 
100 showings. Cost per thousand 
is calculated by using the total 
population in all these markets— 
because Traffic Audits have not 


| been made in most of them since 


1940.” 


Outdoor Costs 
1940 1949 
Rates 100 130 
Circulation 100 118 
Cost per M 100 110 


s In addition to the data on rates, 
based on circulation, Mr. Dobber- 
teen also presented data on the 
measurement of the cost per thou- 


sand “audience.” 
Cost per Theumeng faticase—Wotties, 
olor 


1943 1946 1949 
Rates 120 149 168 
Audience 94 103 
Cost per M Audience 124 153 153 

Women’s Magazine Audiences 

1943 1946 1949 
Rates* 103 110 127 
Audience* 109 ll 125 
Cost per M Audience* 92 95 99 

*Base period is 1942. 


FCC Plan: Limit 
Network Time in 
Most TV Cities 


(Continued from Page 1) 
three-station cities, two networks 
were getting exclusive acceptance 
on two stations, while the other 
two competed for time on the re- 
maining station. 


a “Any unbalanced competitive 
condition among TV networks, 
arising out of or aggravated by 
the present scarcity of broadcast- 
ing facilities, may have a serious 
and deleterious effect upon the 
long-range development of the art 
by hampering the growth of sound 
networks,” the FCC said. 

“The dominant position of one 
network in one-station markets, 
coupled with the high incidence of 
exclusivity of acceptance of one 
network by stations in two- and 
three-station markets, tends to 
prevent competition and deprives 
the public of diversity of program 
choice.” 

The FCC asked the industry for 
comment by Nov. 13 on the form 
which the rule might take. One 
plan, based on a suggestion sub- 
mitted by DuMont last month 
(AA, Sept. 30), would limit the 
amount of time any station might 
devote to any one network. 


s Another plan would specify a 
minimum number of hours of pro- 
gramming for stations to take 
from each network. As an ex- 
ample, FCC said that, except for 
one five-hour segment a week to 
be selected by the station, the pro- 
posed rule might prevent a station 
in a one-station community from 
giving more than two hours out 
of each five-hour afternoon or 
evening segment to any one net- 
work (in a two-station market, 
three hours; in a_ three-station 
market, four hours). 

The commission had no com- 
ment to make today on protests it 
has received against American 
Telephone & Telegraph Co.’s cable 
allocations plan (AA, Oct. 2). 


Letf Resigns from Adam Hat 


Joseph Leff has resigned as di- 
rector of advertising and promo- 
tion of Adam Hat Stores Inc., New 
York, because of poor health. 


Last Minute News Flashes 


W. F. McLaughlin Signs Studs Terkel TV Show 


Cuicaco, Oct. 6—W. F. McLaughlin & Co. (Manor House coffee) has 
signed to sponsor the Studs Terkel television show on Fridays for a 
26-week period, starting tonight (ABC, 9:30-10 p.m., CST). The show 
will be seen in both New York and Chicago, and it is expected that 
other ABC stations on the TV cable also will pick it up. The program 
was sustaining on NBC until a few months ago. Earle Ludgin & Co. 


is the agency. 


Paper Mills Boost Price of Book Stock 


New York, Oct. 6—A number of paper mills have hiked prices on 
coated and uncoated book stock covering fourth quarter contract busi- 
ness. Allied, Martin Cantine, Consolidated, Kimberly-Clark, Oxford 
and St. Regis have all raised prices about $10 a ton on uncoated 
and $15 on coated stocks. Spot stocks are up proportionately with 
supplies short and demand moderate, suppliers report. 


McCall Transfers Smith to ‘Better Living’ 


New York, Oct. 6—John E. Smith, formerly vice-president in charge 
of advertising for McCall’s, has been named executive vice-president of 
Better Living, new magazine backed by the McCall Corp. and pub- 
lished by Mass Market Publications. Roy Wright, manager of market- 
ing and plans for This Week Magazine, will be vice-president and di- 
rector of advertising with Better Living. Mrs. Christine Holbrook, pre- 
viously an editor of Better Homes & Gardens, will be editor-in-chief. 


Babcock Gets Daystrom Post; Other Late News 


e Glenn A. Babcock has been named advertising and sales promotion 
manager of Daystrom Corp., Chicago, maker of tubular steel furniture. 
He was ad and sales head of Talon Inc. for 16 years and has served 
with Owen & Chappel, Hunter Douglas Corp. and, most recently, with 


W. L. Stensgaard & Associates. 


e B. T. Babbitt Co., New York, has appointed William H. Weintraub 
& Co. to handle Bab-O and Glim, effective Jan. 1, 1951. Duane Jones 


Co. is the agency being replaced. 


e Cory Corp., Chicago, plans to use network TV next winter via 
Dancer-Fitzgerald-Sample. One show being considered is “Photoplay 


Parade,” which Photoplay would 


help produce. Cory has just an- 


nounced purchase of Nicro Steel Products Inc., maker of stainless steel 
coffee brewers, mixing bowls and condiment sets, and Flavor-Seal 
Cookware Inc., which makes stainless steel cookware. 


e Encyclopaedia Britannica Inc. launches a test of TV Oct. 8 over 
WNBQ, Chicago. “The Tales of Capt. Brit,” seen at 5:45-6 p.m., is 
directed at children and will promote the Britannica Jr. set. EB is also 
opening a three-month magazine drive this week via Wade Adver- 


tising Agency. 


e National Brewing Co., Baltimore, one of TV’s most enthusiastic 
backers, has doubled its daytime video schedule over WMAR-TV, 
Baltimore, and WMAL-TV, Washington. “National Sports Parade,” 
formerly aired one hour Monday through Friday and two hours Satur- 
day on those stations, through Owen & Chappel, now is a two-hour 


feature every weekday. 


e Richard E. Berlin, president of Hearst Corp. and Hearst Magazines 
Inc., New York, has been appointed a member of the board of the 
Advertising Council to replace John K. Herbert, who resigned from 
the council’s board upon his appointment as assistant to the president 


of National Broadcasting Co. 


e Cosmopolitan gained 36.4% in newsstand sales in a 25-state test 
area where the September issue was retailed at a “get acquainted” 
price of 25¢. Publisher Harry M. Dunlap said the offer was so suc- 
cessful it will become part of Cosmopolitan’s regular merchandising 
setup. No change in the magazine’s regular newsstand price of 35¢ is 


contemplated. 


e Outdoorsman Publishing Co., Chicago, which last spring purchased 
Outdoors and combined it with Outdoorsman, reportedly will complete 
arrangements next week for the purchase of Hunting & Fishing from 


National Sportsman Inc., Boston. 


Ad Rate Increases 
Announced by Eight 


More Publications 


New York, Oct. 5—Eight more 
publications have announced cir- 
culation and advertising rate in- 
creases. 

Sports Afield will increase its 
circulation guarantee to 800,000. 
Advertising rates will go from 
$2,550 to $2,800 for a b&w page. 
The new rates won’t become ef- 
fective until the March, 1951, is- 
sue. 

Farm Journal and Pathfinder, 
published by Farm Journal Inc., 
Philadelphia, will raise their ad- 
vertising rates, effective next 
April. Farm Journal, which raised 
its b&w page rate from $6,600 to 
$6,975 in July, will go up to $7,400 
next year. Pathfinder will ask 
$3,750 for a b&w page, as com- 
pared with its present $3,500 rate. 


= Effective with the March, 1951, 
issue, Redbook will increase its 
b&w page rate from $4,400 to $5,- 
050. The publication’s rates will 
be based on a guarantee of 1,950,- 
000 average net paid circulation. 

Harper’s Magazine, effective 


pas ene one 
Se ee 


with the March, 1951, issue, will 
increase its b&w page rate from 
$1,000 to $1,100. Rates are based 
on 145,000 average net paid cir- 
culation. Advertisers placing con- 
tracts prior to Feb. 1, 1951, will be 
protected at the current rates 
through the December, 1951, issue. 


s Boot & Shoe Recorder has an- 
nounced advertising rate increases 
effective Oct. 1, 1950. The new 
b&w page rate is $350, the old 
rate was $300. 

El Embotellador, Spanish lang- 
uage quarterly published by Kel- 
ler Publishing Co., has increased 
its rates. The b&w page rate will 
go from $200 to $240. National 
Bottlers’ Gazette, another Keller 
publication, will raise its rates, 
effective with the January, 1951, 
issue. The b&w page rate will be 
$340, as compared with the pres- 
ent rate of $300. 


Chrysler Using 197 Papers 


Chrysler Corp., Detroit, is using 
197 major newspapers in 140 cities 
to tell the story of its customer re- 
lations. A feature of the series is 


107 
What to Expect 
in Mobilization 

New York, Oct. 4—A 48-hour 
work week in industrial plants 
may be required in the near future 
to meet mobilization requirements, 
Leon H. Keyserling, chairman of 
the President’s Council of Econom- 
ic Advisers, told a three-day per- 
sonnel conference of the American 
Management Assn., which closed 
here today. 

Mr. Keyserling said that the 
emphasis in meeting military needs 
must be on production rather than 
controls. He implied, however, that 
recent moves both by management 
and labor for higher prices and 
wages had increased the possibility 
of wage and price controls. 

“Some wage increases and some 
price increases,” he declared, 
“have occurred that were not 
dictated by economic necessity.” 

The Gantt medal for industrial 
leadership, awarded annually 
since 1929 by AMA and the Amer- 
ican Society of Mechanical Engi- 
neers, was presented to Charles 
R. Hook Sr., chairman of Armco 
Steel Corp., Middletown, O. The 
presentation was made by Thomas 
Roy Jones, president of ATF In- 


corporated, chairman of the Gantt 
medal board of award. 


a C. D. Jackson, publisher of 
Fortune, declared that “it is still 
possible to defeat Communism 
without another world war if we 
win the battle for men’s minds. 
American propaganda,” he said, 
“has to develop more warmth and 
understanding of other peoples’ 
problems.” 

Duncan J. Morgan, director of 
human relations, ATF Incorpo- 
rated, speaking on manpower and 
mobilization, emphasized the im- 
portance of organization and plan- 
ning for industrial mobilization. 

He stressed three areas of prime 
importance: (1) Having manpower 
policies and related procedures ex- 
ecuted by the personnel depart- 
ment; (2) maintaining an execu- 
tive inventory for spotting men for 
bigger responsibilities in the com- 
pany; (3) having a comprehen- 
sive wartime communications pro- 
gram. 


a Col. D. O. Omer, general coun- 
sel, Selective Service System, said 
that foreseeable selective service 
requirements can be met with the 
19 through 25 age group at present. 
Experience during World War II, 
he said, indicated that even in ex- 
treme emergency very few men 
over the age of 38 can be used ef- 
fectively in the armed forces. 

“The advice I would give to in- 
dustry at this time,” he said, “is 
do not ask for occupational defer- 
ment for men under 26; use as 
much as possible men who cannot 
meet the physical and mental 
standards of the armed forces; 
plan to keep all men in the age 
group 26 to 35 during the fore- 
seeable future, but develop plans 
which would permit the release of 
this age group in the event of 
crisis; and, finally, plan to keep 
men over 35 indefinitely.” 


C. E. Woodard Retires 
From ‘Daily News’ Post 


C. E. Woodard has retired, be- 
cause of poor health, as production 
manager of the Chicago Daily 
News, a Knight newspaper. He had 
been with Knight newspapers for 
more than 35 years. 

When John S. Knight bought 
the Detroit Free Press in 1940, Mr. 
Woodard was named production 


the listing of each of the 10,500) manager of that newspaper and 


Plymouth, Dodge, DeSoto 


and|the Beacon Journal, 


Akron. In 


Chrysler dealers in the ads running 1944, Mr. Woodard became pro- 


in his territory. McCann-Erickson, 
Detroit, is the agency. 


| 


duction manager of the Chicago 
Daily News as well. 
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Foundation 


Garments 


in St. Paul 


The classifications of brassieres, 
girdles, and corsets tell an espe- 
cially significant marketing story, 
as reported by St. Paul house- 
wives in the 1950 St. Paul Dis- 
patch-Pioneer Press Consumer 


Analysis. 
First, let’s look at usership for 
the past three years: 


Brassieres Girdles Corsets 


1950.... 79.2% 65.2% 18.2% 
1949.... 77.7 61.4 13.9 
1948.... 77.2 61.1 13.0 


A large variety of brands are 
in use in the market, as reflected 
by the fact that 24% of women 
wearing brassieres wear brands 
which have less than 1% of the 
total preference. This percentage 
of miscellaneous brand _prefer- 
ence is 20% for women wearing 
corsets and 18%, for women wear- 


ing girdles. 


The brand consciousness for 
these three classifications is low. 
About one out of four women 
does not know what make of 
girdle she wears, and about 17 
out of every hundred do not 
know what make of brassieres 
they wear. Here are the percent- 
age of wearers who said they did 
not know what make they wear: 


etre 16.8% 
0 ee 24.8 
Pere 30.1 


The above classifications are 
three of the 150 classifications 
studied in the 1950 Consumer 
Analysis of the St. Paul Market. 
These classifications cover brand 
preferences for foods, soaps, toi- 
letries, beverages, home appli- 


ances, and general consumer buy- 
ing habits. If you are looking for 


pertinent information concern- 
ing your product in the St. Paul 
Market, send for this research re- 
port today. Write General Ad- 
vertising Department, St. Paul 
Dispatch-Pioneer Press, St. Paul 
1, Minnesota, or Ridder-Johns, 
Inc., with offices in New York, 
and Minne- 


Chicago, Detroit 
apolis. 


(ADVERTISEMENT) 


This Week's 
Biennial Drug 
Study Completed 


New York, Oct. 5—Despite the 
increased sale of drug store mer- 
chandise by food supermarkets 
and the increased sale of phar- 
maceuticals by hospitals, This 
Week Magazine takes an optimistic 
view regarding the future of drug 
store retailing in its “1950 Drug 
Store Trends” presentation. 

The presentation, third in a ser- 
ies of biennial drug studies pro- 
duced by the weekend magazine, 
contains data on the drug market, 
competition, sales of drug whole- 
salers and sales of 18 drug chains 
which do a majority of the chain 
drug business and handle 13.1% 
of all drug store sales. 

The information in the presen- 
tation, prepared by Ray Haun, 
manager of This Week Magazine’s 
sales development department, is 
drawn from a variety of sources, 
including the Department of Com- 
merce, Drug Topics, Metropolitan 
Life, etc. Basic data on the chains, 
however, including total sales, 
number of stores, sales per store, 
sales by department, 1949 advertis- 
ing expenditures, etc., was com- 
piled by the magazine from figures 
supplied by the chain drug com- 
panies. 


w Since 1939, This Week asserts, 
drug store sales have kept pace 
with variety store sales, but have 
gained less than food stores. Using 
1939 volume as an index figure of 
100, drug store sales in 1949 were 
250.8 on the index; variety store 
volume reached an index figure 
of 255.0 and food store sales were 
at the 302.7 mark. 

Of the more than 14,000 super- 
markets in the U. S., about 8,400 
now have “health and beauty” de- 
partments in which they sell from 
80 to 150 brand name products 
formerly sold principally in drug 
stores. 

These health and beauty aids, 
which may be grouped in about 
20 classifications, account for about 
14.4% of the total drug store vol- 
ume. 


ws This Week also cites the in- 
creased sale in supermarkets of 
other products such as _ tobacco, 
confectionery, magazines, liquor, 
wine, beer and stationery as an 
additional threat to the retail drug 
business. Items in these other 
classes account for 28.88% of total 
retail drug volume. 

Still another threat to the drug 
business is the increased sales of 
ethical drugs by hospitals. In 1929, 
drug sales in hospitals totaled 
$886,000,000. In 1949, hospital 
pharmaceutical sales were $1,635,- 
000,000, an increase of almost 
100%. 

In its latest drug presentation, 
however, This Week Magazine 
argues that the increased competi- 
tion is a stimulus to the drug bus- 


SIGNING UP—W4JR and the Detroit Times cooperated with the Michigan committee 
T 


in Detroit's two-week campaign for the Crusade for 


4 ad 
rr 


teti 


‘s mobile 


unit visited outlying communities, veterans’ hospitals and on-the-street locations. 


A young Detroiter is signing the scroll, 
vice-president and general manager of WJR, and Victor G. R » 


here, with the help of Worth 


Kramer, 
sl A at , 


director of the UAW-CIO and state chairman of the crusade. 


iness rather than a threat. It be- 
lieves that supermarket competi- 
tion is forcing retail drug outlets 
to become more adept at mer- 
chandising, promotion and selling, 
and supplies pictorial evidence of 
steps being taken by retail drug 
chains to modernize stores and 
compete with the supermarkets. 


m These changes in department 
store merchandising also are addi- 
tional evidence of the tendency 
for everybody to get into every- 
body’s else business. 

One chain cited by This Week 
is operating stores in which count- 
ers have been eliminated and mer- 
chandise stocked on shelves simi- 
lar to those in food supermarkets. 

Another chain, operating on the 
“if-you-can’t-lick-’em-j oin-’em” 
theory, has introduced mass dis- 
plays of soap and other products 
handled by food supers. 

The New York Pharmaceutical 
Council and Town & James, a 
Brooklyn drug wholesaler, have 
prepared racks containing 52 pop- 
ular brand items which are similar 
to the food stores’ “health and 
beauty” gondolas. 


ws Tests have indicated that when 
these items are price-marked and 
grouped as a “department” on 
open shelves, they are respon- 
sible for 10% of the total drug 
store business. When kept behind 
the counter (with perhaps several 
in a counter display) as they are 
handled normally, they accounted 
for only 5% of the total store vol- 
ume. 

Still other chains have checked 
high profit items carried by de- 
partment stores and installed 
glassware, table silver, hosiery 
and costume jewelry departments, 
with gratifying results. 

These moves are supplemented 
by increased displays of sundries, 
more top-of-counter displays, ad- 
ditional photographic departments, 
a tendency to establish complete 
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baby departments (a baby is worth 
$65 to a druggist during its first 
year), candy departments, year- 
round toy departments, small elec- 
tric appliance departments, etc. 

The drug chains covered in de- 
tail in the study, with the average 
volume per store in 1949, number 
of counties in which stores are 
operated, and share of total drug 
store sales in those counties are: 


ws Whelan, New York, $215,355, 
65, 3.8%; Sun Ray, Philadelphia, 
$152,000, 30, 8.2%; Read, Balti- 
more, $307,121, 6, 31.4%; Peoples, 
Washington, $331,652, 39, 24.3%; 
Sun Drug, Pittsburgh, $139,445, 7, 
74%. 

Gray, Cleveland, $197,792, 22, 
12.5%; Gallaher, Dayton, $243,490, 
27, 26.5%; Dow, Cincinnati, $141,- 
430, 9, 6.2%; Cunningham, Detroit, 
$226,239, 18, 8.4%; Kinsel, Detroit, 
$400,000, 2, 5.2%; Hook, Indiana- 
polis, $243,867, 17, 17.5%. 

Walgreen, Chicago, $379,229, 174, 
9.6%; Ford Hopkins, Chicago, 
$195,702, 42, 3.2%; Snyder’s, Min- 
neapolis, $767,486, 3, 12.2%; Katz, 
Kansas City, $1,069,997, 7, 24.3%; 
Katz & Besthof, New Orleans, 
$322,625, 1, 25.0%; Skillern’s, Dal- 
las, $392,224, 4,- 27.5%; Rexall 
chains (Lane, Liggett, Owl and 
Renfro), $287,820, 112, 6.7%. 


w These 18 chains have 1,802 
stores in 409 counties and handle 
13.1% of all U. S. drug store sales. 
Average sales last year were $292,- 
380 per store. 

The complete presentation has 
not been published in booklet form, 
but is being shown by the maga- 
zine to drug manufacturers, whole- 
salers, agencies and others who 
are interested. 

The magazine also makes avail- 
able a drug trade market data 
book and maps of _ individual 
wholesalers and drug chains to 
those who have seen the presenta- 
tion, after the study has been 
shown. 


Appoints Meldrum & Fewsmith 

Michigan Chemical Corp., St. 
Louis, Mich., producer of chem- 
icals for farm, home, industry and 
pharmaceutical field, has placed 
its advertising with Meldrum & 
Fewsmith, Cleveland. 


Grosvenor Named V. P. 

Walter B. Grosvenor, account 
executive and Cleveland office 
manager of Beaumont & Hohman, 
has been named a vice-president. 
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Good Catalog Desi + Sche! 
Can Increase Sales [Runs 
and Profits: Jacobi New 3 


ertisi 
Cuicaco, Oct. 3—“From 50% stati 


90% more planning is needed §.—but 
make most catalogs and collateral heard e 
literature truly effective in sale products 
and profits,” according to Frank € Corp. on 
Jacobi, head of Frank C. Jacobj radio sta 
Advertising, specialist in catalog} 4 typi 
and collateral advertising literal ciaco go 
ture. “You k 
Speaking before members of the} are connc 
Advertising Executives Club of bourbon 
Chicago last night on the “Profit) when gué 
Principles of Catalog Building" nat. A « 
Mr. Jacobi said: ing taste 
“The majority of catalogs havel ning ritu: 
no real idea or theme that carrieg appreciat 


through from cover to cover the best. 
provides a continuity and se§ Kentucky 
quence, to the benefit of the cusffour yea: 
tomer. Sound, solid, detailed plan] stagg Dis 
ning is necessary to develop anjJ you’ll lil 
expand the proper theme,” hel jixe its p 
added, using charts and examp product.” 
to illustrate principles of merch 
dise planning, selling planning an§g A typ 
production planning. Holly woo 
. serve: 
s The three most important “Por ac 
in preliminary planning of a cata# jn the Al: 
log, according to Mr. Jacobi, are§ evening « 
(1) analyze sales; (2) study you Those, m’ 
competition, and (3) research youl that dash 
merchandise. wood sta 
To insure readership of institufsir, Schen 
tional material in catalogs, you§those tre< 
must use pictures, headlines an@conversat: 
repetition, he said. All, or at leas§to apprec 
one, of these will tell the story, an@ cheering 


“you can organize your reade 
thinking painlessly.” 

Mr. Jacobi outlined sev 
“pictorial principles of catal 
building,” which included: m 
illustrations dominate the page 
keep type simple and tailored; 
photographs for illustrations; 
other pointers on proper use 0 
layout, artwork and typography. 

Over 80% of catalog readers pre 
fer a catalog to be 8%x11”, whil 
the remaining 20% want either 
6x9” or a 9x12” format, he sai 
And 75% of the readers violentl 
object to use of testimonials an 
photographs of executives on t 
institutional opening pages of 
catalog. 


Avco Appoints Williams 


James R. Williams, former spo 
editor of the News-Examiner, Con#Schenley’s 
nersville, Ind., has been namedly. 
publicity director of the Americ A coupl 


Central Division-Avco Mfg. Corp4, i 

Connersville. He also will tak came 
over production and editing of thé 
division’s nationwide dealer pub 
— “American Kitchens Di 
gest.” ® 


— 

Joins Scott Publishing } 
Edwin A. Scott Jr., formerly ntact for 
the engineering staff of E. I. tia to | 
Pont de Nemours & Co., has joine@py,, | y 
his father’s company, Edwin ne As 
Scott Publishing Co., New Yor Soy wi 
publisher of Sheet Metal Workeffning thy 
Industrial Sheet Metal, Plumbingyini. \ a 
& Heating Journal and Plumbing Gyo, Cont 


Heating Wholesaler. 


Herbert Horton Joins Grey 


Herbert Horton has joined G 
Advertising Agency, New Yor 
as television production manage 
He was formerly television dire | 
or for Paul Whiteman and pit 
gram director of WFIL-TV, Phil# 
delphia. 


Appoints Ramsdell Agency 

Franklin Broadcasting Co., Phil} 
adelphia, operator of Station 
WFLN, an FM station, has 4? 
pointed Lee Ramsdell & Co., Phila 
delphia, to handle its adverti 


IRVING WOOLF & CO. 


print iT FAST with Photo Gelatin 
NO-SCREEN PRINTING FOR A “HUNDRED” PURPOSES 


and promotion. 
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‘| New York, Oct. 4—Hard liquor 


dio stations in the territorial U. 
§—but Hollywood stars can be 
heard endorsing several whisky 
products of Schenley International 
Corp. on Alaskan and Hawaiian 
radio stations. 

A typical commercial for Old 
Stagg goes like this: 

“You know, with gentlemen who 
are connoisseurs Old Stagg straight 
pourbon is always in evidence 
when guests drop in for a friendly 
chat. A cheering cup...a satisfy- 
ing taste of Old Stagg is an eve- 
ning ritual to be enjoyed with true 
appreciation. Treat your guests to 
the best. Serve them Oijid Stagg 


product.” 


s A typical endorsement by a 
Hollywood star for Schenley Re- 
serve: 

“For a cool [this word is deleted 


evening enjoy Schenley Reserve.’ 
Those, m’ friends, are the words of 
that dashing and romantic Holly- 
wood star, Caesar Romero. Yes 
sir, Schenley Reserve. A drink for 
those treasured moments of quiet 
conversation...to linger over... 
to appreciate. Serve and enjoy a 
cheering spot of Schenley Reserve 
when company comes a-callin’.” 

Excerpts from a Cream of Ken- 
tucky spot: 

“Friends, when you get a buy 
on a product you’re getting quality 
pagejand economy, aren’t you? Well, sir 
ig that’s what you get with the best 
} buy ever—and that’s Cream of 
se ofjKentucky. You see, a little Cream 
hy. jgoesa long way because it’s double 
 prefrich—and that price is nice. Nice 
whiléto your pocketbook. Yes, something 
1er 4wonderful has happened to Cream 
saidjof Kentucky. Try it and experience 
entlyithat extra mellowness and flavor.” 
1 th@s Despite Schenley Industries’ an- 
ouncement that this export ad- 
ertising program has no bearing 
n the company’s domestic policy, 
roadcasters and distillers have 
n following .the results of 
henley’s plunge into radio close- 


A couple of weeks ago Schenley 


= International started sponsoring a 


Ad Scribe’s Item 


WONDERFUL LEGWORK 
the postman does, handling 
ntact for Ad Scribe. From Nova 
tia to California, Minnesota to 
exas . .. up-and-coming advertisers 
ow use Ad Scribe’s helpful service. 


Schenley, Unable to Crack U.S. Radio, 
}Runs Whisky Spots in Alaska and Hawaii 


advertising is not accepted by ra-| times weekly over the Alaska 


| division, through Kastor, Farrell, 


15-minute sports broadcast three 


Broadcasting System. The other 
two nights a week are carried by 
Blatz Brewing Co., a Schenley 


Chesley & Clifford. 

Schenley International also is 
carrying a three-month schedule of 
spots over KPOA in Honolulu. 
These 45-second announcements 
are spotted on “Around the Town,” 
a late evening pickup of bands 
playing in Hawaii. 


a Featured products are Schenley 
Reserve, Cream of._Kentucky, Old 
Stagg, I. W. Harper and Roma 
wines. The latter, of course, has 
been advertised on network radio 
in the U. S. 

McCann-Erickson spent two 
years preparing this campaign. Ex- 
treme care was exercised in the 
construction of the commercials. 
The copy is strictly straight-line, 
mentions the word whisky only to 
describe the component parts of 
the product as required by law, and 
is to be presented in a dignified, 
easy-going manner. There are no 
blatant sound effects or other high- 
pressure gimmicks. 


a In 1949, despite vigorous ob- 
jections from the Distilled Spirits 
Institute, Schenley attempted to 
crack radio’s unwritten ban against 
whisky advertising. The major net- 
works were queried concerning 
the possibility of a national show. 
For a while, American Broadcast- 
ing Co. evidenced some interest in 
accepting the account, then issued 
an announcement that hard liquor 
advertisers would not be accepted 
“at this time.” 

Last fall, when Schenley made 
public details of its ad plans for 
the ensuing season, the company 
said radio and TV would not be 
included. The distiller reportedly 
dropped the idea for an attempted 
move into radio—despite favorable 
reaction from a great many broad- 
casters—because it had wanted, 
and did not get, across-the-board 
approval from stations, some of 
which may have been deterred by 
fears of the Federal Communica- 
tions Commission’s displeasure. 


Two Appoint Picard Agency 


Picard Advertising Co., New 
York, has been appointed to han- 
dle the advertising of Arc-Ray 
Electric Corp., manufacturer of 
fluorescent and incandescent 
lamps, and Cornwall Fixture 
Corp., maker of lighting fixtures. 
Trade publications will be used. 


Advances Raymond Poetizl 


Raymond W. Poetzl, a member 
of the sales staff of Continental 
X-Ray Corp., Chicago, has been 
named to the newly created post 
of sales and service engineer. He 
will act as the coordinating agent 
between the sales, advertising and 


‘- sk how you can get stronger plan- 

"bi ing for sales-aimed advertising 

i we your budget. Box 254-Y, 
9WNorth Canton, Ohio. 


servicing departments. 


COMBINED to cive 


PEORIA ENGRAVING CO. 


Pehr eons 
TELEPHONE 4-7197 ~— 


eeoRra, 


G.R.GRUBB & CO. 


CHAMPAIGN, ILLINOI 
i TELEPHONE 5209 


BETTER SERVICE AND FINER 
ENGRAVINGS-—At the Right Prices 


WRITE OR CALL THE NEAREST PLANT 


you - ARTISTS ; 


: ENGRAVERS : 


*, PHOTOGRAPHERS .° 


) on 
; 


works 


GET OUT THE VOTE—Objective of the Ad 

Council's largest drive since the Freedom 

Train tour is to persuade Americans to 
visit the polls Nov. 7. 


‘Get Out the Vote,’ 
Is Objective of Ad 
Council Fall Drive 


Cuicaco, Oct. 6—The Advertis- 
ing Council’s largest campaign 
since the Freedom Train toured the 
country will be aimed at getting 
out the vote on Nov. 7. 

Newspaper ads, radio spots and 
television materials will be sup- 
plied by the council. Leo Burnett 
Co., volunteer agency on the pro- 
motion, prepared the campaign 
materials. 

The “get out the vote” drive is 
part of the American Heritage 
Foundation’s program, and copy 
urges every eligible voter to do his 
part in making the American sys- 
tem work by going to the polls. 

Daily and weekly newspapers 
throughout the country will be 
supplied with a series of 12 ads, 
designed for local sponsorship be- 
fore or on election day. 

Six of the ads are 1,000-,600- and 
400-line copy. The other six are 
small-space, one-column inser- 
tions. All are available in mat 
form. 

In all of the larger ads, part 


planation of the proper method for 
marking a ballot. Alternate copy, 
for cities using voting machines, 
explains how to operate the de- 
vices. 


@ The radio drive is scheduled 
to get under way two weeks be- 
fore election day. Advertisers and 
the four major networks are co- 
operating in this phase of the pro- 
motion. In addition, television ma- 
terials, including posters and slides, 
will be distributed to the 106 TV 
stations and the four video webs. 

Donald B. Hause, advertising 
manager of Armour & Co. and vol- 
unteer coordinator of the Ameri-| 
can Heritage campaign, said that | 
the council’s “get out the vote” 
drive had been requested by ad- 
vertisers, civic groups and indi- 
viduals of both parties. 

And Leo Burnett, head of Leo 
Burnett Co., commented: “Any- 
thing that anybody can do to get 
the indifferent American off his| 
status quo and go to the polls on | 
Nov. 7 seems like good business | 
for America.” 


Y&R Transfers Allison 


Young & Rubicam has trans- 
ferred George Allison from _ its 
New York media department to 
its Los Angeles office as media ex- 
ecutive. Mr. Allison had been in 
the New York media department 
for the past ten years. Hazel Furu- 
sather will continue her present 
position of radio and_ television 
time buyer for the Los Angeles of- 
fice. 


U. S. Rubber Promotes Three 


Wilson O. Green has been ap- 
pointed sales manager of the U. S. 
Tires division of United States 
Rubber Co., New York, succeed- 
ing J. Chester Ray, who has been 
named sales manager of the dealer 
brands of the tire division. Arthur 
G. Westlund has been named 
manager of Fisk-Gillette tires 
division, replacing Mr. Green. 


Truman Rejoins MacLaren 

Charles D. Truman has rejoined 
MacLaren Advertising Co. as an 
account executive in the Toronto 
office. He had been in California 
for the past eight years. 
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QUAD CITY RETAIL SALES 


Davenport $1 16,266,000 

Rock Island 51,594,000 

Moline 57,121,000 

East Moline 10,556,000 . 
Total $235,537,000 ti 


EFFECTIVE BUYING 


INCOME PER 
FAMILY 
Davenport $6,213 
Rock Island 5,703 
Moline 5,938 
East Moline 5,243 


THE DAVENPORT NEWSPAPERS 
HAVE 99% SATURATION IN DAVEN- 
PORT PLUS 10,006 HOMES IN ILLI- 
NOIS WITH THE WEEKDAY TIMES 
AND THE SUNDAY DEMOCRAT 
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Can you name these famous singers? 


They’ve given command performances—except one of them. 


Their names have been in lights, on billboards, and in magazines—except 
one of them. 


You may even have heard them sing yourself—except one of them. 


But despite the fame of Tetrazzini (top, left), Melba (top, right), and 
Schumann-Heink (lower, left), you may know only the remaining vocalist. 


Yet the dauntless Maggie does all of her singing to Jiggs and countless 
millions in the Comics. 


Is there any more graphic way of demonstrating the tremendous editorial 
impact of PUCK, the only national comic weekly? Doesn’t it show how 
PUCK’s all-star cast of characters has woven itself into America’s life . . . 
Jiggs, who “sold” corned beef and cabbage; Popeye, who made spinach a top 
favorite; Dagwood, who helped the U. S. Atomic Energy Commission explain 
nuclear energy? 


PUCK, The Comic Weekly, distributed with 14 great Sunday newspapers, 
from coast to coast (plus its three advertising affiliates), reaches more than 
18,000,000 adults (and their youngsters) in 7400 communities where 83% 
of all retail sales are made. 


Do you wonder that such companies as Thos. Leeming & Co., Inc., Kraft 


Foods Co., Cudahy Packing Co., and many others spend millions of adver- 
tising dollars in PUCK, The Comic Weekly? 


If yours was one of the many businesses that discovered that a slight drop 
in sales meant a sheer drop in profits, last year ... perhaps you should care- 
fully re-examine your traditional media selection. 


Perhaps you'll want to see readership reports which show that PUCK 
delivers 3 to 5 times more readers per advertising dollar than top weekly 
magazines. The booklet “Getting More Out of the Dollar” explains PUCK’s 
fabulous reader-ettraction and tremendous sales impact. Send for it, today, 
on your letterhead. 


THE COMIC WEEKLY 


The Only NATIONAL Comic Weekly—A Hearst Publication 
63 Vesey St., N. Y., Hearst Bldg., Chicago, 406 Hearst Bldg., San Francisco . 
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